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Networks, Spot 
Radio Reps Get 
in Dispute Again 


New York, Nov. 7—The smold- 


ering battle between network and | 
spot radio broke out in a new place! 


this week. 


Always on the aleri for what it} 


network encroachment 
into spot’s territory, the Stations 
Representatives Assn. called the 
attention of its members to two 
recent moves in this direction. 
The first warning concerned an | 
American Broadcasting Co. pro- 
posal, which has already 
dropped because of mixed station 
reaction. However, the association 
is obviously fearful that a similar 
idea may pop up some place else. 


considers 


8 ABC had asked its stations to 
approve a plan for carrying six 
one-minute announcements’ in 
“Live Like a Millionaire,” explain- 
ing: 

“Any and all of these six avail- 
abilities may be sold by you to 
sponsors and you shall be entitled 
to retain any and all revenue re- 

(Continued on Page 8) 


Packard Will Sell 
Two Lines of Cars; 
Budgets $8,000,000 


| Derrorr, Nov. 6—Packard Mo- 
tor Car Co.—which looks to in- 
crease 1952 sales by 50%—will 
have two lines of cars for 1953 
ranging all the way from $2,500 to 
$6,900. The upper-price line alone 
will be called Packard; the medi- 
|um-price cars will be known as 
the Clipper line. 

| both lines, with the Clippers get- 
| ting ad support equal to the com- 
|pany’s total 1952 appropriation, 
| which amounted to more than $4,- 
500,000. The total ad budget will 
|be about $8,000,000. 


been | 


s Packard, which “has had “a 
greatest strength in recent years” 
|in the medium-price field, “will 
fortify this position by reintroduc- 
ing the Packard Clipper,” and 
looks to “recapturing its former 
prominence in the prestige field.” 

The company plans to get one- 
third of its expected increase in 
sales from the top price class. A 
25% increase in the number of 
Packard dealers is planned, as is 
a similar boost in the company’s 
merchandising staff. 

Maxon Inc. is the agency. 


NBBB Examines New Misleading Ad 
Charges Lodged Against Huber Hoge 


By Lawrence Bernard 

New York, Nov. 6—Huber Hoge 
& Sons is in hot water again. 

The last time ADVERTISING AGE 
reported on the troubles of this 
mail order agency, founded in 1938, 
was when a great cry went up ov- 
er some of the statements con- 
tained in the “TV Owner’s Guide 
to Operations and Repair,” which 
Hoge merchandised (AA, April 
28). 

The latest public clash is with 
the Associated Bulb Growers of 
Holland Inc., but there are others 
which have not heretofore been 
brought to light. 

Last week, the bulb growers’ 
association called a press confer- 


ence to announce that it has filed | 


complaints with the National Bet- 
ter Business Bureau and the Fed- 
eral Trade Commission and is pre- 
paring a complaint to Post Office 
authorities. 


@ In addition, the bulb growers 
sent a letter to publishers across 
the country, concerned with the 
advertising of Holland Winter 
Garden, a name used to sell bulbs 
by Hastings Industries which, the 
agency says, has billed $150,000 
in newspapers since September. 
Signed by Walter Roozen, inter- 
national director of information, 
the letter was written to explain 


that “Holland Winter Garden ad-| 


vertising was misleading the pub-| 


“Packages received by consum- 
ers from the advertiser have been 
found to contain bulbs other than 
those called for in the ad. We have 
personally examined evidence 
showing that the advertiser gave 
his supplier the right of substitu- 
tion. . . 


s “The flowers described in the 
advertisement are not ‘new.’ They 
are bulbs known to gardeners for 
generations...The ad gives them 
exotic names which are not recog- 
nizable. 

“There is virtually no possibility 
that these flowers will bloom in 
the snow, as the advertisement 


volved do not normally bloom un- 
til April or May. The advertise- 
ment deliberately conveys the im- 
pression that these flowers will 
| bloom in mid-winter.” 

A sample ad was headlined: 
| “Will your garden be dead this 
February? These flowers laugh at 
winter snow...Holland growers 
send amazing new snow-blooming 
miracle bulbs to America.” 


® Following the conference the 
agency sent its own letter to the 
press, taking exception to many) 
of the points made by the bulb) 
growers. Based on non-blooming | 
dates listed in “Taylor’s Encyclo- | 


concluded that “it is fair to say 


Strong ad programs will back} 
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, Taxes Hold Clue 
' fo Any Upswing 
in Liquor Ads 


5 New York, Nov. 6—It looks as 
/if liquor advertising might be 
| slated for an upturn, if—and it’s 
la big if—the industry gets a cut 
En- in excise taxes. 


EDITORIAL—This was the Cincinnati 


quirer’s front page the morning of Nov. 4. 
The extraordinary appeal was labeled “an 
editorial.” 


Jones, Scheideler 
Speak Guardedly of 
Some New Prospects 


New York, Nov. 5—Affairs at 


Through seven months of 1952, 
liquor linage in magazines was off 
about 10.3% (the same percentage 
that apparent consumption of dis- 
tilled spirits was off), and news- 
paper linage was down a corre- 
sponding amount in the first half. 
It is important to note that this 
is linage as opposed to dollars; the 
rate increases by media may do 
much to equalize the picture. 


promises. Most of the bulbs in-| 


the Duane Jones Co. and Scheide- 
ler, Beck & Werner settled back|# B. W. Corrado, writing in “Bev- 
to near-normalcy this week, with| erage Industry Trends,” a news- 
people at both agencies referring | letter published by True, figures 
guardedly to meetings with pros-|that there are signs pointing to 
pective new clients. |an upswing from an advertising 
The Jones company, which may | standpoint. He thinks that a tax 
now be billing $300,000, indicated | reduction is likely next year. From 
it was after “a grocery” account in | a selling standpoint, he thinks that 
the South. SB&W gave no sign of| the inventory roadblock is on its 
the type of business it was track-| way to liquidation. At the end of 
ing. August, wholesale inventories 
A report that Mr. Jones has al-| were about 13% below those of 
ready decided how he’ll use the! 1951 at the same date. 
$300,000 award voted by the jury; This could mean a stocking up 
in last week’s windup of the big! by the trade, in the future. Mr. 
“conspiracy” suit was put in an|Corrado points to the fact that, 
“iffy” light at the agency. | although liquor sales for the first 
|eight months of 1952 were off 
@ The report had it that Mr. Jones; about 8% from 1951 figures, 
would use the money to set up a| wholesalers dropped their inven- 
fellowship at an eastern university tories 13%. In a reverse deduction 
(Continued on Page 79) (Continued on Page 4) 


Last Minute News Flashes 


ARF Names Committees to Study Ratings 

New York, Nov. 7—Six members have been added to two of the 
| four committees which are handling the Advertising Research Foun- 
| dation’s study of radio and TV rating methods. Four of the group 
| were named to the working committee whose assignment is to in- 
spect and review the research practices of the various rating services. 
They are Mrs. “Teddy” Anderson, Batten, Barton, Durstine & Osborn; 
Norman Glenn, Doherty, Clifford, Steers & Shenfield; Hal Miller, 
Biow Co., and Samuel Thurm, Young & Rubicam. Howard Kuhn of 
Compton Advertising and Bernard Sherak of Kenyon & Eckhardt were 
appointed to the committee which is analyzing data issued by the 
various rating services. 


Krueger Account Goes to Grey Advertising 
Newark, Nov. 7—G. Krueger Brewing Co. today told AA it is 


naming Grey Advertising Agency, New York, effective next Jan, 2. 
| The account has been with Chas. Dallas Reach Co., Newark. 


BBDO Names Carey, Dalton. West. Holding V. P.s 


NEw York, Nov. 7—Four new V¥. p.s will be announced Monday by | 


pedia of Gardening,” the letter | Batten, Barton, Durstine & Osborn. They are Len Carey, Charles E. 


| Dalton and Herbert West, group account supervisors in New York, 


lic, thereby damaging the Holland | that a number of these bulbs bloom | and James C. Holding Jr., copy chief in Pittsburgh. 


bulb industry’s reputation for hon- | 
est dealing and quality merchan- 
dise. .. 

“We speak up now, because de- 
spite our attempts to correct this 
situation by informal agreement, 


the misleading nature of the ad-| 


vertising continues. 


jin the snow.” 

Contrary to what the bulb grow- | 

ers said, Hoge insisted that “all 

| bulbs shipped to the consumer are 

listed in our advertising.” 

| agency pointed to its “policy of 

cooperation with the National Bet- 
(Continued on Page 79) 
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‘Tip Top Tailors Names Muter, Culiner 
Toronto, Nov. 7—Muter, Culiner, Frankfurter & Gould has been 
| appointed to handle the $400,000 account of Tip Top Tailors Ltd., 
largest made-to-measure clothing house in the British Empire. It sells | 
coast-to-coast in Canada through nearly 2,000 dealers. McConnell, 
Eastman & Co. formerly handled the account. 
(Additional News Flashes on Page 83) 


Reorientation Faces 
+ Business, Government 


| WASHINGTON, Nov. 6—Now that 
| Rep: iblicans are taking over the 


; | national administration, business 


men and government officials may 
soon be smiling at each other once 
again, in all sincerity. 

This is going to take some re- 
orienting on the part of both. 

For 20 years, business has con- 
sidered itself in the dog house. It 
is accustomed to talk of “bureau- 
crats” and it refers disparagingly 
to “that man” in the White House. 

Perhaps business may eventu- 
ally talk the same way about Re- 
publicans. 


= But for the present, there is 
every reason to hope that the elec- 
tion of Dwight D. Eisenhower 
ushers in an era of gcod feeling 
between business and _ govern- 
ment. 

Not that business men haven't 
had reason to dislike the Demo- 
crats. 

Business did nicely under them, 
and business men he'd key policy 
making jobs. But there was never 
a genuine partnership. 

As recently as last week, Presi- 
dent Truman was using business 
as a whipping boy in his efforts 
to maintain Democratic control 
over the White House. 

Even among Democrats, the un- 
fairness of this practice had be- 
come apparent. 

The Democratic candidate, Adlai 
Stevenson, devoted an entire cam- 
paign talk to business-government 
relationships. Breaking sharply 
with Mr. Truman, he said the time 
has come to bury the hatchet. He 
said he intended to sweep busi- 
ness-baiters out of the corridors 
of government. 

But the voters decided the time 
had come to bring down the cur- 
tain on Democratic administra- 
tions. 


@ It has been so long since there 
has been a turn-over in executive 
departments that hardly anyone 
remembers what takes place. 
There are about 2,000 policy- 
making jobs—cabinet, sub-cabinet, 
commissionerships, jobs like di- 
rector of the census—available for 
Presidential appointment. In addi- 
tion, thousands of other civil ser- 
vice jobs can be captured, by 
abolishing existing agencies and 
rebuilding from the bottom. 
Unlike the Defense and State 
Departments, where the new ad- 
ministration will place its people 
weeks in advance of the actual 
transfer of power, most of the 
domestic agencies will be kept in 
| the dark about their new leader- 
| ship until after the inaugural. 
Meanwhile, the professional civil 
servants will generally mark time 


@ Who these leaders will be re- 
| mains almost entirely a matter of 
| speculation. One thing is clear, 
| however: The President-elect will 
| have a huge reservoir of talented 
men available for recruiting 


(Continued on Page 82) 
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Puerto Rico Tourist Bureau Makes 
a Discovery: It Pays to Advertise 


New York, Nov. 5—Puerto Rican 
business men today are probably 
giving out with the Spanish equiv- 
alent of “It pays to advertise”’—if 
a study made available today to 
ADVERTISING AGE is any criterion. 

Three years ago the Caribbean 
istand was suffering under the im- 
pact of publicity which depicted it 
as a vast slum. Last winter the 
hotels on the island were turning 
guests away for lack of room. And 
so far this season the tourist trade | 
is slightly terrific. 

Pointing up this happy change is | 
a conversion study made of the ad- 
vertising of the Puerto Rico Visi- 
tors Bureau which appeared in 
U.S. magazines and newspapers 
between Oct. 1, 1951, and Jan. 31, 
1952 
® Travel advertising placed by 
Donahue & Coe in those four 
months cost the bureau $34,647— 
and produced a tourist revenue of 
$559,884, says the study 

The bureau's statistics, based on | 
coupon advertising in three maga- 
zines and ten newspapers, were 
compiled from 949 replies to post- 


1. That one of every four people 
who mailed in the coupons visited 
Puerto Rico as a result of the ad- 
Yertising (a projected 2,328 per- 
Sons out of 9,312). 

2. That visitors spent an aver- 
age of 8.2 days on the island spend- 
ing a median $29.33 every day— 

an average of $240.50 each. 

| 3. That about 40% of all coupons 
ceived came from metropolitan 

lew York and from a radius of 50 
Miles of the city (3,628 responses 


4 against 5,684 for all other places 


the U.S.). 


® Commenting on the 276 persons 
(out of 949 who answered ques- 
tlonnaires) who visited Puerto 


! 


Smart Fovelers who hove heen thew . say 


"Nowhere is there more to see 


IT PAYS—This invitation to visit Puerto 
Rico was one of five four-color magazine 
ads which drew 1,892 inquiries and plenty 
of visitors to the Caribbean resort capital. 


Rico, the report said they repre- 
sented “a conversion factor of 
25%.” 

“It should be borne in mind that 
these people must have all been 
new visitors—since someone who 
had already been to Puerto Rico or 
had lived there would hardly have 
needed to respond to an ad for in- 
formation about the island.” 

In an analysis of coupon returns 
prepared by Donahue & Coe and 
covering only last October, No- 
vember and December, it was con- 
cluded that: 

“Considering the fact that the 
number of newspaper replies in- 
creased following the appearance 
of four-color magazine advertising, 
it would appear that magazine ad- 
vertising in color is definitely indi- 
cated in any future program. 


® “Considering the difference in 
cost per inquiry between special 
(Continued on Page 80) 
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Negro Families in New York City Average 
3.8 Members, ‘Amsterdam News’ Reports 


New York, Nov. 6—What is the 
Negro buyer like? How many peo- 
ple are in his family? How much 
does he spend a week for food? 
And what are his brand prefer- 
ences? 

Knowing their advertisers would 
be more than a little interested in 
the answers to these always per- 
plexing questions, the New York 
Amsterdam News authorized Fact 
Finders Associates to make a sur- 
vey of 2,075 colored families in 
this area. Field work started in 
mid-June. 

In terms of family characteristics 
this is what the survey showed: 

1, More than 65% of all the fam- 
ilies have two, three or four mem- 
bers, with an average of 3.8 per- 
sons per home. 

2. Only 7.9% of the respondents 


own their own homes. Average 
market value per home is $15,- 
115 | 


3. The median weekly food ex- 
penditure is $24.20 

4. The New York Daily News 
was an easy winner in the “news-| 
papers read regularly” category, | 
with 1,549 mentions. Runner up, 
and an equally easy winner over 
other Negro newspapers, is the 
Amsterdam News, with 945 men- 


tions 


® In the case of several products, 
a particular brand is clearly out- 
distancing the field in selling this 
segment of the Negro market. For 
example: baked beans—Campbell, 
646 users, followed by Heinz with 


rine—Nucoa 294 and Parkay 160; 
dentifrice—Colgate 1,042 and Ipana 
233 

Del Monte was ‘way out in front 
as the choice for canned fruits 
having about 40% of the total 
number of buyers—and canned 
vegetables, with a greater per- 
centage of the market than the 
second (White Rose) and third 
(Libby's) brands combined. Pep- 
si-Cola led Coca-Cola with 625 
users to the latter’s 483. 

Among the food items for which 
brand competition is neck and 
neck: tea (White Rose and Lip- 
ton); prepared cake mixes (Pres- 
to, Pillsbury, Swans Down); cook- 
ing and salad oil (Wesson and 
Mazola); flour (Pillsbury, Heck- 
ers and Aunt Jemima). 


Cory Corp. Buys Autopoint 
Cory Corp., Chicago home and 
industrial appliances maker, has 
acquired Autopoint Co., Chicago} 
producer of mechanical pencils and } 
plastic specialty items, for an un- 
disclosed price. Autopoint will) 
operate as a division of Cory. A| 
committee made up of Roy H.| 
Potter, sales manager, Melvin V.| 
Nelson, factory manager, and Wal- 
lace B. Young, in charge of ad- 


ministration and _ finance, will 
manage the corporation. These 
gentlemen held these same posi-| 


tions with Autopoint prior to the! 
purchase. 


Appoints Bob Brizzolara 


Bob Brizzolara, formerly ad 
manager for United Television 


306: bread—Silvercup 672 and 
Taystee 431; hot cereal—Quaker 
Oats 444 and Farina 124; marga- 


Programs Inc., Chicago, has been 
| appointed to the promotional staff 
| of Continental Casualty Insurance 
'Co., Chicago. 


; | partial 


222% of TV Viewers 
Say TV Cuts Down 
on Reading Time 


New York, Nov. 6—How has} 
the reading | 


television affected 
habits of Mr. and Mrs. John Q. 
Public? 

This is a question which has 
been asked many times since TV 
| Started taking the country by 
storm. And anybody, with even a 
answer, usually gets a 
ready audience 

Advertest Research of New 
| Brunswick, N. J., made a survey 
e this subject in the spring of 
| 1950 and repeated the process last 
| month. 

Of the 762 video owning respond- 
ents covered in the October, 1952 
study, 25% said video had affected 


‘ee |their reading time. Nine out of 
ote | ten in this group have reduced the 


amount of time devoted to reading. 
The tenth person’s interest in 
reading has been stimulated by 
TV. 


@ Advertest found that almost 
every family reads a Sunday 
newspaper and all but 4% of them 
read a daily newspaper. Three out 
of four of the TV families also 
spend some time daily with mag- 
azines, with the average devoting 
about 30 minutes to this pursuit. 
Comparing the newspaper read- 
ing habits now with those 2% 
years ago, the researcher noted 
that national) news, local news, in- 
ternational news, editorials, col- 
umnists and comics ranked in that 
order as the sections read regular- 
ly. In the 1950 study, local news 
rated first and comics third. 


Pick Judges for Sixth Annuai 
Voice of Democracy Contest 


The national judging panel for 
the sixth annual Voice of Democ- 
racy Contest, broadcast script writ- 
ing and voice competition for 
American high school students, has 
been announced. The contest is 
sponsored by the National Assn. of 
Radio & Television Broadcasters, 
the United States Chamber of 
Commerce, and the Radio-Televi- 
sion Manufacturers Assn. 

Those serving as national judges are Dr. 
Ralph Bunch, director, department of 
trusteeship, United Nations; Joseph John- 
son, president, Carnegie Endowment for 
International Peace; Charles Kuralt, a 
national contest winner, 1948-49; Theodore 
S. Repplier, president, Advertising Coun- 
cil; Dr. Susan B. Riley, president, Ameri- 
can Assn. of University Women; John D. 
Rockefeller Ill; Anna Rosenberg, Assist- 
ant Secretary of Defense; Eric Sevareid, 
network news analyst, Columbia Broad- 
casting System; Paul A. Walker, chair- 
man, Federal Communications Commis- 
sion, and Miss Judith Waller, director of 
education, NBC 


Pillsbury Promotes Schenker 

Pillsbury Mills Inc., Minneapo- 
lis, has promoted Carl B. Schenk- 
er to v.p. in charge of the over- 
seas division sales office in New 
York. Mr. Schenker was director 
of the overseas sales division. 


JIGGERS—This 10x13x10” display is sent 
out with every 12-unit order. The gift pack- 
age is in the design of a book. Plax Corp., 
Hartford, makes the flask. Squeezit Corp., 
Morris Heights, N. Y., distributes it. Charles 
Brunelle Co. is the agency. 


| 


| 


A FIRST—J. A. Reitzel, assistant director and coordinator of advertising and sales, 
Bowman Dairy Co., Chicago, takes an admiring glance at the first color spread 
to appear in any daily before he signs a contract for a year-long series of color 
pages to follow this one, appearing Nov. 19, in the Chicago Tribune. Surrounding 
him (left to right) are T. P. Jardine, J. Walter Thompson Co.; Ruth Maxwell, assist- 
ant ad manager, Bowman; P. H. Kemper, ad manager, Bowman, and Milt Dempsey, 


the Tribune. 


Pollsters Do It 
Again—Misjudge | 


Election Outcome 


Badly Burnt in ‘48, 
Cautious Pollsters Fail | 
to Predict Ike Landslide _ 
New York, Nov. 5—The ad 
paper teletypes were still banging | 
away today, totting up the margin | 
by which Dwight D. Eisenhower 
has become the first Republican 
President-elect in 24 years. And 
for many im research circles one 
question was: How will the poll- 
sters explain this one? 

For the unhappy triad of Roper, 
Gallup and Crossley seemed to 
have missed the boat again, not 
in the grandiose style of 1948, 
when they blandly predicted Dew- 
ey would waltz into the White 
House, but by clearly understating 
the popular vote which swept Ike 
to power. 

All polls showed a heavy “un- 
decided” vote, but unlike °48, the 
dubious millions were headed 
straight for the Republican stable. 


® The caution imposed by the de- 
bacle of four years ago obviously 
was evident among the pollsters; 
Elmo Roper could not be induced 
to say definitely that it was an 
Eisenhower sweep, even after 
newsmen all around him in the 
NBC newsroom were blithely talk- 
ing about a landslide. (It looked 
as if Eisenhower had scored a pop- 
ular majority of about 7,000,000 
votes, or about 1242%, and actual 
figures late today registered a iead 
of nearly 6,000,000 for the gener- 
al.) 

No poll showed the general with 
any such commanding lead. Most 
| showed a prospective of tight bat- 
| tle; nearly all pointed to a rising 
| tide for Adlai Stevenson. The gen- 
|eral had an edge, they said, but 
| the edge was being blunted; the 
governor was coming up fast. 


| 
|@ Here’s how the polls stood at 
| their last report: 

One week before Election Day, 


John Karol Says 
Advertisers Have 
Rediscovered Radio 


INDIANAPOLIS, Nov. 6—Take it 
from John J. Karol, CBS Radio 
v.p., that radio is being “rediscov- 
ered” by any number of advertis- 
ers and agencies. 

Speaking before the Indianapolis 
Advertising Club, Mr. Karol said 
his network’s “evening schedule 
this fall is substantially ahead of 
last year’s in the number of hours 
of commercial time sold.” 

“Where just a year ago the mere 
mention of nighttime availabilities 
was good for a laugh in any agen- 
cy,” he added, “I’m now getting 
phone calls asking what we have 
open at night.” 


@ Mr. Karol said the great major- 
ity of the audience never had to 
rediscover radio because they nev- 
er lost it in the first place. As 
proof of this fact, he pointed out: 

“Since January of 1946 until 
this fall the people of America 
bought over 96,900,000 radios. In 
other words about 90% of the 
110,000,000 radio sets in the na- 
tion are postwar models. The rate 
of purchase of radio sets contin- 
ues, this year like last year, to 
outstrip the purchase of television 
sets by two to one. People have 
bought—and are buying—radio 
sets not just for the many differ- 
ent rooms in their homes; they’ve 
bought them for their cars. Over 
90% of all postwar autos are 
equipped with radios. Or to take 
a bedroom look at our medium, 
about 10,000,000 people wake up in 
the morning to clock radios.” 

The Columbia executive said 
Nielsen findings between Septem- 
ber, 1951, and September, 1952, 
show radio listening in television 
homes up and television viewing 
down in New York, where seven 
TV stations compete with radio 
for the audience. 


Issues ‘Packaging Pulse’ 
Koodin-Lapow Associates, New 
York, packaging and merchandis- 
ing counsel, has begun publishing 
“Packaging Pulse,” a monthly 
bulletin containing news of the 
packaging field. It is being sent to 
advertising, merchandising and 
sales promotion executives as well 


Crossley Inc. broke down the} -* — ‘ cae ge 
sandidates’ votes as follows: as heads of companies interested 
ca . in packaging. Free copies are 
Eisenhower 47.4% | available from the company at 260 
Stevenson 42.3% | W. 57th St. 
Others os venee -- 0.4%, | 2s 
ED ows vescoues ° 9.9% 


This pollster made no prediction | 
as to the outcome. Mr. Crossley 
pointed out that, if the undecided 
vote is pro-rated according to the 
decided vote, Eisenhower would 
have 52.8% of the vote, which, at 
this writing, is 2.4% away from the 
actual figures. 


® Mr. Crossley told AA today that 
this year the situation, in terms of 
(Continued on Page 84) 


, 
Cady Joins Schutter Candy 
Smith H. Cady Jr. has joined 
Schutter Candy Co., Chicago, as 
sales promotion and advertising 
manager. Mr. Cady formerly was 
merchandising manager of Chase 
Candy Co., St. Louis. 


Resigns Taylor Fibre Account 

Harris D. McKinney Inc., Phila- 
delphia, has resigned the account 
of Taylor Fibre Co., Norristown, 
| Pa., effective Dec. 31. 
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Dairies Distribute 
New Liquid Coffee 
in San Francisco 


San Francisco, Nov. 4-—A new 
item in the milk and dairy product 
departments of grocery stores in 
this area is bottled coffee. 

Foster Coffee Corp. is distribut- 
ing its new “Q” brand liquid cof- 
fee concentrate to grocers via two 
West Coast dairies—Marin Dell 
Milk Co., San Francisco, and Red 
Top Dairy, Vallejo. 

The product, Foster emphasizes, 
is not a frozen one but it does have 
o be kept cold. The company hopes 
that stocking it along with dairy 
products in not-so-cold refriger- 
ated cases will help get this idea 
across to housewives. Foster also 
likes this positioning because it 
attracts more attention to the new 
product. 


® Bottled in a coffee-colored bot- 
tle, Foster’s Q is described as the 
equivalent of one pound of regular 
coffee and sells for 79¢. The bottle 


is capped with a measuring cup’ 


which holds just enough of the 
concentrate to make one cup of 
coffee. 

Foster is introducing the liquid 
in the San Francisco area via 
large space newspaper ads head- 
lined, “New in your grocer’s re- 
frigerator,” and radio, television 
and point of purchase advertising. 
Announcements were carried on 
KEAR, San Mateo, which made a 
spot check of listeners and found 
that almost 50% of those queried 
had tried the product and most 
were becoming regular users. 


® Both Foster and its agency, Ab- 
bott Kimball Co., are weli pleased 
with public response to the new 
concentrate which the agency de- 
scribed as “beyond anticipation.” 

In addition to plans for nation- 
wide distribution on a franchised- 
bottler basis, the company is lock- 
ing over another market for its 
liquid. A large milk company is 
testing it for use in making coffee- 
flavored ice cream, and Foster’s 
Q is reportedly good for the pur- 
pose since it causes no crystalliza- 
tion in the ice cream. 

The company is forming an in- 
dependent organization to repre- 
sent it in the restaurant field and 
is also investigating vending ma- 
chine possibilities. 


General Foods Promotes 
Morrow, Combs and Exo 

T. I. (Zeke) Morrow, associate 
sales manager of the Gaines divi- 
sion of General Foods Inc., has 
been promoted to associate sales 
promotion manager in the com- 
pany’s New York sales division. A 
similar promotion has been given 
to Robert L. Combs, Memphis ter- 
ritory manager. 

Gerhard Exo, who has been ad- 
vertising and sales promotion man- 
ager of the Diamond Crystal-Colo- 
nial sales division, has been ad- 
vanced to associate advertising 
manager of the Gaines division. 
He succeeds Howard Gorman, who 
has been promoted to sales and 
advertising manager. 


Promotes Flexivent Windows 
Andersen Corp., Bayport, Minn., 


is using six-page, two-color fold-| 


out ads in American Builder, 
American Lumberman, Building 
Supply News, Magazine of Build- 
ing and Practical Builder to pro- 
mote its new Flexivent window 
during November. Four-page, two- 
color foldouts will appear in 14 
regional building trade publica- 
tions at the same time. Campbell- 


Mithun, Minneapolis, is the agency. | 


Vance Appoints Boulton 


Albert W. Boulton, formerly v.p. | 


of Petroleum Processing and Na- 
tional Petroleum News, has been 
appointed assistant to the presi- 
dent of Vance Publishing Corp., 
Chicago publisher of American 
Lumberman & Building Products 
Merchandiser, 
Products and Food Packer. 


Wood and Wood. 


Advertising Age, November 10, 1952 


OPEN HOUSE—WNBQ, Chicago, recently exhibited its television facilities to ad- 

vertisers and agency men, giving them a good idea of all the resources needed 

to run a TV station. Part of the two-day open house was a showcasing of the 

station’s program availabilities. Here, Loretta White, assistant to Eddie Doucette, 

WNBQ’s home cooking show chef, chats with Robert Nelson, sales promotion man- 

ager of Oscar Mayer & Co., and Harry C. Kopf, NBC v.p. in charge of the central 
division: 


Ten Commandments for Merchandisers 
of Liquor Listed by Calvert's Mayer 


New York, Nov. 5—If you’re go- 
ing to do merchandising work in 
the liquor industry, the best pre- 
vious experience you can have is 
none. 

Speaking before the Merchan- 
dising Executives Club of New 
York, David Mayer, national mer- 
chandising manager of Calvert 
Distillers Corp., told the group 
that there are so many restric- 
tions in the liquor business—gov- 
ernment and otherwise—that a 
new man has got to unlearn much 
that he knew before. Mr. Mayer 
gave a list of “thou shalt nots” 
which liquor merchandising men 
must observe: 

1. No free offers. 

2. No two-for-one deals. 

3. No l1¢ sales. 

4. No coupons. 

5. No free sampling (except to 


dealers in certain states). 


6. No money-back guarantees. 

7. No displays costing more than 
$10. 

8. No radio or TV advertising 
(not because of government regu- 
lation but by industry agreement 
due to public opinion and pres- 
sure). 

9. No cooperative advertising, al- 


though free mats may be sent. 
10. No dealer contests. 


® The last commandment, accord- 
ing to Mr. Mayer, is, “thou shalt 
not use freedom of speech.” This 
was a reference to the severe re- 
strictions placed on media adver- 
tising, which the speaker char- 
acterized as “gutless advertising.” 
The fact that an ad may make no 
comparison or in any way “de- 
grade” a competitor’s product 
makes for nothing better than 
“bottle and price advertising,” he 
said. 

Selling whisky presents other 
problems because the industry has 
agreed not to try to gain new 
drinkers but rather to try to 
switch the market from one brand 
to another. 


s The government has placed re- 
strictions on the distribution of li- 
quor as well as advertising, the 
speaker noted. A distiller may only 
sell to a wholesaler who may only 
sell to a retailer. The merchandis- 
ing or “missionary” men who call 
on the retailer may not take or- 
ders; they function primarily as 
good will ambassadors 


‘Beauty Culture’ Will Change Format 


New York, Nov. 5—Beauty Cul- 
ture, published by American Hair- 
dresser Publishing Co., will change 
its editorial policy with its De- 
cember issue. 

The name will be retained, but 
it will become “The Beauty Shop 
Management Magazine and will 
drop the general and news char- 
acter it has had for 33 years,” Jo- 
seph M. Koehler, president of the 
company, said. The change is based 
upon results of a six-month survey 
of the trade publication needs in 
the hairdressing field, he said. 

It was found that the reason for 
the high incidence of shop failures 


SLICK—Alfred of New York and its agency, 


Hirshon-Garfield, have decided that if 

balding Presidential candidates can attract 

so much attention, so should Yul Brynner, 

star of “The King and I,” who appears in 

Alfred ads in Gentry, The New Yorker and 
Vogue. 


in Move to Help Trade Avoid Failures 


in the beauty culture field (about 
20% of the nation’s beauty shops 
change hands annually) was trace- 
able to lack of adequate business 
training of shop owners. 


® With this jobbers and supply 
dealers agreed. Since they dis- 


tribute Beauty Culture on a fran-| 


chise basis, the publisher has 
agreed to a new type of editorial 
material which will present sub- 
stantial business advice. 

There will be no rate change, 
AA was told, and present circula- 
tion of 24,000 monthly will be con- 
tinued. 

Authorities in the business field 
have been added as contributing 
editors. 


Naylor Joins Gundlach & Co. 


William T. Naylor, salesman for 
McCormick & Co., Baltimore man- 
ufacturer of spices and fiavoring 
extracts, has joined G. P. Gund- 
lach & Co., Cincinnati dairy in- 
dustry consultant. Mr. Naylor, who 
is a past president of the Cincin- 
nati Junior Chamber of Com- 
merce, formerly was with the ad- 
vertising department of the Cin- 
cinnati Enquirer. 


Lou Leiber Moves 


Lou Leiber & Associates, Cleve- 
land, has moved to new quarters 
at 2828 Euclid Ave. Walter Mack 
has been named assistant televi- 
sion producer, and Phyllis Gilbert 
will handle publicity for an ex- 
panded staff. 


Saturation of Radio and TV Spots 
Seems to Have Paid Off for G.0.P. 


In 39 of 40 States 
Where Ike’s Spots Were 
Used, the General Won 


New York, Nov. 5—The part 
played by the controversial TV 
and radio spot campaign in yes- 
terday’s landslide for Gen. Dwight 
Eisenhower may never be mathe- 
matically figured, but AA was told 
by a highly placed Republican 
| that: 
| 1. “The best guess” is that Re- 
|publicans spent between $1,300,- 
000 and $1,500,000 on the spot 
drive. 
| 2. $275,000 was spent in New 
York City alone on “the biggest 
saturation of all time”—with Ike 
spots going at the rate of perhaps 
120 a day. 


|a 3. Saturation campaigns were 
staged in 11 states: New York, 
| New Jersey, Illinois, Massachu- 
setts, Michigan, Maryland, Indi- 
ana, California, Pennsylvania, 
| Texas and Connecticut. Eisenhow- 
er appears today to have carried 
them all. 

4. “Heavy” spot schedules were | 
run in the southern states of Flor- 
ida, Virginia and Texas—all of 
which were won by Ike in his 
splitting the “solid South.” 

5. Ohio and Wisconsin got spot 
schedules amounting to “50% or 
| 60%” of the maximum hoped for 
| by the Republicans. The general 
| carried these states. 

6. Ail told, the spots were seen 
or heard in no less than 40 of the 
48 states, with Ike the seeming 
winner of 39. 


® Big spot schedules in the nation’s 
large cities were credited by the 
Republican spokesman for helping 
to cut into the expécted Democrat- 
| ic majorities, with the result that 
Republican votes outside the cities 
| carried the day. 
| The Republican spot drive, orig- 
|inally announced in September 
(AA, Sept. 22), was planned as a 
$2,000,000 effort in about 50 “cru- 
cial” counties in ten pivotal states. 
The spots, featuring the general 
on film, with the soundtrack also 
used on radio, were set up to cov- 
er the last three weeks of the cam- 
paign. 


| @ The program hinged on the abil- 
ity of Citizens for Eisenhower to 
raise the $2,000,000 by Sept. 30, 
according to Republicans. 

As soon as the plan was made 
| public, George Ball, executive di- 
}rector of Volunteers for Steven- 
son, blasted the idea as an attempt 
“to seli an inadequate ticket” like 
| “high-powered hucksters’” sell 
“soap, ammoniated toothpaste, hair 
| tonic or bubble gum” (AA, Oct. 
| 6). 

Citizens for Eisenhower coun- 
tered by saying they were having 
trouble raising the spot money and 
that $2,000,000 was only a recom- 

| mendation “for maximum impact” | 
| and that the amount was now re-| 
garded as “fantastic.” A public re-| 
| lations man at Citizens said, “We| 
| will go into every key area we can 
afford in 12 states, but we won't 
raise anywhere near $2,000,000.” 
| Then the Dems appealed to the 
Federal Communications Commis- | 
sion, but the FCC never answered | 
and no action was taken. 


| 


@ That the Republicans actually! 
raised perhaps $1,500,000—and put | 
their spot program on in 40 states, 
with saturation in 11—was cred- 
ited today to “the work of many 
organizations.” Advertising agen- 
cies ali over the U. S. were said 
to have placed the spots on TV and 
radi¢ 

In its issue of Oct. 27, AA re- 


Eastbound Business 


ported that “political spending 


makes admen pikers,” pointing te 
“overpowering schedules of time 
and space” being bought by both 
parties. It also said that “at the 
local level, Eisenhower money is 
preponderant. 

“For the broadcasting industry, 
it’s a bonanza. In Chicago, Ike 
forces have unleashed a tremen- 
dous saturation drive.” 


s The story said Eisenhower forces 
were spending $8,000 for time on 
one radio station as compared to 
$900 by the Democrats. Qn one 
Chicago TV outlet the G.O.P. spent 
$25,000. Another TV station got 
$27,000, most of it for Ike. Volun- 
teers for Stevenson said their 
whole Illinois budget came to $10,- 
000. 

Nationwide, the Dems bought 
some spots, described as “a sprin- 
kling—nothing to compare with 
the Republican buys.” 

Last night, when the tide started 
running full for Ike, a Stevenson 
supporter quipped, “Chalk this 
one up for BBDO.” That agency 
and Kudner handled the Repub- 
lican National Committee. Ted 
Bates & Co. had Citizens for Eisen- 
hower. The Democratic National 
Committee’s agency was Josep 
Katz Co. ‘ 


Flying Tiger Line 
Advertises to Add 


BurBANK, CAL., Nov. 5—Blazin 
an uncharted course for air care 
riers, the Flying Tiger Line hag 
launched a major promotion in 
West Coast newspapers and ove 
television stations to build east=) 
bound air freight traffic. 3 


More than $20,000 will be spent 
within the next few weeks in the) 
Los Angeles and the San Fran= 
cisco-Oakland areas to call ship< 
pers’ attention to special iow east< 
bound rates and new space avail 


pall a ceestccsnceneaoe nS nets 


ability amounting to 200,00 
pounds a week on_ eastboun 
flights. 


Confronted with westerly traf 
fic so heavy that the compan 
found itself with unused space on 
eastbound planes, it was decided t 
go directly to the public, using” 
newspapers and other popular me- 
dia, to generate business. Previous- 
ly, air freight carriers have lim- 
ited themselves mainly to insti- 
tutional type copy in national and 
trade publications, according to 
George T. Cusson, v.p. 

The campaign is directed by 
Hixson & Jorgensen, Los Angeles 
agency. 


Jacoby Opens Sales Agency 


Harold E. Jacoby, general sales 


| manager for the Franciscan Din- 


nerware division, Gladding, Mc- 
Bean & Co., Los Angeles manufac- 
turer of household and building 
products, has left this post to es- 
tablish his own sales agency. Pend- 
ing appointment of a successor, 
Mr. Jacoby’s post will be assumed 
by James W. Mahoney, v.p. in 
charge of sales for all divisions of 
the company. 


Rogers Plastic Promotes 2 

Rogers Plastic Corp., West War- 
ren, Mass., has promoted Russell 
Nadeau to v.p. and general mana- 
ger. Mr. Nadeau formerly was as- 
sistant general manager. Robert 
Campbell has been advanced to 
v.p. and general manager of the 
company’s Canadian plant at Raw- 
don, Quebec. 


Canada Holds Packaging Show 

Canada’s first National Pack- 
aging Exposition, held in Toronto, 
recorded a total! of $5,000,000 sales 
on the floor. Nearly 9,600 pack- 
aging experts, representing every 
Canadian province, attended the 
event, 
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Taxes Hold Clue 
to Any Upswing 
in Liquor Ads 


(Continued from Page 1) 
process, he comes up with the con- 
clusion that the liquor business has 
been better than it looked; other- 
wise, the wholesaler could not 
have gradually passed his inven- 
tory along to the retailer and 
lightened his load 


@ This unloading of inventory is 
one of the reasons for the relative- 
ly slow liquor market. Another 
and important reason is the big 
swing to beer and wine 

For some time, barroom mathe- 
maticians have been proving that 


the amount of alcohol in a glass 
of beer was roughly equal to that 
of a fairly mild highball. Wine 
runs considerably higher 


This is being impressed upon 
the public, or else the story ol! 
gracious living the wine growers 
have been telling is catching on. 

Certainly, while liquor sales at 
wholesale level were off 8%, wine 
sales went up 6%. Tax payments 
on still wines (which account for 
about 90% of total wine consump- 
tion) showed an 8.7% gain in the 
first seven months of 1952 com- 
pared with the similar period of ’51 
Figures on wine consumption show 
a rise in 39 states and the District 
of Columbia. The top five states 
in wine consumption are Califor- 
nia, New York, Pennsylvania, Illi- 
nois and New Jersey. Biggest per- 
centage gain reported in 1952, 
through August, was in Tennessee, 
where wine consumption was up 
36.2% 


s While the wine growers and bot- 
tlers are rubbing their grape- 
stained hands, the beer boys are 
chortling. Although tax payments 
on beer for the first eight months 
of 1952 are up only 1% from 1951 
figures, July was the post-prohibi- 


industry. 
looks as if 1952 will be the ae 
try’s best year since 1947 (when 
tax withdrawals hit a total of 87,- 
172,434 bbls.), and 1953 looks even 
better to the industry. 

This economic picture bothers 


tion record for the 


distillers. They can see, if taxes 
on liquor remain the same, where 
wine and beer will cut still deeper 
into the market. The rising tide of 
beer sales is of no particular con- 
solation to the liquor wholesalers; 
state laws usually prevent a liquor 
distributor from handling beer. 


Promotes Charles Schreiber 

Charles W. Schreiber, general | 
sales manager, has been promoted | 
to v.p. in charge of sales of Yaw- 
man & Erbe Mfg. Co., Rochester, 
producer of filing equipment and 
index systems. He has been with} 
the company for 25 years. 


Brent Joins Mercury TV 

Jim Brent, who has been oper- 
ating his own agency, has been 
named advertising manager of 
Mercury Television & Radio Corp., 
Los Angeles. 


Remember 


Cad 


. 


| ONE MILLION PEOPLE 
LIVE IN IOWA’S 


CENTRAL 52 COUNTIES 


* * * * * 


The DES MOINES DAILY REGISTER and TRIBUNE 


Reaches 71% of these households 


(minimum coverage 40%) 


7 Des Moines (Polk County)..............97% coverage 
JY Additional 51 counties.................63% coverage 


Effective Buying Income 
$1,500,000,000 


AN ‘A’ SCHEDULE MUST MARKET 


ABC Circulation March 31, 1952: 376,658 
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Here’s what you've been waiting for—Fairfax Cone’s favorite ad cam- 
paigns. One you may have guessed is the ‘““Now’s the time for Jell-O” 
series 

Despite general trade taboos against talking about things mechanical, 
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Advertising 
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WHAS Names 2 Sales Heads 

Albert John Gillen, formerly 
television sales manager for 
WSYR-TV, Syracuse, has been 
named television sales manager 
for WHAS-TV, Louisville. John M. 
Fouts has been promoted to radio 


Flako Products Boosts Apples 

Flako Products Co., New Bruns- 
wick, N. J., is sponsoring a special 
November promotion to help food 
outlets move the apple crop in a 
tie-up with the company’s Flako 


pie crust mix. The campaign will 
include 495-line space in 31 inet- 
ropolitan newspapers; two-third 
page ads in Woman's Day and 
Family Circle, and 63 television 
spots. H. B. LeQuatte Inc., New 
York, is the agency. 


‘Newsweek’ Appoints Viner 
Frank S. Viner, formerly U.S 
circulation manager for the Daily 


Telegraph & Morning Post, an 
English newspaper, has been 
named circulation manager for 
Newsweek's European edition. He 


will work out of the magazine's 
Paris office. 


sales manager for WHAS. Prior 
to joining the sales department 
in 1950, Mr. Fouts was commercial 
manager for WLRP, New Albany, 
Ind. 


Dinnis to ‘American Brewer’ 
Paul E. Dinnis has been named 
business manager of American 
Brewer, New York. He succeeds 
John P. Flynn, who has resigned. 
Mr. Dinnis was formerly with 
Corotis Organizations, Newark, 
publisher of New Jersey Journal 
of Pharmacy, Home Builder & Con- 
tractor and New Jersey Builder. 


plant 


{ machinery 


is bought by 


45,929 of the 
234,569 subscribers 
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42nd of a series 


TO SELL MANAGEMENT 
_\ YOU MUST USE 
» | THE HERALD TRIBUNE 


5 Er ote 
OF Set, fo me 
eM: 4.39 oe is 


ie 
+7 


Per ai te 


$448 
eer 4 


If you want to sell business leaders, talk to the men in the Herald ; 
Tribune Quality Market. Because 61 out of every 100 working 


: 

: 
males in Herald Tribune families are in business management | i 
ee ° k 
...1n a position to influence decisions on much of the major ; | 
penditures in New York. i 


Theyye men whose personal spending, too, is important... and 
whose families buy goods at all price levels, buy more often, buy 
Dollars BIG! Get full facts on the best way to talk 
+o men who mean business in New York—NOW! 


NEW YORK LEADERS ARE 


Herald Tribune 


READERS 


| 61.2% 23.3% 15.5% 


of the male members of theNew are in Government, Small work in skilled and unskilled 
York Herald Tribune audience Business and the Professions. labor. 
are in business management. 


Statistical Source: Herald Tribune Continuing Home Study iquel plet is ofa rs audi- 
ence. For further data, write to Herald Tribune Market Research Department, 230 West 41st St., N.Y. 36, N.Y 


Represented nationally by Scoloro, Meeker and Scott in Chicogo, Detroit and Philodeiphia; ond Doyle ond Hawley in Los Angeles and Son Francisco 
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Paper-Mate Names Nelson 

Paper-Mate Pen Co., Los Ange- 
les, has appointed Glen Nelson as 
v.p. in charge of sales for Paper- 
Mate Eastern Co., New York. The 
company is building a third fac- 
tory in the East 


Promotes Vincent Tartaro 
Vincent ‘Tartaro, art director, 
has been promoted to advertising 
director of L. L. Berger Inc., Buf- 
falo women's specialty store 


What’s your address > 


«el WANT TO SEND YOU 


o wo @eeeeeeeeeeee 
reiy FRE SOME SAMPLES 
of ads | set for others 


JAW P. you might want me to set for you. 
WALK advertising typographer 


11 EAST HUBBARD ST., CHICAGO 11, ILL. 


eta 


This Week in Washington... 


Democrat Losses Hit Senate Notables 


By Stanley Cohen 
Washington Editor 
WasuincTon, Nov. 6—If govern- 
ment workers fear the results of 
a change of administration it cer- 
tainly didn’t show up in the elec- 
tion returns 
Washington, of course, doesn’t 
vote, but Virginia and Maryland 
suburbs, where thousands of gov- 
ernment workers make their 
homes, went for General Eisen- 
hower just as many other suburban 
communities did. 
Actually there is no way of 
knowing what percentage of this 


suburban vote was cast by govern- 
ment workers since these com- 
munities also contain a large num- 
ber of prosperous lawyers, busi- 
ness men and professional people. 

On the whole, however, these 
suburbs gave Ike about 140,000 
votes to 86,000 for Adlai Steven- 
son. The percentages ran about the 
same in all six counties and towns. 

In Montgomery County, Md., 
where the most populous of the 
suburbs are located, Ike got 62% 
of the vote, including impressive 
percentages in the apartment areas. 
where the concentration of gov- 
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ernment people is_ particularly 
high 
e . e 

Rep. John McGuire (D., Conn.) 
was swamped in the GOP land- 
slide in his state. Rep. McGuire has 
been in the news during the past | 
12 months as sponsor of the so! 
called “fair trade” law which 
wiped out the Supreme Court’s 
Schwegmann decision making state 
fair trade laws unworkable. | 

On the whole the ye epene, 
turnover was relatively light con- 
sidering the Presidential sweep 
scored by General Eisenhower. 
somehow, however, the casualty 
list was «unusually heavy with 
names familiar to business. 

In addition to Rep. McGuire, for 
example, it included Sen. Ernest 
McFarland (D., Ariz.), Senate ma- 


his 

: is 
the 
family 
(1,200,000 members)* 


oie 


Now, for the first time, 


you can really see them! 
ee ll 


For an X-ray view of the 


Great Chicagoland TV Audience,* 


_ Get all the data on income, age, viewing 
habits, program listing references, buying 
habits, etc. of the TV versus the non-TV 
family. Call FRanklin 2-6931 for a presen- 


tation in your office at your convenience. 


see the surprising facts 
revealed by Market Facts, Inc. 
in TV Forecast magazine’s 


TV Market Study 


1) \Y/ FORECAST 185 NORTH WABASH, CHICAGO 1, ILLINOIS 


jority leader and authority on ra- 
dio law. Only this year, Sen. Mc- 
Farland pushed through a compre- 
hensive revamping of the Federal 
Communications Act which great- 
ly strengthens the position of 
broadcasters entangled in FCC li- 
censing procedures. 

Sen. Tom Underwood (D., Ky.) 
also will be missed. A publisher 
himself, Sen. Underwood was a 
good friend of the publishing in- 
dustry and was helpful in cooling 
down the ardor of his fellow mem- 
bers of the Senate post office com- 
mittee who might otherwise have 
taken the administration’s propos- 
als for drastic rate increases too 
seriously. 

e * e 

There were at least two other 
important senatorial casualties. 
One was Sen. Joseph C. O’Mahoney 
(D., Wyo.), who won his spurs as 
a trustbuster and chairman of the 
temporary National Economic 
Committee in the late 1930s. Sen. 
O’Mahoney has been a trustbuster 
|to the end but more recently he 
| was recorded in these columns as 
a member of the Senate appropria- 
tions committee who insisted on a 
cutback in Army Air Force ad- 
vertising expenditures. 
| Sen. William Benton (D., Conn.) 
also was swamped in the GOP 
tidal wave in Connecticut after a 
particularly abusive campaign. In 
the Senate, he was an administra- 
| tion stalwart on almost every issue 
that came along, but he continued 
to have a special interest in the 
|media of mass communications 
| where he made his original mark. 

He was a friend, champion and 
| critic of the State Department’s 
international information program 
and he was an expert needler for 
better radio and TV programming, 
upsetting broadcasters no end by 
suggesting that Congress might 
consider setting up a special citi- 
zens’ committee to provide an an- 
nual critique of what is wrong 
with radio and TV fare. 
| Rep. Oren Harris (D., Ark.) and 
| most of the other members of the 
special House interstate commerce 
| subcommittee studying offensive 
lradio and TV programming sur- 
vived their election tests. 

So did Rep. E. C. Fathings (D., 
Ark.), who thought up the idea 
of the programming probe and is 
|also sponsoring an_ investigation 
of books and magazines. 


- ~ - 
Price Chief Tighe Woods told 
President Truman that there is an 
appalling lack of understanding 
|among consumers as to the reason 
| for price controls. Mr. Woods said 
before starting a recent nation- 
wide tour he recognized that 
housewives didn’t understand the 
machinery involved in price con- 
trol, but “I was not wholly pre- 
pared for the shortness of the 
| memory of the average person and 
| the almost complete silence on the 
| subject of the defense effort.” 
| His report was filed at the White 
House on Monday, Nov. 3. 


F ield Research Adds Two 


| Field Research Co., San Fran- 
| cisco, has added two members to 
its staff: Robert Berka, formerly 
|news editor of Western Advertis- 
ing, and Mrs. Jacqueline P. 
| Wiseman, previously an editorial 
assistant with the National Opin- 
ion Research Center, Chicago. 


sa BEL OP 
LO DER 


ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL. 
SLANDER, Invasion of Privacy, Violation of 
Copyright 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive Experience proves it’s smart 
to be protected 
WRITE FOR DETAILS ANDO -RATES 


EMPLOYERS REINSURANCE 
CORPORATION 


| asurance . Exchange Kansas City Mo 
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UP 187 PAGES 


in the first 9 months of 1952! 


DRUG TRADE NEWS, the *] medium for selling 
drug, toiletries, and sundries manufacturers 
hits an all-time high! 


One of America’s basic industries is the industry which makes 


its drugs... 


Here is a rich and stable trade which is one of 


the most important buyers of advertising and merchandising media 
. package components and packaging equipment... 


and services... 
raw materials and chemicals. 


In this great market, the +1 selling medium is 


DRUG TRADE NEWS. Advertiser after advertiser has found that 
there is no comparable way to reach and pre-sell the influential men of 


management in every branch of the trade than through 
the pages of DRUG TRADE NEWS. 


Today, DRUG TRADE NEWS’ editorial excellence and news 
coverage ... Management readership... and advertising revenue... 
are greater than ever before. Proof certainly that if you too have a product 
or service for the firms who make up this important industry, 


your advertising belongs in 


DRUG TRADE NEWS 


330 West 42nd Street, New York 36, N. Y. 


its toiletries ... its cosmetics... its drug sundries. 


IN DRUG TRADE NEWS YOU REACH THE MANUFACTURERS 
IN ALL BRANCHES OF THE DRUG TRADE... 


... Pharmaceutical Manufacturers. . 


... Proprietaries Manufacturers 

... Drug Manufacturers 

... Toiletries Manufacturers 
. Cosmetics Manufacturers 

.. Drug Sundries Manufacturers 
. Animal Health Goods 
Manufacturers 

. Baby Goods Manufacturers 


. Chemicals & Insecticides 
. Prescription Accessory 


. Men's Goods Manufacturers 
. Personal Accessories 


. And Other Manufacturers Selling 


LR Ae NR LORS EE LEAT PEA OIE, 


2 PR hee 


Manufacturers 


Manufacturers 


Manufacturers 


Through America's Drug Stores 


plea’ | See > ee ea ee a ae ee rc ke “io hn ee te ice meee. °°” 
mo oe See on a ees lig ea. ae a sey gers ge Se ee 
ok . eee ¥ ees n Sy cca oh baie ae Bees eae i E Pee re S. aeeeeae var 
ae Wee 5. SG eee Be. | ae ee Bs ee ie 
an ae i. ; RRM gs, cA Me Fi I == os ae mae peat aie a Esk 5 eee 
ae - ‘ 2 2 Ds i . “= ec Bh z , ; t F .- = 7 P . e see t ae Ae : 
oF < : 4 Beles 
if Rey 4 
- 
E BES ee se Se itp 
bak —_ SN ree ee ee ee ee he: hme he. Oe i 
4 om eee a RR 25 
© cee’ Ss See S< F 
i ee iste 
, _ ee = 
: 5 \ —=23 ng ; 
j - Tans wens See 
2s So ae a hate 
; ~ > = Bia ala . 
5 eet, ~ pent * 
carers | ave _ 
: jae ate 
; ae aa 
eee eee 
1 — < 
a 
‘ , sh 
a 
’ ( ee Se at 
i , ae 
y eaiy 2 
" ‘ PEE Lom 
i) Ris 
4 “4 Vins 
| gee 
a ee 
; a 
ck. 
ee 
ies 
> met es 
7 hae 
ns ie ee y: 
4 «ree - 
: eC ae 
es 4 | a 
i Min? ; es 
‘ Sec a 
: : Sor aps” 
, 2 a 
: ° News Some = 
; pave TRADES = oh 
: 5 
| a Be roe grad . 
reer SN ARD “prest ec Res 
eet Se ese oi new Th i ae 
Carer oe to Ne VP ow ad P Trad 5 de A Y 
| ee ToFair ; ae 
: FS oe Sa 
; =| _ we '\soere ie See 
: S\Ge- , 1)5 —_——_w i Ee 
oS ee iw = (ar 
= , <r porte FO Tie Poe — ' Ree ¥ 
Po oe eee a : : a’ 2 
Die i 
Cg 3 : =) Bae 
; Se ne age RAR 
P . ‘es - Se ee 
yy \ \ ree ma 
ie = . -\ oT Eee a ae. 
a eee L.| a Teal 
‘ i ices a3 a 5 Sate 
: tn bape 
; i 3 Cg Sees 
, °o . nd | 
s ee 
; : ¥ 
t ‘ Q 
epee 
* 
a ; = 
"5 
, i 
ja 
‘ * ae Bs 
are Se | . tat 
Ps s ‘ | fs Po a 
Teape NEWS ee 2 
—_ <2 < 
Lt ee 
ren y arned BS 
penn nee NARD Urpreat eS % 
= eens mm === GC New 
j (mene eg tee PO aT gir Trade Pe 
. Wot "ete Tors” a 
ee ————— a 
Sa Os 4 aS Ear 
ae. * ieee = 
ans Se me SE = : 
= — Te aS eer a 
| — See se Fea a pe eee com Se ge ee OU a. DL. mc Um: hme. Ur oa 
| 133 as ; : 
{ a 
{ i a 
7 a oa 
- es S 
ee oe te fess 
Hilo Re SR es ie ae : et : . : oo Pe a Soe: 
Re eS ae i ao a ae ee OS he FI lll. ee is. a a ei %E ae eal . Se 7 


‘Candy Industry’ Gets Foster 
Ronald M. Foster Jr., formerly 

managing editor of the grocery 

editions of Chain Store Age, has 


Marquette Names Radio Head 


Robert Bradley has been ap- 
pointed director of radio and tele- 


vis.on at Marquette University, 

M <ee. As a member of the been appointed managing editor of 
ys public relations staff, Candy Industry. He will also be 

M will help design a managing editor of the “Candy In- 

pre nereased use of the dustry Catalog and Formula Book,” 

med.a by the university an annual 


eS 


o-Cr>. 
Tin in errective ps. 
BUYING INCOME per CAPITA 


among Sales Management's 
162 Metropolitan Areas 


aa 
Phese newspapers are pleased that 
the Quad-City area has moved 3 
steps ahead to llth place in the 
effective a income category 
This great depth of quality among 
240,500 Quad-Citians is a_ pretty 
goou promise of success for the 
advertiser who has quality mer- 
chandise to sell and does it wisel 
through The Argus and The Dispatc 
—the newspapers that cover 3 of 
the 4 Quad-Cities. 


The MOLINE Disaated 
Zhe ROCK ISLAND 7¥egues 


THE AALEW RAPP CO Motional epee vs Mane 


Networks, Spot 


Radio Reps Get 
in Dispute Again 


(Continued from Page 1) 
ceived from such sales. 

“It is understood, however, that 
we may on two weeks’ notice to 
you, at any time. and from time 
to time. recapture for network sale 
the first of the two one-minute 
breaks in each half of the pro- 
gram...and you hereby agree to 
continue to carry the program and 
the network announcements.” 


® If the network sold both of these 
announcements, the stations were 
not required to pay ABC the 
weekly fee agreed upon; the net- 
work, in turn, was to pay no com- 
pensation to the stations for the 
two spots. 

The contract also required that: 
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“In the event the network seils a 
participation to an _ advertiser 
whose product is competitive to 
any products as advertised on the 
program, you (the station) agree 
to re-schedule such competitive 
products outside the limits of the 
program.” 

In his statement concerning the 
“new outbreak of network at- 
tempts to encroach on spot busi- 
ness,” T. F. Flanagan, managing 


director of the association, raised | 


these questions: 

“Is it in the best interests of 
radio stations for networks to sell 
spot announcements? 


“Are networks ‘persuading’ af-| 


filiates to accept sales plans under 
which a station might abrogate its 


required responsibility to control 
| its own time?” 


s At week's end, after “Live Like 
a Millionaire” had been started as 
a five-a-week 30-minute sustainer, 
Ernest Lee Jahncke Jr., ABC v.p., 
said the spot carrier plan had been 


“shelved for the time being,” as} 


a result of station reaction. Some 


You win every way...in Pp 


In Progressive Architecture you can make more sales 
calls at less cost...and sell all the way—to every mem- 
ber of the architectural design and specification team. 


B | 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y¥. 


WORLD'S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 


affiliates were for the proposal 
and some against it, he added. 

The representatives’ other worry 
was a “reported query to CBS 
Radio affiliates on their charges 
for local cut-ins on network shows. 

“The network cut-in,”’ Mr. Flan- 
agan wrote, “is a device to 
strengthen the network at affili- 
ates’ expense by combining the ad- 
vantages of local spot announce- 
ments with a network show in net- 
work time at little or no extra 
cost. In other words, eat the cake 
|and have it, too. Cur position has 
always been that station cut-ins on 
network programs should be recog- 
nized as national spot announce- 
|}ments, billed separately as na- 
| tional spot advertising at the regu- 
lar full minute, national spot an- 
nounceinent rate.” 


\s When queried concerning the 
| matter, William A. Schudt Jr., na- 
tional director of stations relations 
| for CBS Radio, explained that the 
network query was merely to bring 
its sales service records up to date 
|so it could answer agency ques- 
jtions intelligently when called 
upon to do so. 

He said there is no change in 
the network policy of letting the 
agency make arrangements di- 
rectly with the affiliates for local 
cut-in announcements. 

“We've been accused of a lot of 
| things, but this time the asso- 
| ciation is ’way off the track,” Mr 
| Schudt said. 


| Edson E. Foster Named Chase 
'Bag Advertising Manager 
Chase Bag Co., Chicago, has ap- 
pointed Edson E. Foster advertis- 
ing and sales promotion manager. 
Mr. Foster for- 
merly was with 
Kemper Insur- 
jance Co., Chi- 
cago, and Illinois 
Bell Telephone 
Co 
During the sev- 
en years Mr. 
| Foster was with 
Kemper he was 
in the advertising 
department. Fol- 
lowing Navy 
service, he joined 
| Bell Telephone in the production 
department. Later he was _ pro- 
moted to supervisor of the demon- 
strations and exhibits department. 


é 


Edson E. Foster 


| Reeves Handles Pie Crust 

In a story in the Nov. 3 issue of 
ADVERTISING AGE, dealing with the 
introduction of two new cake 
mixes by General Mills, the state- 
ment was made that Dancer-Fitz- 
gerald-Sample handled promotion 
| for all the mixes. This is true with 
| regard to the cake mixes, new and 
old, but promotion for Betty 
Crocker pie crust mix is handled 
by Knox Reeves Advertising, Min- 
neapolis. 


| ‘Globe & Mail’ Appoints 2 
Earle B. Richards has been ap- 
pointed business manager of the 
| Globe & Mail, Toronto, and S. T. 
Bardel has been named advertis- 
jing manager. W. J. J. Butler, a 
|director of Globe Printing Co., 
| which publishes the paper, con- 
ltinues as advertising director 


Krupnick Expands 

Krupnick & Associates, St. Louis, 
has taken over the entire second 
floor at its present address at 520 
N. Grand Blvd. as part of an ex- 
pansion program. 


VARiGRAPH 
LETTERING INSTRUMENT 


fy 


Now anyone can do perfect hand-lettering to fit 
any job. Varigraph letters more than 500 sizes 
and shapes from each of 113 type style templets. 
Write today. No obligation. Dept. 84 
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DECEMBER PAGES 


Fact (not fiction) 


ADVERTISER 


AGENCY 


Admiral Corporation 


Cruttenden & Eger 


American Chicle Co. 
(Clorets) 


Dancer-Fitzgerald-Sample 


American Telephone 
& Telegraph Co. 


N. W. Ayer & Son, Inc. 


Associated British 
& Irish Railways 


Caples Company 


Eardahl 


Wallace Mackay Co. 


Black, Walter J. 
(Classics Club) 


Schwab & Beatty, Inc. 


Columbia Records 


McCann-Erickson, Inc. 


— a 


Grant Advertising 


Dana Perfumes 


Ross Roy, Inc. 


Field Enterprises 
(World Book) 


Henri, Hurst & McDonald 


Florists’ Telegraph 
Delivery Association 


Grant Advertising 


MacFarland, Aveyard & Co. 


Kaplan & Bruck 


Maxon, Ine. 


BBD&O 


all Brothers 
(Hallmark Cards) 


Foote, Cone & Belding 


Hammond Instrument 


Young & Rubicam 


Kalart Company 


Chas. W. Hoyt Co. 


Kraft Foods Company 


J. Walter Thompson Co. 


Landers, Frary & Clark 
(Universal) 


Goold & Tierney, Inc. 


Lewis Howe Company 
(Tums) 


Dancer-Fitzgerald-Sample 


Lionel Corporation 


Buchanan & Company 


Maybelline Company 


Gordon Best 


Movado Watch Agency 


Badger, Browning & Hersey 


Mullins Manufacturing 


Brooke, Smith, French & 
Dorrance 


National Carbon 


(Prestone) William Esty Co. 
National Homes —- Advertising 
North American Van Lines — Advertising 


Phoenix Mutual Life Ins. Co 


BBD&O 


R.C.A. 


J. Walter Thompson Co. 


Foote, Cone & Belding 


B.K.O. Donahue & Coe 
we » William Esty Co. 


Saladmaster Sales 


Ted Workman 


Save The Children 


E. Taylor Wertheim 


Sawyer’s (Viewmaster) 


Carvel Nelson & Powell 


W. A. Sheaffer Pen Co. 


Russel M. Seeds Co. 


Spring-Air Company 


MacDonald-Cook 


Stephan Distrib. Co. 


J. J. Coppo Co. 


A. Stein & Co. 


Filmore Company 


Swift & Company 


J. Walter Thompson 


Whitehall Pharmacal 


John F, Murray 


Zenith Radio Corp. 


BBD&O 


MUST READING FOR ADVERTISING PEOPLE 


BIGGEST 
AD QUARTE 


In Coronet's. 


HISTORY 


LAST QUARTER 1952, UP 54.9% 
OVER LAST QUARTER 1951 


Please take a look at the important titles on your left. They’re all in Coronet for 
the last quarter of 1952 .. . swelling this pocket-sized giant to a new high in 
advertising lineage. 

WHY THE FIRE? CORONET IS HOT! 
The big league advertisers are coming into Coronet simply because, dollar for 
dollar, Coronet is America’s best advertising buy. 
—New all-time circulation high, 2,762,830 and still climbing! 
—Yet the present rate is guaranteed through 1953. 
—20% discount on spreads! 


—40% savings on a new eight-page, four color section . . . no plates. . . no charge 
for bleed (watch for Hallmark and Hammend eight-pages in December). 


—Lowest cost per thousand of any big league magazine in America. 


May we show you our story: ‘‘What’s Happening to People These Days?’’ Just 
call or write: 


Coronet sci 


C. John Crockett, Eastern Advertising Manager, 488 Madison Avenue, New York 22, N. Y. + PL 9-9292 


Say it in the magazine that says Life Is Worth Living! 
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Television has always had to lead a sort of trailer-camp 
existence. There never was time to find out exactly what 
it was and what it needed for fluid, efficient production 

...for television was in too much of a hurry to pause 


for station identification. 


All the same, miracles happened. Programs got on the atr, 


in increasing dimension, to ever-increasing audiences. 


It was clear at once that television was different from any 
other kind of show business — that it had driving demands 
of its own. Speed, for instance. Last year, our New York 
studios alone produced as many hours of program 
product in an average week as the Broadway theatre does 
in a season, or as Hollywood’s biggest studio does 


in a yea. 


It was clearer still that television was different from any 
other advertising medium. It brought a staggering 
complexity. ..and a thundering impact, with the most 
direct and spectacular advertising results the world 


had ever seen. 


But the miracles had to come off more easily, speedily, 
economically. So we built a factory for them to happen 
in...a factory where program product could flow on an 


assembly line, from idea to show-time. 


It is called Television City. On November 15, 1952 

in Hollywood, the assembly line begins full operation. 
Ready to produce programs as they must be done today 
—with almost the speed of the light on television’s 
screens. Capable of growing in any direction this 
astonishing medium may take. Providing greater delight 
for its constantly swelling audiences...and a constantly 


better buy for its advertisers. 


CBS TELEVISION 


a 


ian en Stee 


ee Naam he ern ae ee 6 » 
or Re ke cee ee teen 2 Sie: |, Co fe. pee =D gs os aa ;. fea. 
; ae Veo ect aan a RS cy ee — ek as oe. me gees) Cedee sce bie is 
Se Se a er = ; ae ee. + a eee ae gk ieee Va ee 9 | eae = 
ag te a Bae oe a ee Se ee t se pes Meee Yo | eee a ie me ae ot Ty wee - to eon gee ¥ é 
re ae ee ek oe esl Bi > ~ es ae ee ee Se oats , Sees ges ee: a ape - 
eae Re as NE or ee a, ea pcre Sie 2 aE MUN 2 EPA cy 
= a :, ee : oe 7 aia : ale A EAS 3 ee : ae. i = Ke eee ae igre ae ea ae We Cas er foe : Sho Bixy. Be 
aol: ‘i — : pee fog Wet 
am : ; . 
= a a 
ae 
ee 
44 Le - 
i yer a 
: i Ok 
oe 4 
kat ~ e 
 * is 
PO 9 fi : 
a : wf 
i ; 5 
7 ig “~ . 
ea 
eu \ | 
‘ ee 
. xis i Bash A ¥ Saas 
a fs ats eee ‘ \ : nr Mee 
Ts BRE nce ae ae Tepe fo i é a a ses 
ae ag ee ee ae a Bi: in ya Sede” 
- 5 <a id aa Gaptueeaeat 8» red ne oy Ses ee 
i, ay ey tae ; at Ba Brest: 
: A Rete chet a Baas ee a ¥ ees 
a ee eae. =e 5 , So > 
Be ce Soe at Th f oe 
ray aici ; rele 4 Bee J : Biri 
ame fe i a ; ga 
=) q leaks ad od i i — a 
ee A sia Se 
s fade s pee os 2, ine a oe re 
> ie pr Tae ee rk i Pe Be Se 
% oe aie a ; ee ay ee 
ae S55 Ps 3 3 iy es 
— a | : cand, r z = : jy ui 
: ates os ti | ‘ art 
TRE SRS Bae i ag U : 3 ‘ F ? Basi Kea. 
pa. Prey ei ee es a es Z f : as 
oe Pere Ce ee =e Ae ae e ; rs 
ae “Rare eS i Stes we ay ; Fei: 
eee wee Abies ae ign eee BS ¢ ees m 
Be et a PY Bs i i ce | 
ea Ba : y > pe 
eo scare Ea : 3 eae, ed 
. Rerrereeen mcm wins Bet : “eee 
ae io. 25 Dee eee . NA ; f 7 
Bish ~ E COO Sanat ia ees ware pe ae bn: Soeeaary <3 , MSs 
8 Runes i jig eee > ai é a 0c “A a 4 ¢ aaa 
is ee ies Rey J ; Bi j es. 
+.” ae ua ee seu Rds sei. 2 z te 
ae. +e ea oa eye Te ae i. OC ae ae he a be : ap ~ 
y Cae Fea aa Berk cP! ios iy : ; % 
Je BR eee ae 3 Z t {ay 
oe He Das art sis St “tea Pe. Pe alta Sa 
ee eee eo 8,” ey : a ne = 
oe i oe ee - hes 
eat at te | ae st ONS. cme 5 gi 
poy bares: eae Fw ae ie ‘oo bene te 
of. > es fees ees |=, Saat ae ee See yh es ee 5 
5 : atta bg ; ue “a ee ee e 
oT, : a see anak thes as Pay 
. ames | S8 
7 S Th 
i : — eee 
Lo ae : - eae: ef ae ‘ 2 
me CEN ee 9. ¢ i arg ae Repeause ats? a . z 
2 ~ an The = a Prey: a Bo ar 5 > 
zs ‘ena ey ce. ae Se opts ta ea Mant 5 
she a. ers, ees = : ee M : ae 
us Paes ter ee) again aes ce : - + oan 
; Sen ees pa ite a . ’ Pew’, 
a Pe Ke eee 5 i ve Pe f - eek 
os by Cotes ~ eee eH » Ae A fee a z Leo <3 
a Bk es 2 es aie ne ae 
c Sar? : ae ee b gee = aser et iN 
eaten 2 ee ee es 5 as ee 
sa os S) ok Ca ari a toe a 
ete Bt ear : y a } 
ope fee : SRR Stee . f ; a aes é 
423 a 2S te % 9 i tne 
Ee cae a ees : : me 2 Ba tits 
ce Pa oa eS ae Ei 
2 Bie a : ; salem 2 
i ee age : Aa ie ie: | 
oS Be = ea rs a ” 
Ey Per r a tan backed ate. a ie Pe: ; 
ck 3 paige ie Ue ae (ey Pe ae oe ; Ha 
2 PAS STi oe Se tN eee $ a 
ma Bes eg) ey ae : oe 
: aa $e 
} eS 
Seige 
J re 
¥ ‘ of 
j oe 
i ys 
Sa 
: pe 
at ‘ 
q Se as, 
; 
i : 
( ee on 
. 4 
bs H Aint 
~ De 
° ie ————— = Son SS a 
. a - ~ °: ees ore set 
Si. + : Feaae to! 
FRR, Sm ‘ See lee 7 et 
be ETS * * a 1 “2 ee me “a +. > * = » “ Re “ep - 
é an an ix 2 ’ : i , aoe : ee MES Pie ety tte! 


4 Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


hoy issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago |! 
py oe 77-1336), 80! Second Ave., New York (MU 6-8180), National Press Bide. Washington 
- 1°) : (Re 7659). GO CRAIN JR president ond publisher. S. R. BE RNSTEIN, O. L. 


aRUN J.C. GAFFORD, GD. LEWIS, vice-presidents. C. B. GROOMES. treasurer 
Member Audit Bureau of Circulotions, Associated Business Publications, Mogazine 
- Publishers Association, National Business Publications 
aa EDITORIAL ADVERTISING 
: 8 Editor, $. &. Bernstein Advertising Director, Jack C. Gafford 
Executive Editor, John Crichton Manager Sales and ‘Service, G. D. Lewis 


Advertising Production Manager, George 
F. Schmidt 

New York: Halsey Darrow, James C 
Greenwood, John P. Candia, Horry J 
eee Manning Brown, Dovid J. Cleary 
ir. 

Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson, E. S. Mansfield, 
Arthur E. Mertz, Rod H. Minchin 

Los Angeles (17): Simpson-Reilly Ltd., 


, Managing Editor, Robert Murray Jr. 
r Assistant Managing Editor, Marjorie S$ 
: Nelson 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 

ne Associates New York Maurine Brooks 
i Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard. Chicago 
Murray E. Crain, Jariath J. Graham, 


Milton R. Moskowltz, Al Stephanid: 1709 W Eighth St., Walter S. Reill 
Editorial Production, F. J Fanning Pacific Coast Maneger ™ wing 
Librarion, Elizabeth G. Carison San Francisco (3): Simpson-Reilly Ltd., 
Correspondents in All Principal Cities. Wm. Blo ir Smith, Mgr. 


703 Market St., 


| ies 1S cents a copy, $3 ao year, $5 two years, $ three yeors in U. S.. Conado and Pan 
- America. Foreign $4 a year extra. Four weeks’ notice required for change of address 
Myron A. Hartenfeld, circulation director 


Somebody Is Reading Those Ads 


Since, due to the peculiarities of the printing business, we 
writing this editorial on Monday, the day before election; and since, 
in common with the political pollsters and the political writers and 
commentators, we have no intention of sticking our neck out and 

" attempting to predict the winner of the war of the ballots, we must 
™, forego the pleasure of telling you this week what the new adminis- 
tration will mean to marketing and advertising. 

That gives us a chance to call your attention to the article on 
Page 69 of this issue, in the Feature Section. This is the article in 
which Fairfax Cone discusses ten current campaigns he wishes he 
had done. Mr. Cone has been casting his practiced eye over the cur- 
rent advertising’ scene for three years now, and bestowing an ac- 
colade on ten campaigns outside his own orbit which he finds ad- 
mirable, for one reason or another. 

We have been pleased to publish all three of Mr. Cone’s annual 

lections. They make interesting and instructive reading. But what 

leases us particularly about his current selections is that three of 

this ten campaigns are trade paper campaigns, which have appeared 

fin the pages of Apvertisinc AGE and perhaps of other advertising 
“Ypublications. 

The reason this pleases us is that a certain number of people still 
seem to believe that a business paper is some sort of peculiar ad- 
Wvertising medium in which advertising, while appearing in large 
quantities, is not really important. 

Although, happily, the number of such people is constantly di- 
mminishing, there are still too many who refuse to take business paper 
advertising seriously, and who refuse therefore to devote the quality 
of creative thought to it which it deserves. 

All such individuals are especially urged to read the article begin- 
“ning on Page 69, and to ponder the facts that Mr. Cone is the presi- 
dent of one of the country’s largest advertising agencies; that quite 
apparently, he reads the advertising appearing in his own trade 
press; and that, when it is well done (as it frequently is) this ad- 
vertising makes a lasting impression on him. 


are 


-F Federal Trade Commission Injunctions 

Some months ago we warned readers that the use of the injunc- 
tion instead of the customary cease and desist procedure by the Fed- 
eral Trade Commission might have an extremely important effect on 
advertising 

Last week's FTC action, in which that regulatory body sought a 
federal court injunction against Liggett & Myers, in connection with 
Chesterfield advertising, before issuing a complaint against the ad- 
vertising in question, points up the seriousness of the new approach. 

If this sort of injunction-in-advance is granted by the courts and 
is upheld as sound legal practice, the effect on advertisers and their 
relations with the Federal Trade Commission will be changed drasti- 
cally. In the Chesterfield case, for example, the FTC maintains not 
a only that it is unfair to the public to permit Chesterfield to claim 
< that its cigarets can be smoked without injury to throat tissues, but 
* that it is unfair to competitors to permit Chesterfield to use an appeal 

which others have been forbidden to use 

The commission points out, with considerable justice, that foliow- 
ing the usual procedure might mean that Chesterfield could use the 
outlawed claims for many months while the slow wheels of con- 
ventional procedure ground on. 

There is at least a suspicion that more than one advertiser in the 
past has banked successfully on this slow-motion activity to use 
material which he knew would be outlawed ultimately—after, he 

“te i hoped, he had exhausted its value. 

* But if the FTC rushes in with an injunction quickly, advertisers 
fas could get into serious difficulties. If the injunction is used, it seems 
to us, it would be only fair for the FTC to set up some procedure for 
clearing claims in advance. 


Advertising Age, November 10, 1952 


Campbell Soup Co. 


. «my childhood was wonderful—! remember we always had soup for lunch. . .” 


What They're Saying 


Salesmen Plus Advertising 

It is obvious that there cannot 
be enough salesmen to represent 
individual lines, and that without 
the help of advertising the insuf- 
ficiency of salesmen in this coun- 
try would have become a bottle- 
neck that would have retarded 
civilization, as we know it, 100 
| years. 

I was figuring up the number of 
potential prospects there are to 
each individual salesman of our 
diesel engines. If each of these 
salesmen made a personal call on 
|all of his prospects only once a 
month he* would have to make 
over 60 calls a day. 

Look at the progression of the 
things invented since the horse- 
|and-buggy and kerosene-lamp 
lera: electric lights, electric fans, 
| the automobile and truck, washing 
|/machines, vacuum cleaners, mod- 
ern plumbing with hot and cold 
| water, automatic central heating, 
gas cooking stoves, refrigerators 
| and a whole procession of new 
| products designed for our comfort, 
; convenience and entertainment up 
to and including radio and televi- 
sion. 
| No wonder there aren't enough 
salesmen to go around! If all of 
|these things were to be sold 
through personal contact we'd all 
have to be salesmen selling each 
other, and there would be nobody 
left to manufacture them. 

Parallel to the development of 
such household items as_ these, 
there has been tremendous growth 
in the tools of industry and of con- 
struction. As a result, industrial 
and construction equipment manu- 
facturers have had to face the 
same problem as the manufacturer 
of household goods: More kinds of 
goods to sell than there are sales- 
men to sell them. 

How then has the manufacturer 
been able to ose his product 
known to the buying public? No 
one thing alone is responsible. But 
'the most important is advertising, 


advertising in newspapers, maga-_ 


zines, catalogs, direct mail, hand- 
bills, by letter, radio and now by 
television. 

Through advertising the trend 
has been reversed; the seller no 
longer goes to the buyer; instead 
the buyer usually goes to the seller. 

To be sure, there are now more 
salesmen than ever, and personal 
selling is still an honored and 
lucrative art. However, it is ob- 
vious that there cannot be enough 
salesmen, and that without the 
help of advertising civilization 
would have been retarded. 


—J. W. Brown, advertising manager, 
Detroit Diesel Engine division of 
General Motors Corp., in “Power Pa- 
rade,” quarterly publication of the 
division. 


Forget the Sizzle 

This problem of apathetic sales- 
people is a complicated one. It’s 
mixed up with a good many social 
and economic factors I don’t feel 
qualified to discuss. But what puz- 
zles me is this: If the copywriters 
don’t sell and the salespeople don’t 
sell, who’s doing the selling in re- 
tail stores today? The answer is: 
There’s precious little of it being 
done. 

I think the gap can be filled by 
advertising people determined to 
deliver customers to the store who 
have been sold in advance by the 
store’s advertising. Who know 
what they want, how much it costs, 
what sizes and colors it is avail- 
able in and where to find it in the 
store. 

Now this means 
specific, informative 
To selling advertising. 
would like to say right here and 
now that if we are to have more 
honest, old-fashioned sell in our 
retail advertising, I believe the 
time has come for retail stores 
(and the manufacturers who serve 
them) to return to selling the good, 
red, lusty steak, and forget about 
the sizzle. 


—Lucille Goold, v.p., Hewitt, Ogilvy, 
Benson & Mather, at the Ohio State 
University Advertising Conference 
Oct. 17, 


a return to 
advertising. 


And _I| ite mysteries of the mid-forties by 


Rough Proofs 


“People accustomed to the best,” 
says a magazine ad, “demand two 
on the aisle.” 

Unless they are going to a foot- 
ball game, when they insist on 
seats at the 50-yard line, where 
they are sure to miss the exciting 
touchdown plays. 


Ed Taylor, who doesn’t think ad- 


men are very creative any more, 
likes slogans such as “Better Buy 
Buick.” 

Okay, Ed, how about “Make 


Motorola a Must’’? 
e 


Mr. Taylor will probably go for 
the slogan now being promoted by 


|some well-known newspapers, 


“You can sell and serve when you 


| say Syracuse.” 


“These serious reporters,” says 
the Chilton Co. of its editorial 
staff, “are equally at home in din- 
ner jackets or overalls.” 

Just like political candidates on 
whistle-stop campaigns. 


“Is divorce necessary?” asks the 
Ladies’ Home Journal. 

Affirmative answers may be ex- 
pected from prosperous attorneys 
domiciled in the metropolis of 
Nevada. 


“Farmers found heavy buyers of 
expensive automobiles,” reports 
the world’s greatest advertising 
journal. 

They need good cars for those 
long vacation trips to Florida and 
California. 


A leading manufacturer looking 
for a young copywriter invites him 
to indicate his qualifications and 
salary desired. 

This isn’t necessarily the same 
as “salary expected.” 


A new kind of package deal 
turned up in the classified columns 
recently, when an advertising and 
public relations expert offered to 
throw in the services of his wife, 
a smart promotion gal, without ex- 
tra charge. 


Scholastic Magazines quoted 
Seneca as saying, “Life is short; 
art is long,” while millions of 
American school kids have been 
thinking Longfellow was entirely 
original in writing, “Art is long 
and time is fleeting.” 

e 


Advertising salesmen, says Bob 
Barbour, should work with clients 
all year long, not just when lists 
are being made up. 

That's right—that's why so many 
midsummer golf dates are on sales- 
men’s expense accounts. 


+ 
True is spoiling one of the favor- 


promoting “Alan Hynd’s brilliant 
revelation, ‘Who killed Sir Harry 
Oakes?’” 

° 


Plough’s researchers report that 
one-fifth of all calendars come 
from druggists, and Rough Proofs’ 
field reporters say the most inter- 
esting calendar art is found in 
plumbing shops and garages. 

Copy Cus. 
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GE erects a “10 million dollar engineering tool” in 
southwest Philadelphia, heart of the Delaware Valley. 
World’s highest-powered switchgear-testing center, 
this laboratory stands near GE’s switchgear plant, also 


the world’s largest. 


IN DELAWARE VALLEY, U.S.A. onicsttscc°22.u 


INDUSTRIAL AREA, the Delaware Valley... and 3,844,96 ©] $1,437,276,000 
‘ progress continues at a phenomenal rate. New workers arenes TELL a 


flock to jobs in growing industries. Utilities expand and 
1952 POPULATION 1952 RETAIL SALES 


q homes go up to fill a rising population’s needs. All this 


| : means buying power on the up-grade. ..a market with a J he) he) 1 7 7 Oo Oo $4,762,1 00,000 ' 
i built-in selling opportunities. Py TLL ‘ % a a Td] ee ~ 
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newspaper activity . . . including, of course, advertising. v 


Now in its 19th 
Consecutive Year of Total 


A cat i » ® 
ni The Philadelphia Prguiver 
7 Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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it would take 150 double 
| =. spreads like this. ; 


mass proof 


of readership 


In the last issue of this newspaper, we started to present to you 


MASS PROOF of FOOD TOPICS’ READERSHIP listed 


» » +» not by dozens 
- .» not by hundreds 
- « « but by thousands 


- « » and tens of thousands of instances! 


The names of firms crowding this page too are among the vast 
army of top volume food trade firms who have given proof in 
black and white* that they are regular readers of FOOD TOPICS, 
consistent users of FOOD TOPICS, and enthusiastic 

supporters of FOOD TOPICS! 


To complete this mass listing of known readers of FOOD TOPICS 
would take 150 double spreads like this! 


Is there another food trade publication that has brought you such 
compelling MASS PROOF of its readership and reader loyalty? 


Or, in proving that its MASS IMPACT at every key level of the 
trade — including chains, supermarkets, wholesalers, and large 
volume independents — is so great that it clearly belongs 


lat the head of your 1953 trade advertising list . . . 
jyour BASIC BUY for 1953? 


Chain HO & Branch Offices 


Jordano’s, Inc. (5) Carl's Markets, Ine. (17) 
Santa Barbara Viami 

Busley Supermarket Co. (10) Tip Top Grocery Co. (4) 
Denver Miami 

King “Soopers”, (6) Big Apple Super Markets (4) 
Denver Atlanta 

Melnick Bros. Super Markets (4) Echols Food Stores (4) 
Denver Atlanta 

Miller's Super Markets, Inc. (20) King’s Self Service Stores, Inc. (12) 
Denver Columbus 

Piggly Wiggly Western Co. (29) Suwanee Stores (30) 
Denver Quitman 

Save-A-Nickel Stores (9) M & F Food Stores (4) 
Denver Valdosta 

Araphoe Downtown Super Markets (8) Tanner-Brice Co. (44) 
Pueblo Vidalia 


Fairfax Super Markets (4) Cash Grocery Co. (7) 


Washington, D. C. 
Giant Food Shopping Centers, Inc. (22) 
D.C, 


Square Deal Market Co., Inc. (12) 
D.C. 

Winn & Lovett Miami, Inc. 
Hialeah 

Daylight Grocery Co. (13) 
Jacksonville 

Setzer Super Stores, Inc. (29) 
Jacksonville 

Winn & Lovett Grocery Co. (187) 
Jacksonville 

Publix Super Markets, Inc. (23) 
Lakeland 


West Point 

Albertson’s Food Centers (15) 
Boise 

Lane Thrift Stores (4) 
Voscou 

Woodway Stores, Inc. (13) 
Benton, Ill. 

Banks Grocery Co. (6) 
Cairo 

Eisner Grocery Co. (60) 
Champaign 

E. Banks & Co. (10) 
Chicago 

Bi-Rite Food Stores (4) 
Chicago 


Buehler Brothers, Inc. (24) 
Chicago 
Hillman’s Pure Foods, Inc. (7) 
Chicago 
Jewel Tea Co.. Inc. (156) 
Chicago 
Morgan Grocery & Market Co. (5) 
Chicago 
Wieboldt Stores, Inc. (6) 
Chicago 
Paxton Wholesale Grocery Co. (52) 
Danville 
Ohio Markets (4) 
E. St. Louis 
Tri-City Grocery Co. (18) 
Granite City 
David’s Economy Groceries (7) 
Milford 
Eagle Super Markets, Inc. (10) 
Moline 
Daniel Grocer Co. (23) 
Murphysboro 
Buehler Bros. Markets (27) 
Peoria 
Piggly Wiggly Midwest Co. (23) 
Rockford 
Geifman’s Super Markets (5) 
Rock Island 
Johnston Super Markets, Inc. (5) 
Shelbyville 
Fisher Grocery Co. 
Springfield 
Economy Food Center, Inc. (5) 
Evansville 
Cooperative Trading. Inc. (14) 
We auke gan 
Maloley Bros. Supe r Markets (5) 
Fort Wayne, Ind. 
Atlas Super Markets (5) 
Indianapolis 
Stop & Shop Super Markets, Inc. (6) 
Indianapolis 
Standard Packing Corp. (11) 
Kokomo 
Boyle Service Stores (6) 
Muncie 
Chew Grocery Co. (8) 
Russiaville 
Van Buren Markets (6) 
South Bend 
Marsh Foodliners (13) 
Yorktown 
W.A. Drake & Co. (9) 
Blairstown, lowa 
Fareway Stores, Inc. (18) 
Boone 
Benner Tea Co. (39) 
Burlington 
Stiles Bros. (12) 
Burlington 
Diamond Bros. (31) 
Cedar Falls 
Hyde & Vredenberg, Inc. (30) 
Chariton 
Swanson’s Super Markets (8) 
Cherokee 
Geifman’s Food Stores (7) 
Davenport 
Tenenbom’s Super Markets (8) 
Davenport 
C. Amend & Sons. Inc. (4) 
Des Moines 
Easter Stores (10) 
Des Moines 
Thriftway Stores. Inc. (29) 
Des Moines 
United Food Markets (28) 
Des Moines 
Bowen Food Stores (8) 
Forest City 
Surbaugh’s Stores (4) 
Humeston 
Midwest Wholesale Grocery Co. (5) 
Mapleton 
Clifton’s Super Markets (4) 
Marshalltown 
Marshall Piggly Wiggly Corp. (8) 
Marshalltown 


Council Oaks Stores (91) 
Sioux City 

K & K Co. (28) 
Sioux City 


Van Eaton Co. (21) 
Sioux City 
Indpendent Food Stores, Inc. (8) 
¥ aterloo 
Self Service Grocery Stores (6) 
Chanute, Kans. 
Olson Mercantile Co. (4) 
Chanute 
Bogart Supply Co. (6) 
Concordia 
J.S. Dillon & Sons Stores Co. (26) 
Hutchinson 
C.O. Mammel Food Stores Co. (12) 
Hutchinson 
Blakemore Bros. Grocery Co. (28) 
Liberal 
Foodtown Super Markets (11) 
Pittsburgh 
Karbe Super Markets (14) 
Pittsburgh 
Farha Bros. Super Markets (8) 
Wichita 
Red Front Cash & Carry Stores (44) 
Henderson, Ky. 
Steiden Stores, Inc. (19) 
Louisville 
Capitol Stores, Inc. (28) 
Baton Rouge 
H. G. Hill Stores, Inc. (70) 
Vew Orleans 
Big Chain Stores, Inc. (6) 
Shret eport 
W agner’s Food Stores, Inc. (4) 
Baltimore 
Eddie’s Super Markets, Inc. (16) 
Dundalk 
Vermont Tea & Butter Co. (23) 
Andover. Mass. 
Stop & Shop Inc. (91) 
Boston 
C. Pappas Co.. Inc. (21) 
Boston 
S. S. Pierce Co. (7) 
Boston 
United Markets. Inc. (4 
Boston 
Brockton Public Market, Inc. (3) 
Brockton 
Elm Farm Foods Co. (37 ) 
Dorchester 
Market Basket Stores, Inc. (13) 
Everett 
Letendre & Boule. Inc. (8) 
Fall River 
J. B. Blood Co. (5) 
Lynn 
Star Market Co. (5) 
Vewtonville 
Brockelman Bros.. Inc. (14) 
Worcester 
Community Stores Co. (25) 
Worcester 
Dole’s Super Market, Inc. (6) 
Battle Creek 
Midwest Super Markets (4) 


Belleville 

Big Bear Markets of Michigan. Inc. (24) 
Detroit 

Food Fair Markets, Inc. (10) 
Detroit 


Packers Supermarkets (41) 


Detroit 
Lipson-Gourwitz Co, (9) 
Detroit 
Save-More Super Markets (5) 
Detroit 
C. F. Smith Co. (283) 
Detroit 
Wrigley’s Stores, Inc. (60) 
Detroit 
Hamady Brothers. Inc. (13) 
Flint 


Eberhard’s Super Markets (5) 
Grand Rapids 
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Wholesalers, Voluntaries 


and Co-operatives 


Miner, Read & Tullock, Inc. 
Bridgeport, Conn. 


Bobby Sales Corporation 
Hartford 

Gaer Bros. 

Hartford 

The Hartford Sugar Co. 
Hartford 

S. Vogel Sons 

Hartford 

E. G. Whittelsey & Co., Inc. 
Hartford 


Miner, Read & Tullock, Inc. 
New Britain 


Associated Grocers of New Haven Co., Inc. 


New Haven 

Hodes Bros. 

New Haven 

Perrelli Bros., Inc. 

New Haven 
Save-U-Grocery Co. 

New London 

George Greer Co. 
Norwich 

The Associated Food Distributors Co. 
Stamford 

G. Sexauer 

Torrington 

John Boyzuts & Son, Inc. 
Waterbury 

District Grocery Stores 
Washington, D.C. 

Mazo Bros., Inc. rs 
Washington, D.C. 
Washington Wholesale Grocery Co. 
Washington, D.C. 

Folsom Co., Ine. 

Daytona Beach, Fla. 
Chitty & Co. 

Jacksonville 

Clark & Lewis Co. 
Jacksonville 

Francis H. Leggett & Co. 
Jacksonville 

Turpentine & Rosin Factors, Inc. 
Jacksonville 
Spinks-Colton Co., Inc. 
Lakeland 

P.C. Stone Wholesale Co. 
Marianna 

Dade Wholesale Grocery, Inc. 
Viami 

Hi Grade Food Co. 

Viami 

Miami Retail Grocers, Ine. 
Viami 


Miami Beach Wholesale Grocery Co., Inc. 


Miami Beach 

C. G. Suarez Distributing Co. 
Orlando 

John H. Myrick, Inc. 
Pensacola 

Tallahassee Grocery Co. 
Tallahassee 

E. J. Keefe & Co. 
Tampa 

O’Barry & Hall Co. 
Tampa 

Harold Vilches 

Tampa 

Polk Grocery Co. 
Winter Haven 
Timberlake Grocery Co. 
Albany, Ga. 

Alma Grocery Co. 

Alma 

Capital City Grocery Co. 
Atlanta 

Georgia Foods, Inc. 
Atlanta 

Lanier Bros. 

Atlanta 

Merlin Grocery Co. 
Atlanta 

United Wholesale Grocery Co. 
Atlanta 

G. C. Wilson Co. 
Atlanta 


Ammons Grocery Co. 
Augusta 

Harry M. Carpenter & Sons 
Augusta 

Pearce Young Angel Co. 
Augusta 

J. F. Ratliff & Son 
Blackshear 

Glynn Distributors, Inc. 
Brunswick 

City Supply Co. 
Carrollton 

Claxton Wholesale Co. 
Claxton 

Clayton Grocery Co. 
Clayton 

Key & Townsend 
Columbus 

Southland Grocery Co., Inc. 
Columbus 

Cochran Bros., Co., Inc. 
Dublin 

Carter Grocery Co. 
Gainesville 

H. V. Kell Co 

Griffin 

Manning Bros. Wholesale Grocery Co. 
Hartwell 

Norris Grocery Co. 
Hartwell 

Kent & Herin 

Macon 

Macon Grocery Co. 
Macon 

Timberlake Grocery Co. 
Macon 

Greene Grocery Co. 
Metter 

Millen Grocery Co. 
Millen 

Arnall Grocery Co, 
Newman 

F & V Kell Co. 

Vewman 

The Hand Trading Co. 
Pelham 

R. FE. Aultman 


‘Reynolds 


Alexander Grocery Co., Inc. 
Savannah 

Rotkow Food Co. 

Savannah 

Savannah Grocery Co., Inc. 
Savannah 

Sherman Food Distributors 
Savannah 

McElvey-Futeh Co, 
Valdosta 

Turpentine & Rosin Factors, Inc. 
Valdosta 

J. : Hopkins & Sons 
Waycross 

G. W. Saunders 

Waycross 

Merritt Grocery Co. 
Washington 

John Scoweroft & Sons Co. 
Idaho Falls, Idaho 

Symns Grocery Co, 

Idaho Falls 

Mason, Ehrman & Co. 
Voscow 

Pacific Fruit & Produce Co. 
Pocatello 

John Scowcroft & Sons Co. 
Pocatello 

Pacific Fruit & Produce Co. 
Twin Falls 

Zions Wholesale Grocery 
Twin Falls 

E1-Be Grocery Co. 

Alton, Ill. 

Bunn Capitol Grocer Co, 
Bloomington 

Snyder Foods 

Blue Island 

Elias Produce Co. 

Cairo 


ah 
hae 


Super Markets 


Markovitz Bros. Foodmart 
Port Jervis, N.Y 

Pappas Super Food Market 
Baltimore, Md. 


D. D. Williams Super Market 


Lemon Grove, Calif. 

L. A. Johnson Super Market 
Syracuse, N.Y. 
Crescent Market 
Oklahoma City, Okla. 
Lakewood Market 
Lakewood, Ohio 

Fairfax Foodtown 
Washington, D.C. 
Plettman’s Super Market 
Port Arthur, Texas 

J. Weingarten Super Market 
Houston, Texas 

A & P Super Market 
Greensboro, N. C. 
Beechner’s Super Market 
Lincoln, Nebr. 

Dicken & Co. 

Molalla, Ore. 

Fine’s Food Market 
Oklahoma City, Okla. 
Reeble Food Market 
Emporia, Kansas 
Sundberg Food Market 
Red Wing, Minn. 
Berglund Food Store 
Muskegon, Mich. 

Pay'n Takit 

Eugene, Ore. 

Wollfe’s Super Market 
Hollywood, Calif. 
Gritzmacher’s IGA Store 
Milwaukee, Wis. 

Red Front Store 
Princeton, Ky. 

A & A Super Market 
Enid, Okla. 

Colonial Market 

New Castle, Del. 

J. A. Mooney & Co. 
Palmerton, Pa. 

Folsom’s Market, Inc. 
Boston, Mass. 

J. S. Dillon Supermarket 
Wichita, Kansas 

Kroger Super Market 
Ann Arbor, Mich. 
Trading Port Super Market 
Albany, N.Y 

Ray's Food Fair, Inc. 
Saginaw, Mich. 
Daylight Super Market 
Los Angeles, Calif. 

The Food Bank 

Fresno, Calif. 

Alex’s Super Duper 
Savannah, Ga. 

Hunt Grocery Co. 
Dallas, Texas 

Pacific Super Market 
Petaluma, Calif. 
Savemore Supermarket 
Los Angeles, Calif. 
White Eagle Supermarket 
Colorado Springs, Colo. 
Boone Super Valu Store 
Boone, lowa 


Cook’s Food Market 
Lakewood, Ohio 

Saxon & Wall Supermarket 
Pompano Beach, Fla. 

The Vista Market 

Salem, Ore. 

Matlacks’ Super Market 
Medford, Ore. 

Vista Market 

Boise, Idaho 

M & K Super Market 
Eugene, Ore. 

L. Sommer Supermarket 
Omaha, Nebr. 

Jerry’s Market 
Phoenixville, Pa. 

Sunny Lane Super Market 
McKeesport, Pa. 

Ideal Food Store 

Garden City, Kansas 

A. Farris & Sons 

Port Huron, Mich. 

Major Supermarket 

Los Angeles, Calif. 

Food City Market 
Phoenix, Ariz. 

Sunshine Super Food Market 
Sioux City, lowa 

A & P Super Market 

Troy, Ala. 

Bi Rite Store 

Walnut Creek, Calif. 
Shepherd & Walden Super Market 
Bloomington, Ill. 

Hawkins Food Market 
Baltimore, Md. 
Spiegelhoff's Grocery 
Burlington, Wis. 

East Orange Fruit Exchange 
East Orange, N. J 

Lewis Super Market 
Alameda, Calif. 

Soloway’s Super Market 
Worcester, Mass. 

Kenwood Supermarket 
Minneapolis, Minn. 
Thriftimart 

Los Angeles, Calif. 

Allen’s Super Food Store 
Denver, Colo. 

A & P Super Market 
McKeesport, Pa. 

Universal Food Market 
Vewark, N.J 

National Tea Super Market 
Waukesha, Wis. 

A & P Super Market 
Ardmore, Pa. 

F. B. Maurer Super Market 
Uhrichsville, Ohio 

Buttrey Foods, Ine. 
Missoula, Mont. 

Eden’s Food Store 
Orangeburg, S.C. 
Metropolitan Super Food Market 
Galveston, Texas 

A Heinz Supermarket 
Manistique, Mich. 
Underwood Supermarket 
Peoria, Ill. 

R. M. Tish Super Market 
Winston Salem, N.C. 


Your Basic Buy for *53 | 


FOOD TOPICS 


330 W. 2nd St. New York 36.N.Y 


*Each piece of evidence is available for your inspection 
at our New York office. 
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Opens Boston Office 

Chain Store Age, New York, 
has opened a Boston office to serv- 
ice advertisers in the New England 
states. Robert S. Morrison will be 
manager of the office, which is lo- 
cated in the Statler Office Bldg., 
20 Providence St. 


Appoints Shrout Associates 

Waukee Mfg. Co., Milwaukee 
maker of flow meters and related 
products, has named Shrout Asso- 
ciates, Chicago, to handle its ad- 
vertising. Business publications, 
trade shows and direct mail will 
be used. 


Grand Union Plans Spectacular 


Something new in Broadway 
spectaculars—a cooperative deal— 
will soon be unveiled by Grand 
Union Co. through Douglas Leigh 
Inc., New York. A number of prod- 
ducts sold through the chain will 
get about one minute apiece on tne 


spectacular. Details have yet to 
be worked out. 


Appoints Duncan Scott & Co. 


Duncan A. Scott & Co., San Fran- 
cisco and Los Angeles publishers’ 
representative, has been named to 
handle representation on the West 
Coast for Today’s Family, which 
will be published by Ideal Pub- 
lishing Corp., New York, and dis- 


Carried in stock in four sizes. are the Chordettes, who are featured on the broad-ast. 


Miss Stramara Appointed A. M. 
Pauline Stramara has been ap- George Allen Inc., Philadelphia Philadelphia Okays 


pointed advertising manager of specialty store chain. 


Sales Tools, Tue. 1702 W. Washington Bivd., Chicago 12, III. 
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> 4 $ tributed in Woolworth stores. 

. . 

@ THE EASEL PORTFOLIO THAT DISPLAYS e ; ‘ 

: ‘ONE SHEET AT A TIME ° Vogue’ Promotes Holtz 

e As each sheet Is viewed, it is flipped e Harold B. Holtz, who has been 

@ over the top. Special construction allows SEND FOR @ a member of the Vogue advertis- 

ae PA HR ele $ ing sales staff since 1933, has been JOY ALL AROUND—H. S. Cohoon, executive v.p. of Milner Products Corp., of 
. “Fis ak Vieomates vy tha trond cover e promoted to sales promotion man- Jackson, Miss., signs to sponsor a 15-minute show with Robert Q. Lewis (center) start- 
@ and the automatic ease! sets it up firmly. *Also 100s of other items. : ager. ing Nov. 1 on CBS-AM, while CBS v.p. John Karol beams. Decorating the picture 
: : 

i » 

° . 
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Use of Advertising 
on Parking Meters 


Sev - PHILADELPHIA, Nov. 4—This city 
. today became one of the largest 


. @) N -TH E-JO B 2 SR Hs in the U. S. to approve use of ad- 

a eg vertising on parking meters when 

. . =o Mayor Joseph S. Clark Jr. signed 
*% — an enabling ordinance which pre- 
; % ‘ viously had been passed unani- 
— | . < mously by the city council. The 


mayor, however, banned such ad- 
vertising in purely residential or 
church areas. f 

The bill, enforcement of which 
is expected to bring the city $1 
per meter in revenue each month, 
affects approximately 20,000 city- 
owned meters. Most of the meters 


ei 


: are currently being installed, and 
; are made to be fitted with adver- 
‘ tising gimmicks. 

3 Misleading or indecent ads are 
5 specifically prohibited in the meas- 
vg ure passed by the council, as are 


advertisements for liquor, patent 
medicines or political appeals of 
any kind. The department of 
streets will have power of veto 
over ads it deems may have an 
adverse effect on the “regulation 
of traffic.” The latter point is, 
however, not clearly defined. 


s The department of procurement 
is authorized to call for bids for 
advertising purposes, although it 
is not yet known when bidding 
will be announced. Advertisers 
will be allowed to attach devices 
bearing their messages. 

Organized opposition to the 
measure came mainly from the 
Keystone Automobile Club and 
the Philadelphia Evening Bulletin, 
both of which urged Mayor Clark 
to veto the bill. 

Meanwhile, in Buffalo the legis- 
lation committee of that city’s 
common council has taken the ini- 
cy tial step in placing advertising 


signs on parking meters through- 
THE INDIANAPOLIS STAR THE INDIANAPOLIS NEWS 


out the city. The committee has 
Morning and Sunda Evenin 
& 


directed the corporation council to 
prepare the necessary ordinances. 


Kiesewetter Boosts Kummann 


Kiesewetter Associates, New 


‘ iii ' York, has ted William Kum- 
In the rich, 2-billion dollar market of central Indiana, the snam to ant Gvccter. tr. unt 


7k ° e e ° ° mann has been with the agency 
3 big morning sales punch is The Indianapolis Star, for more than three years. 


FREE o-cciweur CATALOG 


= GFF PRESS. 72 pages 
crammed with THOUSANDS 
of newest PHOTO TOOLS, 
CAMERAS, (Press, Studio, 
Condid, cial Purpose, 
etc.), LENSES, PROJEC- 
TORS, Lighting Equip- 
\ ment, Developing Equip- 
ment, ENLARGERS, etc. 
\\ for = amoteur and 
professional, in every 
day, scientific or in- 
dustrial work, 


Burke & James, Inc. 


FINE PHOTOGRAPHIC EQUIPMENT FOR OVER 54 YEARS 


YOUR FIRST TEAM FOR SALES IN INDIANA fh 321 5. Webosh Ave... Chicuge 8, M.S. 


Indiana's largest morning paper. In the evening, it’s In- 
diana's largest afternoon paper, The Indianapolis News, 


with 96% home delivery. Morning or evening . . . round- 
” the-clock .. . they give you the thorough coverage it takes 
to sell central Indiana! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


wee ng 1h Re see; H ' - BE = Pe epi Se te ae ey a toe 7 eae CEE ue 2 ee ee ir es, ae ag 
K for | he AS . Se Rin oa, i Re a ar , : ; Pes i pe £ ’ Boas os. pa 5 peices reas ae Ei ny Bic. ee ge “a 
ERE : 2 ie ae 
& £ ‘ ach — Saal ae 
& a Advertising Age, November 10, 1952 a 
p ; y ‘ 7s “ae & & Fy ; 
i 2FE 3 . « a eek . 
Si \ LLL a os re: $s + gas a, at es 
ae Xi , ames = bie Ss ees 
ae eae ae ee 0 
bias i M 2 : ™ ae’. a Aes i ep 
re ; ns i # eer ee r) 
a 4 2 tay SALESMAN \ ae " ay a Ly 
o = rapt aa E # A (Z) > a a ; ai 2 
% 5) WILL SELL MORE.../ieoi i —. 
Ss aay, UN ce 2 Beran = Bi oe An 
‘< = 
at 
ae 
ae 
ot 
a al ry 7 
ie iH) a : on : , <4 te 
“2 J ; % j A rr 
oe { _ F \ q | ae \. a9 
a / 48 ” : a Es 
ay ‘a 4 e. oa \ , > ay 4 
Ae — 4 Bo at 
} i. 
Fa ' TAVAVAVAY,@ | FZ e SI i 
: ‘a i Hr . ~<a - = F 
i ‘ iP eae i = ae 
ri oa " - 
| i | —? fy Ws | “a eS = ” regain: : 
- Can hes PS BA &- < aff 
: wae 
ee: } e ’ ve a V3 ee 
x a [ae ran 
Ba 
ee 
} { 
| 
” 4 F 
i b 
ay: f 
“ ; 
Si. Ff 
err ’ 
: | 
FE. ‘ \ 
a % 
é 3 | ~ “4 
N s ees ‘ } | 
‘ i] 
~N ; 
“ gis be " . 
Y e's . shy ee me os a ee j x ie P d " : eres cae : te: E A cise j ee ” ase — ee a — ee = 
IG Ce we eg 6 6 ae ike A oe Rites We ie 3 GP Tey TOA ce Mk el nega Ea xe ee ee os a A ea RS re ; » aa pista . 


vere a “ 


> 
> 


Both ads had coupons so it was easy to 
check the returns. 
doing this for years. Returns proved the dif- 
ference, but didn’t tell you why. 

You don’t use coupons? Even if you did, 
how would you figure in the accidental dif- 
ference in your split A and B audience? 

The editors of Wallaces’ Farmer and Iowa 
Homestead got into this split-run stuff years 
ago. They wanted te see whether copy with 
130 syllables to 100 words would pull more 
readers than copy with 150 syllables to 100 
words. And other things like that. 

Here are three of the things they learned 


Publications have been 


AD “A” OUTPULLS AD “B”... 


... And a readership survey with split-run tells why 


from these split-run experiments: 

1. Change one item—and only one—if you 
want to learn “why.” 

2. Use reader interest surveys instead of 
coupons to determine reader response. 


3. Run an unchanged ad or article on the 
same subject of the “split” ad as a control. 
Then check the scores on the control item in 
both A and B sections to see if they are about 
the same. 

The editors are now using this experience 


to test out a few split-run ads in each survey 
issue. Want to try it? 


‘ 


Published by Wallaces’ Farmer 


and lowa Homestead . . . . . Leading Farm Publication in Iowa . . . . . Des Moines, lowa 


Impartial, Scientific, 
Competent Evidence .. . 


Oh no, this is not a cigarette commer- 
cial even though it may sound like it. 

We're talking about “InFARMation 
Please’ No. 2—a report by the Statlab 
—and your best source of information 
on where Iowa farmers and farm 
women go for help with their farming 
and homemaking problems. 

Copies of this report are being asked 
for and used by college professors, re- 
searchers, agricultural extension work- 
ers of state and nation, as well as 
magazines, newspapers, radio and TV 
stations, farm papers, manufacturers 
and advertising agencies. 

Why? 

They know that ‘“‘InFARMation 
Please’ No. 2 is a product of the Sta- 
tistical Laboratory of Iowa State Col- 
lege. 

What is the Statistical Laboratory 
of lowa State College? Well, it’s a lab- 
oratory in every sense of the word. 
Set up in the beginning to deal with 
experiments in agriculture, it has gone 
on to help with the census, economic 
surveys, and a wide variety of business 
problems. 

Its clients? The U. S. Bureau of 
Census; B.A.E.; Rockefeller Founda- 
tion; National Corn Borer Laboratory; 
TVA; Dun and Bradstreet; Ohio State 
Div. of Wildlife; International Har- 
vester, and dozens of other public and 
private concerns. 

Statlab’s sampling and interviewing 
projects have dealt with corn borers, 
farm roofing, voting (in Greece), fam- 
ily eating habits, farm marketing, fer- 
tilizer, farm use of petroleum products, 
census problems, soil testing, ete. 

Want more details? Ask your re- 
search department. Every specialist in 
research knows about the Statlab. 

Have you a copy of “InFARMation 
Please” No. 2? This Statlab report 
may have the facts you want to help 
you with your problems! 


W.F. and I.H. TOPS FOR 
HELP IN RAISING CROPS 
ee 
5.7% 

3.8% i 


WFEIH 
Farm Mag. A 
Farm Mag. B 
Farm Mag. C 1.9% fj 
Newspaper A 1.9% fj 

“Which of all papers and magazines do 
you depend on most for help in raising 
corn and other field crops?” is the question 
interviewers from the Statistical Labora- 
tory of Iowa State College asked farmers. 
As you can see by the bar chart . . . our 


97 years of help to Iowa’s farm families 
paid off in top spot. 


Not a brand name in sight! But you can bet there are plenty of them behind these 
new cupboard doors. Like Mrs. Tillman and daughter Jane, shown using new 
dishwasher, lowa farm homemakers buy the brand names they know best. Are 
you advertising your product where it will do you the most good? 


Looks like you should eat good in 1953. 
Iowa has just harvested the largest corn 
crop in its history—680 million bushels, or 
nearly 21 percent of the nation’s total. 


. * 7 


But you don’t eat corn? Sure, you 
do. Those bushels of corn go into 
eggs, butter, bacon, beef. 


. . * 


Plenty of feed on hand makes farmers 
more hopeful about the future. And better 


customers. 
* * * 


How much attention do farmers pay 
to bulletins put out by manufacturers, 
dealers, etc.? Depends on the product. 


* * * 


Farm operators rely a good deal on in- 
struction books put out by farm machinery 
manufacturers. Farm homemakers pay 
attention to manufacturers’ instructions on 
canning and freezing. Details in “In- 
FARMtion Please” No. 2. 

/ 


What's happened to the old style coal 
range in the farm kitchen? Sold for 
junk, in most cases in Iowa. 


Only 1.2 percent of households on farms 


of 30 acres and more in Iowa have a coal | 


range. Some combination ranges use coal 
with bottle gas or electricity but 63 per- 


cent of the households have either bottle | 


gas or electricity used alone. 


44 file: Me oe ee Pade Pe oe 


Folks who like to figure should take 
“InFARMation Please” No. 1 and “In- 
FARMation Please” No. 2, and see 
which papers and magazines are ris- 
ing or falling in the estimation of 
lowa readers. 


Television hasn’t made much of a dent on 
Iowa farms yet. A year ago, only 12 per- 
cent of the farms had sets. And no new 
stations have been added since then. 


Watch for this election return: In De- 
cember, hog farmers vote on how 
many pigs they plan to raise next 
spring. Important, if you're eating 
pork or selling feed. 


Want A Husky 
Husker’s Breakfast? 


What would you eat for an Iowa 
corn husker’s breakfast? 

At least, orange juice, cereal, bacon, 
eggs, pancakes and coffee. Maybe hot 
rolls and fried potatoes too. 

Couldn’t face it, huh? Want just 
orange juice and coffee? You wouldn 
feel that way if you were farmin 
in Iowa in November. 

You'd want three helpings of baco 
and pancakes too if you'd just finish 
three hours of chores in cold snapp 
weather. Especially if you were hea 
ed for a ten hour day in the cornfiel 

Volume is mostly the difference 
tween city and farm eating. Far 
families are bigger. They do mo 
outside work. They eat more. 

Eat what? 

About the same brands you d 
Take coffee for example. In a Wallac 
Homestead pantry survey, farm wome 
reported the brands of java on han 
Each of 1,713 had an average of 1.9 
brands of coffee. 

Two brands drew 67.3 percent of th 
total mentions (both our advertisers) 

1,569 women named an average o 
1.3 brands of cooked breakfast food 

More variety in dry cereals. Her 
2.3 brands were named per household? 

On soaps and detergents for dish 
washing, 1,478 women had 1.2 brands 
per kitchen. 

Think farm women bake all their 
own cookies? Not so. They bake a 
lot—buy plenty too. One-third report- 
ed having packaged cookies on shelves. 

Farm women don’t squeeze orange 
juice as much either. There was juice 
in cans and bottles for 29 percent; 
13.8 percent more had it frozen. 

Use of aluminum foil is not con- 
fined to city cooking. One-third of the 
farm women had it on hand. 

Iowa farm women buy good products 
and pick up ideas fast. Recognize brand 
names too. Do they know yours? 


DANTE MA. PlERcE 


Shug 


Se eaagaromqemen as pers Bet sewpsry ye nates 


Ae DS Syl Si icamart « ea hd re os hate ange Mae 3 ee ee aa i a ee, ee 
ate | Oe ne Pica 1 Pee fs pp 6 ae 2, i ar ae eS i ae ; 
eS: ee a a an a ee $a. é a ae P: " 0 RE a 2 2 ae eee ae 
omen, A ae Fem: 0 ie a : Se nae ae. eee 0 Ok Ss 
ee, eee eS : — See ae et : ee. Se 
a eee a re ee ee Pies. MS oe. a oe ; 
Pee a ae Be ; : ; , Sawn a my ee 
ey: my : RPI ce 
e : ea “5 ae 
? : a 
: sy ig ie OF 
Beek fs ae " Mies, ie di. 
a 4 #8 is ee 
Pe : w . 4 mn ¢ aS. + 
Loe —- & 4 - 
pee ; 2. zie a aay : ; 
S : : q y ‘ ~ " - ve 
ei Pr 2D } . ’ e \ se oe 
: LG) . ft, oe 
24 = : a af oe 
42 * _s , ee 
4 5 3 ae < : 2 +' ; nes i. . 
a ; ‘ 4 t: ws “ “=™" re ¢ - ‘i . 2 * oe ‘ 
<I ; PRS — - « * ane be e 
bee nek ZN ’ . mi = ee ges 
Es : ) er 4 sa8 7 syle 5 
ney eee — 4 — - : a y | zs : 
- ag eae = tae - “4 ved Ee ¥ a iz } Sy SSB 
Se AF Gorey : i ie ie, | Same eee She 
a | <a Gert ae Cy we... Gee er ‘i = ges 
RS , ‘Maree ay a pa ee alee - as os es ees 
es ii Ge. ae sie re ae oa », Geese ? 
=e ie “have . a :) oe F. ae tS ee 4 
) i o a. a tae & a : renee a 
ee i aa . as ee Bs a. ae fq a 2: o 4g 
a ; on ¥ Bea da RAS ee ee pie a a Fo 
cs ‘ a ati ee ee ae 
%e : ‘4 argh 
& }: 
: a th: 
z. ‘ 
pe a irs SS egg siiereteiiesieineaeeedpemraremnenessseeeaseneshstcinie ND cists 
% 4 | ee 
wees rf ees hye . ae re 
a5) a | th 
3 e Be. l= f ay + H ty: cs 
| wa an © ‘ ol ; : 
| @ ‘ on ; P yeaah 
‘ . ‘ nea a ie | myles - 
Bi * ee oe ‘ te Semeaeaiae | ay ce ; 
2 4 is ee ee - er Baa 
3 mee ‘ { scl oe ; pee : 
Ss | we ' ; mes . é ee ze *; 
ee , a é ; / st 
: i i haiwteety or : 
: ° 4 Be Fe iv the td ‘ B x | ' * 7K rk i s 
TT) aa a - SEAMEN epee 
| 2a dl ——— 2 aah eo 
ae +: Ctl eh. ee : per 
al : er | | @ Seetty i. f= ote 
e a 4 roa —™ ge’ H Se Se 
ae = a ‘ a8 a ie j a 2 f 
“ : ‘ a Senet ~—— as ag: 
2 a wer: <~- : zs | topes 
co ma > 7 | < ae — - me a =? > 
3 j ‘) Ss; | ott ; 
Seng Z Pye - Ze . 3 es > — “of Pilourdgg 
. wT - « 4 —— ime | ae aw 
= | ” Mi a * \" / a ““~ssnenenietins, | | Poe 2 :: 
f we > % 7 aan 3 
a= } * FP P. s) , thay a } i es 
a q | —_ e ¢ Ca 9 ’ ie } uae So 
- a ie Fi as . | et 
| ees ; Re . ze ig as i 
‘ A igi ue } eee 
A a oe a sheet | } Se st 
iia : BS Bins ob 
ett Ba + {FS Be 
| aera / ea . ee ae 
| | i ~ 
| gg ‘ 
: , — . | tao 
; Bites 
| : @ aula } * 2,7 a 
eigen 
; ee 
a a 
‘ = 
ie a 
Lai ie 
! ; ty 
] e-<ée "s s : 
] a 
: : 
oe ee | ; 
a - 
é ; Pp a a 
a eae: eae 
: es wens 27; 
: Be 
j — Pet “% 
uy 3 tay 
Wangs ee. | see 
e \ = if : 
© omesteo \ ‘ Hie we 
| wa’ He tons OF ii A ily ih Hed er z nS Tae Peas 
*_ * * See * i\ d : Leak eae 
| 5 crs - Pes E 
= \ " , “i ¥ 
: < ee ‘a as ne f Sot: Mee aye oy $ a : Sat ‘ 4 S = . 
eo «ss ely ; ] a : sae heas 
Ti ers oe eer? Zz : jot age 
eee Seer oe saa ee ae eg cae 
Seema Sr i ; oS ae te : ; SF sleet 
ae ena 5 My aerre ae ~ a on e . Sewer é fa . 
: 2 i Py ae ya oo 4 t : ae a et a | : 73 : 
Sesser Uh re 8 as Fo. et + ae Re 
| ee | eee : eae 
{ aa 
a2 a 
“ pie a 
ce re 38 > So ee, ee — 7 Mags 3 de : “ A ; ; ‘ i EE a) eee 
eg” 1 ae Se Sy og Gas i I Oe te hy eS ES RTP a rr 5 hy Ce ee Diageo 0 ee aey Ale se Fr 


18 

7 Hf |! ber Co. Ss co-s sors f “B d- 
American Fair Trade Council Objects to ent once & Soe 
Fair Trade Bureau's Use of Similar Name aie ao aa oe 


Gary, Inv., Nov. 4—The board! Bissell III, v.p., Bissell Carpet| Peated for five consecutive week 


ef directors of American Fair|Sweeper Co., and Jack Goldfarb, 
Trade Council has asked the Bu-| president of Union Underwear Co., 


reau of Education on Fair Trade to 
change the name of its new ad- 
visory council so as to avoid con- 
fusion. 

Supposedly, both groups are in- 
terested in resale price mainte- 
nance, but based on the latest pro- 
nouncement, this fact is a little 
hard to come by. The council’s 
release directed “the attention of 
the trade and press to the mislead- 
ing title of ‘the Fair Trade Coun- 
cil’ applied to a so-called advisory 
group of the drug industry's Bu- 
reau of Education on Fair Trade.” 


s Council President John W. An- 
derson said that “this council 
doubts that any of the 25 trade as- 
sociations claimed to be a part of 
the fair trade bureau's so-called 
advisory ‘council’ would object to 
the name of that so-called council 
being changed to ‘Fair Trade 
Board’ or to some other name that 
would not mislead fair-traders in- 
to believing that the comparatively 
recently formed Bureau of Educa- 
tion on Fair Trade has any affilia- 
tion with the American Fair Trade 
Council, which was incorporated 
in 1938 and which, in the recent 
lattie for the enactment of a fed- 

| fair trade enabling act, proved 

be the decisively influential rep- 
Fesentative of manufacturers and 
P@tailers of diversified, non-drug 
f@ir-traded products. 

“Most of the trade associations 
r@ported as constituting the ad- 
visory board of the Bureau of 
E@ucation on Fair Trade have co- 

rated for years with the 
famerican] Fair Trade Council, 
ng with others interested in 
fair trade, and should not be mis- 
l@8 into believing that the Fair 
de Council has any affiliation 
a or would accept any respon- 
lity for, the activities of the 
@Mg industry's ‘Fair Trade Bu- 
fe@ju,’"’ Mr. Anderson continued. 
‘ 


®*Drug industry leaders have 
Opposed vigorously, and still op- 
p@se, vital interests of fair-traders 
of diversified products. The Fair 
Tfade Counci! expects that those 
interests, now being alerted, will 

m assert themselves,” he de- 
~ a 

At the meeting, Melville R. 


THEY STUDY THE ADS 


Scholastic Magazines are 
used as study and discussion 
materials in the junior and 
senior high school classrooms, 
and the advertising pages are 
often studied along with the 
editorial pages. 


That is because many of our 
advertisers present informa- 
tion and ideas which are stim- 
ulating and useful in the 
classroom. Teachers and stu- 
dents often develop projects, 
debates, and plays, from the 
advertising pages of these 
magazines. 

Here is a challenge and an 
opportunity to gain the most 
intensive kind of readership 
of your message. Scholastic 
Magazines provide the bridge 
for a better understanding of 
industry on the part of high 
school students. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 


|nights. Young & Rubicam handles 
| the Piel account. 


were elected to fill vacancies on| 
the Fair Trade Council’s board of Appoints Donald Quinn 
directors. Donald H. Quinn, previously of 
| eer & Bowles, has been named 
ead of the radio-TV time buying 
WOR-TV Signs Piel Bros. section of the media department of 
Piel Bros. has joined Cavalier| Doherty, Clifford, Steers & Shen- 
cigarets and General Tire & Rub-!' field, New York. 


Advertising Age, November 10, 1922 


NARTSR Gets a New Name __§Cohen Promotes Finney 

The National Assn. of Radio &| _ Peter Finney, a v.p. at Harry B 
TV Station Representatives has Cohen Advertising Co., New York, 
changed its name to Station Rep-| has been promoted to direct all ra- 
resentatives Assn., New York, for| dio and TV activities for the agen- 
the dual purpose of simplicity and| cy except time buying. He also has 
avoiding confusion with the Na-| been appointed a member of the 
tional Assn. of Radio and Televi-| plans board. 


sion Broadcasters. 
/WQXR Promotes Krieger 
KTBC-TV Names O. L. Taylor Robert L. Krieger, an account 
KTBC-TV, Austin CBS outlet! executive with the station for sev- 
which will begin telecasting on eral years, has been named assist- 
Dec. 1, has named O. L. Taylor Co. ant commercial manager of WQXR, 
to represent it nationally. New York. 


1 remem 
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Business to Spend 
as Much in‘53 as in 
1952 for Equipment 


New York, Nov. 4—Business 
plans to spend almost as much on 
new plants and equipment in 1953 
as it did this year, a preliminary 
survey by McGraw-Hill Publish- 
ing Co.’s department of economics 
shows. 

The McGraw-Hill survey indi- 


| cates 


|ment than they have in ‘52, a) 


| expected. 


Planned expenditures by large 
many companies have not com- companies are holding up better 


that large manufacturing) earlier than usual this year, and, 
companies plan to spend about 8% 
less in 53 on new plants and equip- |than in the case of small com- 
| panies, the survey shows, indicat- 
8 Substantial deelines in spending! ing, it is suggested, that industry 
are indicated for transportation | leaders may be improving their 
non-manufacturing industries is| equipment, steel and some other| competitive positions by acquiring | 
anticipated. Tota] expenditures for | metalworking industries, but plans | more modern plants and equip-| 
all business, the department con-| for most durable goods companies) | ment. 
cludes, will be close to this year’s| are close to, and some are higher | Another major indication is that 
level. than, 1951. | large companies are continuing to 
Results of the survey have to be| Oil companies and food proces-| plan capital expenditures several | 
interpreted cautiously, the depart-| sors expect to spend more in ’53| years ahead, some through 1953. 
ment warns, because it was made than in '52. Business conditions may alter pres- 


pleted their budgets. 


much smaller drop than had been 
Increased spending in 


They trust AVIATION WEE 


Management is the hub of aviation . . . the center around which men, money, 
materials and time revolve to produce today’s startling aviation developments. 
Management's importance in directing and knitting together the National Aviation 
Effort into a smoothly-functioning, cohesive force is tremendous and entails a huge 
responsibility. Ic is a task that calls for top-flight aeronautical intelligence on which 
decisions can be based and plans inaugurated. AVIATION WEEK has long been con- 
sidered by this important group as their No. 1 source of domestic and world coverage 

. for engineering, legislation, commercial, financial and military information. 


Aad 4 


be Xu 


Important men outside the Management group as well . . . Engineers, Research, 
Production and Maintenance Officials, Commanding Officers, Scientists and Aviation 
Specialists of the Services, find AvIATION WEEK their indispensable source of 
aeronautical intelligence. They know that only through world-wide editorial re- 
sources and a weekly publishing policy can their information needs be supplied. 


If you need information on the sales opportunities of this multi-billion dollar mar- 
ket, write now to the Promotion Department for “AVIATION WEEK Reports on 
the Market It Serves,” a 40 page illustrated booklet. 


Look bo the Sky fo" Your Markel 
VIATION WEEK 


' A McGRAW-HILL PUBLICATION « ABC — ABP 
McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42ND STREET, N.Y. 36, N.Y. 
Other advertising soles offices: Atlonto, Go.; Boston, Moss.; ponbewk, ~*~ | Cen Ohio; Dollas, 
Pa.; Son 


Tex., Detroit, Mich.; London, Eng.; Los Angeles, Colil.; wi 
Francisco, Calif.; St. eae Mo. 


ent plans, it is pointed out, but for 
most large companies, this prob- 
ably would mean stretching out 
programs rather than canceling 
them. 


Chemical Journal Hikes Rates 

Journal of Chemical Education, 
|New York, published by the di- 
vision of chemical education, 
American Chemical Society, East- 
jon, Pa., has announced a revision of 
its advertising rates, effective with 
the January issue. One-time page 
rate will go from $145 to $160; 
six-time from $125 to $140, and 
12-time from $115 to $125. Exist- 
ing contracts, or those received on 
or before Dec. 15, will be honored 
| at the old rates through June, 1953. 
Effective with the July issue, the 
new rates will apply on all inser- 
tions. 


Appoints Frank Cocco 

Frank Cocco, previously 
| Cecil & Preybrey, New York, has 
. |joined the sales department of 
’ |Connecticut Telephone & Electric 
Corp., Meriden, Conn. He will 
serve in an advertising and sales 
| capacity. 


with 


n January of 1951, Car 
gill's new Miracle Green lawt 
seed showed less than 1% 
brand preference in the S 
Paul Consumer Analysis. Th 
following spring, howeve 
Cargill's agency, Bruce 
Brewer & Co., placed ful 
page color newspaper adver. 
tisements in St. Paul alon 
with strong dealer mercha 
dising to drive for the pea 
spring business. 

January of 1952, 
Green was practically tie 
with two other leaders f 
second place with an 11%, 
stated brand preference in th 
St. Paul Consumer Analysis. 


What about 19527 
Well, Cargill repeated the 
dose this last spring. The 
patient is deing fine, thank 
you, and the 1953 Consumer 
Analysis will teli the story. 


St. Paul was a logical 
city for this promotion be- 
cause it is a "hot" lawn and 
garden market. Just think, 
over 81°, of all St. Paul fam- 
ilies are responsible for the 
lawn around the dwelling in 
which they live. Yes, and 60°, 
of all St. Paul families buy 
lawn seed. Remarkable also 
is the number of families 
(44°/,) who maintain reqular 
flower qardens and those 
(30°%/,) who maintain regular 
vegetable gardens. 

The point is that regard- 
less of the product, if you ad- 
vertise it at the right time 
and with the right copy, local 
newspapers will sell it in the 
right quantities. 
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Because 94.6% of au 
NEWSWEEK readers are 
people of influence and deci- 


sion in business, industry, the 
professions and government. 


NEWSWEEK delivers more 
such business purchasing 
influence...per advertising 
dollar invested ...than any 
other weekly or bi-weekly 


Because NEWSWEEK’s more 
than 800,000 circulation delivers 
more families with incomes of 
$5,000 and up... per advertising 
dollar...than any other weekly or 
bi-weekly magazine checked by 
Publishers Information Bureau. 


This bracket is the top market for 
quality goods and services. For in- 
stance, 70% of all transportation and 
travel sales are made to this group. 
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maturity. 


own magazine... 
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Over 1,018,000 Elks... 


at their peak 
of earning 
... spending! 


Elks have both time and money . . . the rewards of 


Elks can afford all that goes into pleasurable living . . . 
travel, sports, hobbies, entertainment. 


You can tell and sell over one million Elks at the remark- 
ably low rate of $2.15 per page per thousand, in their 


Atlantic Refining 
Drops White Flash 
for Regular Brand 


PHILADELPHIA, Nov. 5—The fa- 
mous White Flash brand name 
given its regular gasoline by At- 
lantic Refining Co. has died a 
natural death. 

Atlantic began removing White 
Flash from its advertising some 
weeks ago and is gradually remov- 
ing the name panel from service 
stations also. 

The reason, as given ADVERTISING 
AcE, is that confusion developed in 
listing gasoline prices with news- 
papers for White Flash and At- 
lantic’s ethyl brand, Hi-Arc. 

Hereafter, the regular quality 
Atlantic gasoline will be known 
merely as Atlantic and nothing 
more. Hi-Arc will continue in use, 
with much of the company’s cur- 
rent professional football television 
commercials built around the lat- 
ter. 

White Flash was first adopted 
by Atlantic in 1931. In 1945, when 
Atlantic sponsored its first college 
football game over WPTZ here, 
White Flash was its first brand of 
gasoline advertised. Hi-Are came 
into being at the end of World War 
Il 


FC&B Promotes Gerhold 

Foote, Cone & Belding, New 
York, has elected Paul Gerhold 
v.p. in charge of research, Mr. Ger- 
hold was manager of research for 
Dancer-Fitzgerald-Sample, New 
York, before joining FC&B in 1951 
as divector of research. Arthur W. 
Weil Jr., formerly an account su- 
pervisor for Hirshon-Garfield, New 
York, has been appointed an ac- 
count executive 


Sales ailing in Philadelphia? 


Take John Trent 3 times daily. 


And now you can... because, 
for the first time in HPL's 
history, WCAU carries 

John Trent 3 times every 
weekday, by listener demand: 


ae 
o 


\ 


‘i 


6:30 am SUNRISE SALUTE 


4:30 pm* THE HOUSEWIVES’ 
PROTECTIVE LEAGUE and now: 


10:30 pm STARLITE SALUTE 

Buy participations on any 
combination of these programs 
and you'll find out why 
sponsors call Trent’s shows 


3 times daily! 


“the most sales-effective 
participating programs in 
Philadelphia.” He’s just what 
the doctor ordered... for 
you. Call us for the full 
story on rates, availabilities, 
and HPL merchandising. 


THE HOUSEWIVES’ PROTECTIVE LEAGUE programs on WCAU 


Philadelphia + 50,000 watts « Represented by CBS Radio Spot Sales 


*9:00 AM Saturday 


Advertising Age, November 10, 


Getting Personal 


The Detroit Historical Museum’s Round Hall will show a group 
of portraits of the city’s women of achievement, come January, 
and among the outstanding women is Edythe Fern Melrose, producer 
of the “Lady of Charm” TV programs. She’s the first woman radio 
station manager; winner of both Josephine Snapp and Erma Proetz 
advertising awards; a past president of the Women’s Adclub of De- 
troit, and v.p. of American Women in Radio and Television... 

Mrs. Minnie Ryan Dwight, editor and publisher of the Transcript- 
Telegram, Holyoke, Mass., was among the women honored by Mt. 
Holyoke College at a recent Science and Human Values convoca- 
tion. ..William Mckey of Caxton Co. is the new commander of the 
Cleveland Advertising Post of the American Legion. Vice-Com- 
mander is Cornelius Van Dyn, of Meldrum & Fewsmith, and ad- 
jutant is Sanford Bell, of T. H. Bell & Son. 

E. Roy Marks, veteran account executive at WEEI, Boston, had 
his fill of farming this summer, but was so successful at it that, 
in addition to supplying the family’s needs, he provided greens for 
= WEEI staff. His farm was the back yard at his home in Braintree, 

ee ; 

Joseph A. Degiman, general merchandise manager of the Boston 
Store, Milwaukee, and John H. Paige, v.p. of the Wisconsin Tele- 
phone Co., have been elected v.p.s of the Milwaukee County Red 
Cross chapter... 


THEIR TENTH—Ruth Wagner, first employe of Lewis & Gilman Inc., Philadelphia, 

does the cake-cutting honors at the agency’s 10th anniversary party in the Warwick 

Hotel. On the left is Wesley A. Gilman, president of the agency, and on the right is 

Paul L. Lewis, chairman of the board. It was founded by these two men in 1942 as 
@ partnership and was incorporated in 1945. 


Setting a record he wouldn’t care to duplicate, A. 0. “Beau” Dil- 
lenbeck Jr., v.p. and manager of Duncan A. Scott & Co. in Los 
Angeles, flew 8,000 miles in six and a half days, and made calls 
every day. Leaving from Los Angeles he flew to the Pacific North- 
west, then moved on to Alaska where he made calls in Fairbanks, 
Anchorage and Juneau. He left on Sunday noon and was back in 
Los Angeles the following Saturday... 

Roland T. Kay, an account executive with KNX, Los Angeles, and 
the Columbia Pacific Network, has been named a director of the 
Welfare Council of metropolitan Los Angeles, representing the 
Boys’ Clubs of America... 

Twenty Arizona paintings by Mrs. Elsie Nicholas Danenberg, 
wife of Leigh Danenberg, editor and publisher of the Bridgepon 
Herald, are on display at the Silvermine Guild, Norwalk, Conn. This 
is Mrs. Danenberg’s first show at Silvermine, where she has been 
a student... 

The Richard K. Hartfords are parents of a baby boy, their second 
child. Mrs. Hartford is secretary to Francis S. Murphy, editor and 
publisher of the Hartford Times, while Mr. Hartford is on the after- 
noon daily’s editorial staff... 

The Bernard F. Gimbel Marketing Center, named for the presi- 
dent of Gimbel Brothers, was dedicated at Dietrich Memorial Hall. 
Wharton School of the University of Pennsylvania, on Oct. 24. The 
new center was made possible by a $50,000 grant from the Gimbel 
Brothers Foundation and a similar amount from Mr. and Mrs. Ber- 
nard F. Gimbel. He is an alumnus of the Wharton School. The new 
center will house the marketing and foreign commerce departments 
of the Wharton School, and one of its features will be an advertis- 
ing laboratory, where all types of media will be exhibited. .. 

Associated Business Publications’ Irene Pearson is in the hospital 
with an injured back. ..American Veterans of World War II awarded 
a Certificate of Merit to Parents’ Magazine publisher George J. 
Hecht “for outstanding service to the organization and to the wel- 
fare of the nation.”.. Peter Rowland, in the Pittsburgh office of Bat- 
ten, Barton, Durstine & Osborn, is engaged to Patricia Paton of 
Oakmont, Pa... 

Murray W. Gross, assistant ad manager of Hudson Pulp & Paper 
Corp., who is continually on the run through various offices in the 
company, recently received a special delivery package from his 
secretary, Mrs. Lola Strum. It contained a cowbell with a card 
reading: “To save me hunting high and low, to keep me up on where 
you go, I’m giving you this little bell and hope you'll wear it very 
well!”... 

Henry Gellerman, director of public relations and advertising of 
Bach & Co., New York, has returned to the company following 17 
months’ service with the Army’s psychological warfare division in 
Europe. . . 
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What kind of men make TIRUE 


the largest selling man’s magazine in America? 


928,730 of TRUE’s 1,775,775 ABC circulation own their 1,480,996 of TRUE’s1,775,775 ABC Circulation own at least 
own homes. The TRUE reader is the kind of man advertisers one automobile. No wonder smart operators like Chevrolet, 
dream about. He not only owns his own home, but he’s young Nash and Dodge have bought advertising schedules in 
(average age 33.9), has a wife and a couple of kids and has a TRUE. They know that in TRUE they’re getting the most 
good job. Did you know that the median income of the TRUE premium-grade prospects for the least amount of money. 
reader is a whopping 38°: above the U. S. figure? (Starch). The moral of our story is if you sell to men, buy men. 


' 
1,775,7754 TRUE 


—4t Time 


Argosy 


Outdoor Life 


TRUE Newsweek 


Sports Afield 
Holiday 
Esquire 


Ww, n 
News’ 


Sports Afield 
Esquire 


Outdoor Life 


Holiday 


U.S. News 
hogan — 


100,000 


1946 47 48 49 


1,552,027 TRUE families own life insurance (TRUE reader TRUE's spectacular post-war circulation gains 
characteristic study, 1951). This figure is particularly signifi- ha Mage bpaee! it pry nano nt 
cant when you realize that 82‘: of all policies sold by Ordinary: oo pag eng retary 9 - : Scaiiien 
Agents are sold to men (Insurance industry figures). More lineage is up 33% over Oct.'51. For further in- 
and more advertisers now realize that a great man’s maga- formation write or call Mr.C..E. Nelson, Adv. 
zine is being edited and they’re buying in. Mgr., TRUE, 67 West 44th Street, N.Y.C. 
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Owens-Illinois Glass Boosts P 
Three in Sales, Marketing ‘New York Compass 


é + ee Mi Owens-Illinois Glass Co. To- Dies Quietly at 342 
7 ledo, has promoted Smith L. Rair- ; 
NitsaboutUisconsins "Market tetera sen eaeett 


manager of the Compass, left wing descendant of 


1950 | glass container the Star and PM, died yesterday 
; ty O ih eee division to v.p. at the age of 3%. 

na 4 ao APPLETON ficou = i keting Ted O. Thackrey, publisher, at- 
z icine | director, a new tributed its demise to lack of 

‘opy position in which one —— 
: Z lhe will coordi- funds. A liberal crusading” paper 
—— at ‘ omy 1 eennun 83,277! lnate all of the at its birth on May 16, 1949, the 
SERVIC - : ae 24,171 Families |}company’s mar- Compass was originally financed 
i) 70% Tie-in Guarantee a * Provides thorough Qnty Muwachee. Maden keting activities. by Mrs. Anita McCormick Blaine, 


2) Twice Weekly Dealer Contacts! — @ "4 saturation of this He i 
3) Complete Grocery — Drag CITY ZONE MARKET: e is succeeded 
Route Lists & Mailing Plates! The APPLETON POST-CRESCENT carted by Sidney F. Da- 
vis, manager of 
food industries ith ; 
sales since 1947, 5 + Reirdon 
Mr. Rairdon’s appointment is ef- 


Chicago philanthropist and daugh- 
ter of Cyrus H. McCormick, foun- 
der of International Harvester. 
The Compass began with a cir- 
| culation of about 150,000—a figure 


with 

Mabit Study — oe APPLETON Is Net 93.2% COVERAGE 
Baition Now _\) opi TON, WISCONSIN! . of the City Zone! 

Available! —— puT THIS 15—(195@ Census) : TOTAL CIRCULATION 


APPLETON (incleding y New In Excess of ’ | fective Jan. 1; Mr. Davis’ Dec. 1. | that slid off to some 30,000. It got 
30,500 Deily into financial trouble in 1950 and 
| Hoyt Gets Keyes Account in September of that year it held 


| Keyes Fibre Sales Corp., a public sale of $300,000 worth of 
York manufacturer of fort a ms non-voting common stock. Readers, 

TEST IT IN APPLETON — For More Detoils 'and plastic products, has named| however, bought only about a third 

WRITE — WIRE — PHONE COLLECT TODAY! ; | Charles W. Hoyt Co. to handle its| Of the offering. 

—— ey Jan. ba 1953. 

e account was formerly with|s After the Compass staff was told 
| H. B. Humphrey, Alley & Richards. | panier Shak Gap aueaet weal ue 
longer be published, machinery 
and fixtures were sold at auction. 
| Neither the buyer nor the amount 
|of the sale was made public. The 
| sale came after foreclosure of a 
chattel mortgage held by Corliss 
Lamont, a candidate for the U.S. 
|Senate on the American Labor 
Party ticket. 

Mr. Thackrey, a former editor 
and publisher of the New York 
Post, is an ex-husband of Mrs. 
Dorothy Schiff, current publisher 
of the Post. 


AMF Pushes Trademark 


American Machine & Foundry 
Co., New York, is using six pub- 
lications to promote the tying to- 
gether of the parent company and 
subsidiaries, which manufacture 
consumer and industrial products, 
under one trademark. Full-page, 
b&w insertions, running through 
next September, will appear in 
Business Week, Dun’s Review, For- 
tune, Newsweek, Time and U. S. 
News & World Report. Fletcher D 
Richards Inc. is the agency. 


To Issue Hobby Trade Index 
The February trade show issue 
of Craft, Model & Hobby Industry, 
published by Fox-Shulman Publi- 
cations Inc., New York, will con- 
tain the first annual complete in- 
dex and directory of the model 
hobby and craft trade. The direc- 
tory will be indexed by product, 
manufacturer and trade name. 


Davis & Lawrence Appoints 
Davis & Lawrence Co., Dobbs 
Ferry, N. Y., exporter of proprie- 
tary medicines, has named Foreign 
| Advertising & Service Bureau, 
|New York, to handle its Latin 


ou . |American advertising, effective 
aoe | | Jan. 1. The account formerly was 
a e an on e rl a handled directly. Local press and 
“4 a radio advertising is being planned. 


pa Promotes Jack Weese 


" If he thought he could get along with only knows that our business was built on the Jack Weese, a staff member of 
the advertising department of the 


’ - +s Independent-Journal, San Rafael, 

one head, he wouldn’t be one of our repre- _ joint efforts of an unsurpassed team of Sok. aan tees anaaaeal oo Geel 
° . : . advertis to s d 
sentatives very long. skilled craftsmen, working with the finest aoe Wace gis. Gan an 


signed 


As it is, whenever one of his accounts machinery and techniques that unceasing 


has a problem, the Reilly representative research can develop. 


knows he can put his head together with He knows he can rely on that team to 
a a Reilly expert in any and every field of continue to give our accounts the superior 
¢ the Graphic Arts. craftsmanship that Reilly has long been 
“ And he knows enough to do so. He known for. You can rely on it, too. 
You can Really Rely on REI LLY Flectrotype ve 

NEW YORK COVERED ONLY BY ~ 

ORLANDO SENTINEL-STAR 

MORNING EVENING SUNDAY 

Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, ai ORLANDO, FLORIDA es 

Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. Nat Rep BURKE KUIPERS G MAHONEY 
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“Twenty-four hours a 
day for nearly fifty 
years — in good times 
and bad — Outdoor 
Advertising has done 
an effective job of sell- 
ing Wrigley's Gum.” 


| or any 
3 ind of 
product a i. A 
" or service 


SHORT 

a COPY 
sells 
outdoors 


“Our posters assist 
appliance dealers to 
conduct an intensive 
every-day selling pro- 
gram and build up 
excellent trade enthu- 
siasm."" 


“Outdoor Advertising 
is flexible, delivers a 
powerful message 
while showing the 
product in full color. 
It will always be a big 
part of our program." 


“When the freeze 
strikes, our outdoor 
posters effectively 
deliver reminder mes- 
sages to the prospect 
when on the road—in 
his car—near the point 
of sale." 


ee 


One of a series of advertisements promoting a better 
‘if understanding and appreciation of Outdoor Advertising 


; 9 The Standard Group OF OUTDOOR ADVERTISING COMPANIES 


! JOHN DONNELLY & SONS « CENTRAL OUTDOOR ADVERTISING CO, INC. + THE PACKER CORPORATION 
hy WALKER & COMPANY + UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO, INC 


\ serving one-fifth ROCHESTER POSTER ADV. CO, INC. * RICHMOND POSTER ADV. CO. «+ E A. ECKERT ADVERTISING CO. 
| of the nation’s PORTER POSTER SERVICE » SLAYTON & COMPANY © THE HARRY H PACKER CO + BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO + CE STEVENS CO 

consumers ... CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. + MARYLAND ADVERTISING CO 


AMERICAN ADVERTISING CO. © VERMONT ADVERTISING CO. + ZIMMER POSTER SERVICE 
« STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE, NEW YORK 22 » 
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DO YOU KNOW THIS MAN? 


Perhaps not. But people in Lake County, [\linois 
know it’s Henry Bleck, consulting engineer and 
long-time proponent of new schools, new highways, 
new public works, necessitated by Lake County's 
unprecedented growth in the past ten years 

Bleck symbolizes much of the progress and 
healthy growth that characterizes Lake County. 
Lake County has not only grown in population, 
but also it has enjoyed tremendous increases in 
consumer buying power. Right now, Lake County’s 
tota! effective buying income is greater than Du- 
luth, E] Paso, or Springfield, Illinois. Retail sales 
of over $180 million annually prove that Lake 
Countyites spend their income. 

Doesn't thorough coverage of this rich and pros- 
perous market seem to be a worthwhile objective 
for your 1953 advertising? 


The aukeqan News-Sun 


Represented by 


Burke, Kuipers, & Mahoney. 


Advertising Age, November 10, 1952 


‘Kate Smith Hour’ Adds Two 

Two new advertisers have signed 
with the National Broadcasting Co. 
television network for 15-minute 
segments of “The Kate Smith 
Hour,” afternoon variety show. 
Block Drug Co. (Cecil & Presbrey) 
has signed a 39-week contract for 
segments every Tuesday from 
4:30 p.m., EST, starting Nov. 25 
James Lees & Sons, carpet and rug 
maker (D'Arcy Advertising Co.) 
has bought the spot from 4:15 p.m., 
EST, every Monday for 26 weeks, 
effective Dec. 8. The program tele- 
casts daily 4-5 p.m., EST 


Betsy Martin Opens Office 
Betsy Ross Martin, formerly 
merchandising director for Earle 
Ludgin & Co., Chicago, has opened 
her own publicity, merchandising 
and sales promotion consultant of- 
fice, Betsy Ross Martin Associates, 
at 333 N. Michigan Ave., Chicago. 


Kiesewetier Names Kummann 


William Kummann, who has 
been with Kiesewetter Associates, 


New York, for three years, has 
been named art director of the 
agency 


“The Chairman of the Athletic Committee, this year, 


4s 


Source: 4. B.C. Pubiashers 


is a big advertising man...”’ 
c 


and more 


circulation of anv 


daily 
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Statements, March 31 of e4 


newspaper town! Today, 
Enquirer has more circulation wéthin 
the retail trading zone than the fota/ 


Seen the latest line-up? More and more 
Cincinnati is a morning- 


the Daily 


other Cincinnati 


ney, Regan and Schmitt, In 


‘53 Model Will Bow 
in Heaviest Postwar 
Drive for Plymouth 


Detroir, Nov. 4#—A heavy sched- 
ule of teaser ads is presaging the 
arrival of the 1953 Plymouth 

The Chrysler Corp. division has 
mapped out an announcement 
campaign described as “more than 
twice as big as any used by Plym- 
outh in postwar years.” Teaser ads 
of 300 lines are running two or 
three times weekly in “almost all 


daily newspapers in the United 
States” during the three-week 


drive before the new model bows, 
Nov. 20. 

Painted bulletins in 27 cities are 
carrying a two-step teaser series 
to be followed by poster displays 
in all towns of 10,000 or more pop- 
ulation 


@ Other teaser ads in the form of 
b&w pages are running in Collier's, 
Life, Look and The Saturday Eve- 
ning Post. These same publications 
will carry full-color bleed spreads, 
preceded by a right-hand color 
page calling attention to the new 
Plymouth story, immediately after 
the introduction of the new model. 

Other publications scheduled for 
the color spread without the pre- 
ceding page are The New Yorker, 
Newsweek, Pathfinder and U. S. 
News & World Report. More full 
color will go into Country Gentle- 
man, Farm Journal and Progres- 
sive Farmer in the form of a fol- 
low-up spread, and The American 
Weekly, Parade and This Week 
Magazine will carry full-color 
single pages 

On the air lanes, Plymouth will 
sponsor nine half-hour radio shows 
during the announcement week. 
The programs are “The Lineup,” 
“Junior Miss,”” “Gunsmoke,” and 
“Mr. Chameleon,” all on CBS: 
“The Aldrich Family,” “Meredith 
Willson’s Music Room,” “Jason 
and the Golden Fleece,” “Judy 
Canova Show,” and “Red Skelton 
Show,” all on NBC. In addition, 
spots will be used in approximate- 
lv 270 cities 


8 On TV. Plymouth announce- 
ments will be featured on two seg- 
ments of Dave Garroway’'s “To- 
day” on NBC-TV. and multiple 
spot announcements have been 
scheduled during evening hours 
in every TV city 

An additional gimmick, designed 
to build showroom traffic, is a 
“Meet the New Plymouth” contest 
which starts on announcement day. 
A total of $25,000 in prizes and 
several of the new Plymouths 
themselves will be awarded. 

The agency behind the ‘53 
Plymouth campaign is N. W. Aver 
& Son 


International Nickel Hikes 
R. L. Lloyd and R. A. Wheeler 


International Nickel Co.. New 
York, has promoted R. L. Lloyd to 
general manager of advertising and 
R. A. Wheeler to assistant general 
manager of advertising. The 
changes result from consolidating 
into one department the advertis- 


e. 


R. L. Lloyd R. A Wheeler 
ing sections of the nickel sales and 
the Inco nickel alloys departments 

Mr. Lloyd. who joined the com- 
pany in 1923, has been manager 
of the Inco nickel allovs sales de- 
partment since 1934. Mr. Wheeler, 
who joined the company in 1917. 
formerly was manager of 
Williams & Co., Pittsburgh, a dis- 
tributor of Inco product 


sales 
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CORONATION CUE—Capitalizing on pub- 

lic interest in the forthcoming coronation 

of Queen Elizabeth, A. Hollander & Son, | 

Newark, is running ads like this in Cana- 

dian dailies through Lester Leber Co., New 
York agency. 


Circulation Audit 
Slates Ist Annual 
Meeting. Nov. 19-20 


New York, Nov. 4—Controlled | 
Circulation Audit will hold the! 
first annual meeting in its 21-year 
history, Nov. 19 and 20, at the 
Hotel Biltmore. 

A clinic session on auditing pro- | 
cedures and problems will be held | 
all day on Nov. 19. Questions will | 
be answered by a panel consisting 
of the CCA policy committee and 
staff members. Adin L. Davis, 
managing director, will preside. 

A business meeting will be con- 
ducted Nov. 20 with Richard S. 
H. Hayes, advertising manager, 
Okonite Co., and CCA president, 
presiding. Following reports by) 
the president, treasurer and man- 
aging director, the annual election 
of directors will be held. 


s Membership luncheons will be) 
held on both days, and a cocktail 
party has been arranged for 4:30 
p.m., Nov. 19. 

Featured speaker at the lunch- 
eon Nov. 20 will be George W. N. 
Riddle, CCA secretary, and di- 
rector of development, Putman 
Publishing Co., who will discuss 
“reporting paid circulation sep- 
arately from unpaid in CCA state- | 
ments.” 

The meeting will be concluded 
with a meeting of the” board at 
which officers for the forthcoming 
year will be elected. 

Headquarters of CCA will be| 
moved into larger offices at 420) 
Lexington Ave., New York 17. 
Membership of the organization | 
has reached a new high of 516, Mr. 
Davis told AA. Of this total, 186 
are advertisers and agencies, and 
330 publications. 


McSweeney to Dairy Group 

Hugh Edward McSweeney, pre- 
viously assistant sales and mer- 
chandising manager with the Mil- 
waukee division of the Great At- 
lantic & Pacific Tea Co. stores, has 
been named merchandising direc- 
tor of American Dairy Assn., Chi- 
cago. 


Buurma Is Teleprompter S.M. 

E. C. Buurma, assistant to the 
president of RCA Service Co., has 
been promoted to general sales 
manager for RCA’s Teleprompter 
service. Mr. Buurma will operate 
out of Camden, N. J. 


Raytheon Promotes Butler 
Raytheon Television & Radio 
Corp., Chicago, has promoted 
James R. Butler, sales promotion 
manager, to merchandising man- 
ager. He is succeeded by Charles 
McKinney, advertising manager. 


Advertising Age, November 10, 1952 


‘Textile News’ Names Brown 
Southern Textile News, Char- 
lotte, N. C., has appointed N. A. 
(Dick) Brown advertising man- 
ager of its New York office, Mr. 
Brown formerly was sales man- 
ager of J. Fred Henry Publications. 


American Crayon Boosts 4 


American Crayon Co., Sandusky, 
O., has promoted Gordon E. James, 
director of the general sales divi- 
sion, to general sales manager. He 
has been with the company since 
1920. Frank J. Newman, adver- 


tising director, has been advanced 
to advertising and sales promo- 
tion manager. Bernard Moffet has 
been promoted to assistant sales 
manager (West) and Paul F. Heile 
to assistant sales manager (East). 


Edward W. Robotham Names 2 

Edward W. Robotham & Co., 
Hartford, has appointed John R. 
Tabor production coordinator. Mr. 
Tabor formerly was administra- 
tive assistant to the advertising 
manager of Landers, Frary & Clark, 
New Britain, Conn., manufacturer 
of electrical appliances. Alfred L. 


Petrone has been named assistant 
production manager. He has just 
completed a year in the Navy. 


Tindall Joins Ulric Jones 

Frank E. Tindall, who has had 
25 years’ experience in graphic 
arts, marketing and advertising, 
has been named an account execu- 
tive of Ulric C. Jones Advertising, 
Atlanta. 


Long Advertising in Fresno 
Long Advertising, San Francisco 
and San Jose, has opened an of- 


fice at 752 Fulton St., Fresno, and 
will handle local, regional and na- 
tional accounts. Duane E. Zamzow 
is manager. 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


Since se28 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


"Here's the Paper 
the Printer Selected!” 


-». Says the Engraver 


“This printer is cooperative. He insists on 
proving the plates on the paper to be used 
for the job. In this instance the paper is Hudson 


Gloss—so | recommend 120 line screen.” 


CONSULT THESE 


SPECIALISTS: 


The Printer who has learned from past 


pressroom performance 


brings out the true quality of the job. 


Hudson Gloss 


HUDSON GLOSS... 


the specialists’ choice 


Letterpress printers select Hudson Gloss for recipe booklets, 
broadsides, travel folders and inserts for economical printing 


of color work . . . it makes their work look better. On your next letter- 


press job ask your printer about International’s Hudson Gloss. 
International Paper Company, 220 East 42nd Street, New York 17 


Bernat 
L 


The Engraver recommends the half- 
tone screen for reproduction and submits 
proofs on the paper selected for the job. 


OnaAl 


 GROUNDWOOD 


the job. 


Pe ee 


The Ink Man who recommends and 
compounds the most practical inks for 


ap) 


OT coucane 


DivisIton 
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LITHOGRAPHED CARDBOARD DISPLAYS 


INLAND LITHOGRAPH COMPANY 


IDEAS + FACILITIES + EXPERIENCE 


INLAND specializes in brand-new ideas for ‘‘Look 
Again” Displays .. It's the imaginative approach, plus 
colorful, eye-compelling reproduction, that makes so 
many ig advertisers like our work—and why you'll 
like it, too, if you'll ask us in to put the eye in an 
idea for you... How about today? 


CHICAGO 6 + RANDOLPH 6-3256 


‘Marketing.’ Home Furnishings 
Periodical, Bows in Chicago 

American Publications Inc., Chi- 
cago publisher of the Chicago 
Market Daily (during market 
times), has issued a new period- 
ical, Marketing—American Home 
Goods Today, in the home fur- 
nishings field. Present plans are to 
publish twice yearly, in October 
and April. 

The periodical is distributed on a 
controlled basis to approxi- 
mately 13,000 dealers and manu- 
facturers throughout the country, 
including more than 10,000 retail 
home goods stores. Oscar Lundy 
is editor. 


Fairall Adds Two to Staff 


Fairall & Co., Des Moines, has 
appointed Jack Palmer public re- 


lations director and Loyal La- 
Plante art director. Mr. Palmer 
formerly was with the United 
Press’ Des Moines bureau. Mr. 
LaPlante formerly was with 
Barnes Advertising, Milwaukee, 


and Keck Advertising, Ocono- 


mowoc, Wis. 


Advertising Age, November 10, 


Seeks More of Crosley Stock 


General Tire & Rubber Co., 
Akron, is seeking to buy the re- 
maining stock of Crosley ~ Bron 
Inc., Cincinnati. Although the 
Akron company already owns 
56% of Crosley stock, it is said| 


90%, thus winning stronger con- 
trol of the property. Crosley stock- 
holders would be given $1.50 in | 
cash for each common share, or 
one share of General Tire for 21 
Crosley shares. Disposition of the 
Crosley plant, if General Tire 
buys control, still is in doubt. 


General Tire would like to sr con | 


Gaylord Joins Carl Byoir 

Jim Gaylord, formerly a staff 
member and public service exec-| 
utive with the WLW stations of 
the Crosley Broadcasting Corp., 
Cincinnati, has joined Carl Byoir 
& Associates, New York. 


;Ohio Railroad Co., and was ac- 


Wiemers Joins ‘Pathfinder’ 

Bill Wiemers Jr., formerly with 
Free & Peters, radio representative, 
has joined the Cleveland sales 
staff of Pathfinder. 


Best Football Program on WSB-TV 


tdiw 8 be 


Giving Georgia readers the most complete foot- 


ball coverage of any newspaper in the South comes 
easy to The Atlanta Journal and Constitution. Sub- 
scribers know that each Sunday in the combined 
Journal-Constitution they can find the best football 
round-up to be found anywhere. 

All during the week sports writers from both 
papers report trends and developments from the foot- 
ball world over The Journal and Constitution's radio 


station WSB. Each Sunday afternoon over the news- 


..1S our own Sports Writers! 


paper's television station, five or six of the sports 


writers give eye-witness accounts of the top games 


covered by them on Saturday. 


Highlighting each week’s television program is 
Harry Mehre’s chalk talk and analysis of the play of 
the day. Harry is a former coach of the University of 


Georgia Bulldogs and one time star at Notre Dame. 


It’s little wonder that sports fans all over the 
South look to The Atlanta Journal-Constitution and 
to WSB Radio and Television for the finest football 


coverage in the South. 


Che Atlanta Zournal 


“Covers Dixie Like me Dew” 
AND 


THE ATLANTA CONSTITUTION 


“The South’s Standard Newspaper” 


Sunday Circulation 471,886 ABC Publishers Statement 3-31-'52 National Representatives Kelly-Smith Company 


1952 


\f 


Financial World’ 
Gives Awards to 
Best ‘51 Reports 


New York, Nov. 4—Top trophy 
for the best 1951 annual report of | 
all industry was presented to Dr ; 
Charles Allen Thomas, president 
of Monsanto Chemical Co., by 
Gen. Paul W. Johnston, president 
of Erie Railroad, winner of the 
gold trophy a year ago, at Finan- 
cial World’s 12th annual report 


awards banquet. j 
Second place in the competition, i 
for which 5,000 reports were 


judged, went to Chesapeake & t 
cepted by Robert R. Young, chair- 
| man of the organization. 

Other silver trophies were pre- 
sented to B. Earl Puckett, chair- 
man of Allied Stores Corp., for 
| the best report in the merchandis- 
|ing field; to William G. Maguire, j 
chairman of Panhandle Eastern 
| Pipe Line Co., for best of all pub- 


lic utilities; to Arthur T. Roth, 
president of Franklin National ' 
Bank, for best of all financial in- | 
|Stitutions, and to Alexander R. 
| Heron, v.p. of Crown Zellerbach 
Corp., for best of all consumer ' 
| goods. 


| 

|@ F. J. Emmerich, president of Al- 
|lied Chemical & Dye Corp., re- 
ceived a silver “oscar” for the an- 
|nual report advertisement judged 
| best of the year. General Electric j 
|Co. won a similar trophy for the | 
jbest stockholder annual meeting 
| report, and Philip Morris & Co.’s 
}annual report was judged as hav- 

ing the best cover design of the 
year. {i 

The silver trophy for the best Q 
report of all Canada went to 
Aluminum Limited of Montreal. 

Dr. Carman G. Blough, chairman t 
of the board of judges, and re- 
search director of American Insti- 

tute of Accountants, presented the 
silver trophies. 

Weston Smith, executive v.p. of 
Financial World, originator and 
director of the publication’s sur- 
veys, presented bronze trophies 
to presidents of companies whose 
annual reports were judged best in 
100 industrial classifications (AA, 
Oct. 20). 

Louis Guenther, publisher of 
| Financial World, received a trib- 
ute for completing his 50th year as 
publisher of the magazine. He was 
unable to be present, having sus- 
tained a broken hip in a fall a 
fortnight ago. 


| Osborne Co. Appoints Bishop 


Ellis G. Bishop has been ap- 
pointed New York district sales 
manager for Osborne Co., Clifton, 
N. J. Treasurer and director of the 
Direct Mail Advertising Assn., Mr. b 
Bishop has been assistant to the 
publisher of Triangle Publications 
for the past year. Prior to that he 
was advertising and sales man- 
ager of Royal Typewriter Co. 


To Pennebaker, Ryan & Reif 


Bob Meyer, formerly with Sarra 
Inc., Chicago photographer, has 
joined the studio staff of Penne- 
baker, Ryan & Reif, Chicago ad- 
vertising photographer. 


SET TYPE 
AT YOUR OWNS 
DESK [his cosy 


money wg way! 
Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photographic reproduction. Anyone 
can doa professional job (A stenog 
rapher set this entire ad). Send 
tor free catalog over 100styles 
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FASTER PACED 


-MORE USEFUL FOR 


REATER RURAL AUDIENCE 


The new Country Gentleman coming in Feb- 
ruary will be a faster moving, harder hitting 
magazine for a bigger rural audience. 

New Editorial Technique will give more com- 
pact coverage of more subjects on a new 
page size... 


Better Presentation will include new tech- 
niques in picture stories and illustrations for 
action-packed text... 


Faster, Better Printing made possible by 
heavy investment in new equipment will 


also bring more sparkling color from cover 
to cover. 


Circulation is already over 2,400,000 and 
rising steadily, paralleling market oppor- 
tunity, yielding a substantial bonus—by Feb- 
ruary the lowest rate per page per thousand 
of any farm magazine. 


These and many more Country Gentleman 
pluses mean an even more interesting and 
helpful magazine —an even greater selling 
force—an even better advertising buy! 
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: IMPORTANT 
= TSWG’s new rates, based on the new 


; guarantee of 5,400,000 copies go into 
effect with the April 1953 issue... BUT 
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P.S....remember, TSWG is edited specifically 
largest market for consumer goods in our 
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NOTICE — 
: | 


.... all orders received on or before 
December Ist, 1952, will be protected 
at present low rates throughout 1953. 
To insure your protection— act now! 


eC 


ie 


xa a 


ce Me oe 


* 
. 


for the great wage-earner market, 
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New York, Nov. 4—Cigaret ad- 
vertising calls for new departures 
from current themes, for an invi- 
tation to smoke that is not just 
another quiet or frantic variation 
on the assertions “you'll like it” 
or “it won’t hurt you.” 

That conclusion is stressed in a 

: new motivation study, “Cigarets: 
= Their. Role and Function,” made 
for the Chicago Tribune by Social 
lesearch Inc. Details of the study 
were presented Thursday at a press 
conference by Pierre Martineau, 
assistant manager, research and 
promotion, and W. C. Kurz, gener- 
ul advertising manager of the Trib- 
nne 
OF The study was undertaken to 
ba explore basic motivations that 
prompt people to smoke cigarets 
‘he sample was purposely de- 
signed to sift the attitudes of men 
und women, smokers and non- 
smokers, heavy smokers and light 
smokers, and teen-agers—a cross- 
section of the major social groups 
in a metropolitan center 


@ The reasons people drink beer 
; were explored in an earlier moti- 
% Vation study made for the Tribune 
"hy Social Research (AA, Nov. 26, 
51) 

People smoke cigarets for many 
Teasons, the study shows. Reasons 
ited are: Cigarets relieve tension, 
®xpress sociability, aid poise, help 
Qnticipate stress, give sensory 
pleasure, are proof of daring, are 
Signs of sophistication, help dis- 
@harge energy and signify con- 

rmity 

There is a general feeling, the 

udy finds, that particular ciga- 

ts have particular qualities. Long 
garets and tipped cigarets are 
@sually regarded as feminine, mild, 
M@kpensive and classy, and tend to 
peal to women. Examples given 
4 Tareyton, Viceroy and Parlia- 
Ment 
}Pall Mall is included in this 
@oup to some extent, although it 
ig not tipped and makes no strong 
Health or status claims in adver- 
ing 

The three top brands are most 
Gearly defined. This reflects and 

obably contributes to their popu- 
Fits. the study shows. 


@ Camels are regarded as mascu- 
line, strong, irritating and popular 
among working people. Lucky 
Strikes are similar in reputation. 
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mm \ «. MAGAZINE 
; 4, 
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“4 ® 
This Seal ups Sales! 
EARLY @ thousand leading 
firms ore building confidence 
in their products and increasing 
sales by using the Parents’ Maga 
zine Commendation Seal. Let us 
send you this Seal Booklet which 
presents all the facts and the tes- 
timony of leading advertisers, 
department stores and chains on 
how this seal has upped their 
soles. Address: 


52 Vanderbilt Ave., 
New York 17 


PARENTS’ 
MAGAZINE | 
1,400,000 circulation 
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‘Chicago Trib’ Study Finds People 
Like to Smoke Well-Known Cigarets 


Chesterfields are thought to be 
for both men and women, on the 
mild side compared with Camels 
and Lucky Strikes, and less class 
bound 

Cigaret advertising is important 
for a number of reasons, the study 
points out. Advertising contributes 


to brand definition. Smokers want 
to think their brand is popular and 
well-advertised. Advertising helps 
to make cigarets “respectable” in 
the minds of some people, and is 
regarded as reassuring. In addition, 
most people believe advertising 
sells cigarets. 

“In a sense, the problem of all 
cigaret advertising,” the analysis 
says, “is how to combine a pleas- 
ure promise with reassurance in 
proportions that are convincing and 
appropriate. 

“Too much reassurance becomes 


a health appeal. Central emphasis 
on filtering and removing irrita- 
tion, reference to tars, etc., ap- 
peals to people who smoke Vice- 
roys and use cigaret holders. They 
are not a large group relative to 
the ‘regular’ smokers, but they 
seem to be growing, especially as 
more and more women smoke.” 


8 A pure pleasure appeal provides 
no reassurance, the report notes, 
but activity does, and there is re- 
assurance in ads showing well- 
known active people who are alive 
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and doing. 

“The solution for general ad- 
vertising of regular cigarets,” the 
study finds, “is not at the extremes 
of sheer pleasure or secure health, 
nor just in the middle. 

“Cigaret advertising calls for 
creativity, for new departures, for 
an invitation to smoke that is not 
just a variation of assertions that 
‘you'll like it,’ or ‘it won't hurt 
you’.” 

As a conclusion to the presenta- 
tion, various aspects of smoking 
pleasure were related to appeals 
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Western Empire Direct Advertising 
Company offers these other services: 


Direct Mail 
Home-to-Home Distribution 


T 
a 


Premium Mailings 
Merchandising —Sales Work 
Market Research—Surveys 


Call on Western Empire—The largest 
direct advertising firm in the West. 


Branch Sales Offices: 


Grocery | 


OUR WESTE 


Join our 


*Costs are on a sliding scale, from $7.50 to 
$12.50 per thousand, depending upon the 
number of participants. The quoted $7.50 
rate (34¢ per coupon) is based on the maxi- 
mum of six participants. 


“BRANDS | 


612 HOWARD ST., SAN | 


BEN B. VAIL 
141 East 44th St., New York 17, N.Y. 
MUrray Hill 7-463) 
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and moods associated with news- Promotes Coast Turkeys has been promoted to manager of Addicks Joins Sutton 


paper reading to suggest newspa- 
pers as an effective setting for copy Advisory 
stressing the psychological satis- Conner, Jackson, Walker & Mc- F 
factions of a cigaret. 


Van Kirk Boosts Products 

Van Kirk Chocolate Corp., Tor- 
onto, is offering Christmas orna- 
ments for 50¢, i 
empty Chipits bags or the bottom ad Cincinnati Enquirer, has resigned 


Promotion 
appointed 


California Turkey 
Board has 


Clure, San Francisco, to handle 
norihern California promotion. 
Lee & Associates, Los Angeles, will 
handle promotion in 
California. Newspapers will fea- 


in exchange for ture “Put a turkey in your freezer ad 


flap of either Chipits cookie mix to 


or Van Kirk oatmeal cookie mix. 


Muter, Culiner, Frankfurter & T. J. Newcomb, for more than 20 Cal. 
Gould, Toronto, 
promotion. house Electric Corp., Pittsburgh, cinnati. 


the company’s television-radio di- 
vision with headquarters at Sun- _. , ; ‘ 
bury, Pa. Mr. Newcomb succeeds a a. has —_ sepeaene So 
. M. Sloan, who has been named ‘ict manager 0 e brooklyn, 
so . Long Island and New England ter- 
sion. ritory for Electronic Equipment, 
new Sutton Publishing Co. publi- 
cation which will make its initial 
Robert Linskey, in the retail @Ppearance in March, 1953. 


manager of operations of the divi- 


southern [Linskey to ‘Indio News’ 


Westinghouse Boosts Newcomb the News & Date Palm, 


Allen Addicks, 


vertising department of the 


become advertising manager of George Hausherr, 
Indio, 


Mr. Linskey 


Macmullen Associates. 


formerly with 


Hausherr to Macmullen 


and Drug Products 


N \SALES-OVERNIGHT! 


proved low-cost “BRANDS YOU KNOW" 
group-couponing program for MARCH, 1953 


you KNOW" 


If your Western sales need a lift—if you want to improve the sales position of your product 
—if you want to expand your Western retail distribution...here is a quality group-couponing 
program that will do the job. Your cost is low because costs are divided among the participants! 


Your cost can be as low as $7.50 
per thousand or34¢ per coupon. 
Every expense of coupon pro- 
duction, mailing—even postage 
—is included in this one low 


Less than iy PER COUPON * 


Includes printing, mailing and postage 


cost. There are no other charges. 
This truly cooperative pro- 
gram, where costs are shared 
by participants, is the only one 
of its kind in the West. 


Next big group-coupon mailing in MARCH! 


You can coupon one, or any combination of 10 key Western marketing areas in March. Mailing 
dates are set and guaranteed. A maximum of six non-competitive coupons will be mailed in 


each area. 
LOS ANGELES AREA 
SAN FRANCISCO-BAY AREA 
PACIFIC NORTHWEST AREA 
CALIFORNIA VALLEY TOWNS AREA 
SAN DIEGO AREA 


SALT LAKE CITY AREA 
DENVER AREA 
ARIZONA 

HAWAII 

ALASKA 


70 million “BRANDS YOU KNOW” coupons mailed in 1952! 


Over 4 million Western families have received a total of 70 million 


“BRANDS YOU KNOW” coupons in the mail in 1952. 
Here are some of the manufacturers who participated 
in the program. Many repeated in fwo or more of the 
scheduled mailings. 


Albers Milling Co. Dr. Ross’ Pet Foods M. J.B. Coffee Co. 
B. T. Babbitt Co. Durkee Famous Foods Purex Corp. 
Best Foods Co. Fisher Flouring Mills Quaker Oats Co. 


Real Gold Citrus Products 
C. A. Swanson & Sons 
Wesson Oil & Snowdrift 


The Borden Co. The Frito Co. 
Colgate-Palmolive-Peet General Foods Corp. 
Corn Products Refining Co. Thomas J. Lipton, Inc. 


@ division of 


WESTERN EMPIRE 
Direct Advertising Co. 


(Formerly the Hecht-Arms Co.) 


FRANCISCO 5, CALIFORNIA - GARFIELD 1-8500 


333 No. Michigan Ave., Chicago }, III. 


J. E. RANSBURG 
1009 Waimanu St., Honolulu 14, Hawaii 
Telephone 56354 


DON McLEESE 


CEntral 6.2733 


For details on the March, 1953 
program, wire or phone any of our 
offices —or mail coupon below. 
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Tap Profits in Beer 
on Tap, Take-Home 
Sales, Taverns Told 


New York, Nov. 4—Tavern 
owners should encourage the sale 
of draught beer and discourage 
the consumption of bottle beer in 
their establishments, members of 


' New York State Wholesale B 
with Diorama Corp. of America, 2 ee ee 


is v.p. of the has been named an account execu- 
is directing the years an executive with Westing-| Junior Advertising Club of Cin-| tive in the New York office of 


Distributors were told last week 
at their annual convention. 

Charles Jenks, president of the 
State Restaurant & Liquor Dealers 
Assn., told the meeting that if 
draught beer consumption stops, 
| distributors will be out of busi- 
ness. 

Tavern owners must fight for a 
better share of the take-home sales 
jof beer and ale and meet the 
competition from grocery stores 
| through aggressive promotions and 
realistic prices, the convention 
| was told, 


® Consumption of beer in New 
York state has been fairly con- 
|sistent since 1940, but per capita 
consumption during that period 
| fell 17.2%, according to George W. 
Davidson, general sales manager 
of Piel Bros., Broeklyn brewer. 
During that period the sale of 
|packaged beer rose from 50.3% 
| of the total sold to 55.6%, he said, 

More people are drinking beer 
jat home and less in taverns, Mr. 
|Davidson said. Tavern owners 
must tap the packaged markét if 
they hope to hope to oS 
\their business equilibrium. 


3 

‘Newsweek’ Boosts Windett 
Arthur Windett, advertiging 
manager of Newsweek for the past 
year, has been promoted to ad¥er- 
tising director. Mr. Windett has 


been with Newsweek for 13 y 
| serving as salesman in the Chigago 
branch office, and was St. is 
and Cleveland branch manage be- 
fore becoming ad manager. 


Ever Get That 
“Tired” Feeling? 


Take a tip from little Bismarck 
—you'll sleep like a baby if 
you've put KFYR to work, seH- 
ing families with the 4th high- 
est buying power in the na- 
tion* . . . in wealthy North 
Dakota. 


*SM 1951 Survey of Buying 
Power. 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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Appoints Strauchen & McKim 


Taylor-Wharton Iron & Steel 
Co., Norwood, O., has appointed 
Strauchen & McKim, Cincinnati, 
to handle its advertising In- 
cluded are the company’s three 
divisions, Wier-Kilby (special 


railroad track work); Tisco, 


(manganese 
gas cylinder division. 


castings), 


Appoints George Close Inc. 

The Star Journal, Compton, Cal., 
has appointed George D. Close Inc., 
publishers’ representative, to rep- 
resent it nationally. 


PHIL RIZZ 


EXCLUSIVE FRANCHISES AVAILABLE 


Promotional Publishing Company 


Electrical Dealer is: 


“GRAND SLAM FOR SPRING” 


MOST EXCITING 


LOW COST 


PREMIUM OF 
THE YEAR! 


Phil Rizzuto’s series of 
three action - packed, 
24 page books, dynam- 
ically illustrated in full 
Kids will plug 
for the product that 
brings them these 
books. 


color. 


220 Fifth Avenue 
New York 1,N. Y. 


may 
Pact tan, a oy res, 


WASHINGTON, Nov 
eral Communications Commission 
has backed away from a rule 
which would have forced radio 
and TV stations to explain each 
instance where they refuse to per- 
mit other stations to rebroadcast 
their programs. 

A proposed rule circulated by 


FCC last May held that stations) 
| must file a written report if they 


turn down a request from other 
stations for rebroadcast rights. 
The National Assn. of Radio and 


| Television Broadcasters, networks 


and individual] stations protested 
that there is no obligation for any 
station to make its programs avail- 
able to others. 


® But FCC has taken the position 
that stations sometimes refuse to 
permit rebroadcast of sponsored 
programs on other stations, even 
though the sponsor desires to have 
the rebroadcast. The commission 
says its closer control over the 


rebroadcast situation will benefit |) 
sponsors, independent stations and | 


the public. 


In scrapping the reporting pro-|§ 
vision of the rule, FCC issued a|§ 
special statement warning that it} 
cases | 
where stations appear to be “ar- 
rebroadcast 


intends to investigate all 
bitrarily” refusing 
privileges to others. 

“We wish to make it clear we 
have not said and are not saying 
that legitimate property rights 
recognized by law may be freely 
appropriated by others through 
the device of demanding rebroad- 
cast privileges,” FCC said. 


s “Moreover, we have not implied 
nor are we implying that many, if 
not most, cases in which request 
to rebroadcast a station’s program 
is denied may not be justified. 

“It is clear, however, that a li- 
censee may abuse his right to re- 
fuse rebroadcast privileges, just as 
it may abuse other rights.” 


— ‘ 
| » 
‘ RETAIL 3 WHOLESALE ; TOTALS 
OUTLETS = |S. OUTLETS ~ 
t _—— a ae 
| Electrical ne 10,988** mostly 40,065 
29,077 ’ 
Dealer mailed to home address 
‘ + 
Second Book | 26,896* 5,904* 32,800 
| 
**CCA of August, 1952—*ABC of June 30, 1952 
Electrical Dealer not only gives this BIGGER coverage but, also, gives it at LOWER page Cost. e 
Further: Electrical Dealer's is a solid, inspected, requested and controlled coverage—revised every month. 
It covers big rural and small-town areas, as well as cities, reaching that 45% of all 
electrical dealers who sell 83°% of all appliances, radios and TV sets. 
9 ELECTRICAL DEALER 
ELECTRIC LIGHT & POWER 
PACKAGING PARADE 
BOXBOARD CONTAINERS 
THE APPLIANCE e¢ RADIO e TV SALESMAGAZINE 
, OHIO CHICAGO 11, ILLINOIS SAN FRANCISCO, CAL. SEATTLE, WASHINGTON 
ons an ocean 1.0505 22 E. Huron St WEST COAST 625 Market Street Conntnas Soles Building 
SALES John MacArthur WHitehal! 4-0868 YUkon 6-0647 
FICES RK 17, N.Y eee me REPRESENTATIVES | Los ancetes, cat. DALLAS, TEXAS 
OF on Pook ioe MUrray Hill 3-0256 Guia A. Somes McDonald Thompson 3727 West 6th Street 601 Continental Building 


J. 4. Thomson + 


NEW YORK 


* CLEVELAND 


W. A. Clabavit 
HAYWOOD PUBLISHING COMPANY OF DEL. « 22 East Huron Street * Chicago 11, Illinois 
SAN FRANCISCO - 


Howard Pierce 


CHICAGO - 


DUnkirk 7-2590 


LOS ANGELES + 


Riverside 9437 


SEATTLE + DALLAS 
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andthe) FCC Modifies Ruling on Rebroadcast Rights 


4—The Fed-| 


t 


PP ig BE 


z 


ALL TRIANGLES—Monn-Ellis, agency for 

Chocolat Tobler Ltd., Berne, Switzerland, 

has designed this triangular display piece 

to hold 36 bars of triangular Toblerone 
packages. 


| 
FCC said determination in each 
| case depends upon an evaluation 
|of such factors as whether licen- 
| sees of stations, through express 
{or implied agreements or under- 
standings, act in concord with each 
| other’s or with other interests in 
|refusing rebroadcast requests, 
| whether requesting stations serve 
|the same or other areas, whether 
|the broadcasts are to be simulta- 
|meous, and whether the request- 
ing station has indicated a willing- 
ness to share a reasonable portion 
of the costs. 


Grey Appoints Hollender 
Radio-Television Director 


Alfred L. Hollender, director of 
radio-television for the Citizens 
for Eisenhower headquarters, has 
been appointed 
v.p. and director 
of radio and tele- 
vision for Grey 
Advertising, New 
|York, _ effective 
Nov. 15. He will 
jcontinue as a 
partner with 
Louis G. Cowan 
Inc., radio-tele- 
vision package 
producer, with 
whom he became 
associated in 
1945. He has been responsible for 
Gen. Eisenhower’s TV activities 
| beginning with the general’s re- 
| turn from Paris. 

Mr. Hollender succeeds William 
Chalmers, who has resigned. 


Alfred L. Hollender 


Thayer Joins F&S&R Statt 


Edward J. Thayer has joined the 
research department of Fuller & 
Smith & Ross, New York office 
Mr. Thayer formerly was sales ad- 
ministrator for Pillsbury Mills and 
prior to that public relations di- 
rector for Consolidated Tech Corp. 
and staff executive with Sears, 
Roebuck & Co. 


Geleerd to Supreme Wines 


William Geleerd has been ap- 
pointed general sales manager of 
Rabbinical wines, product of Su- 
preme Wines Inc., New York. Mr. 
Geleerd formerly was sales man- 
ager of Dubouchett Inc., and prior 
to that was with Mahzel Wine Co., 
Chicago. 
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Jack of all Trade 


Nathan Bedford Forrest, the Civil War general, laid down the sound 
military dictum of getting thar fustest with the mostest. John G. 
Forrest, business and financial editor of The New York Times, fol- 
lows the same rule. The result is, you find more of the news you need 
about trade and industry and money in The New York Times than 
anywhere else. 


Jack Forrest is a fast-thinking, fast-moving Scot. He believes in the 
direct approach. When he wants to know something, because he fig- 
ures readers will want to know it, too, he goes to the best source and 
finds out firsthand. That’s what he did when he broke into financial 
reporting 26 years ago. That’s what he and his staff of 40 do today, 
every day. 

Jack Forrest came to The New York Times in 1926 as a radio 
reporter. He had been covering radio in Chicago for a couple of 
years. But money fascinated him more than megacycles. He switched 
to the financial staff. Eager to know everything about finance, he 


Che New J 


pestered older colleagues with question after question. One cynic 
finally told him to go to the House of Morgan for his answers. 


Jack was too naive at the time to know that J. P. Morgan partners 
rarely talked to the press. He went. They talked. Leaders in U.S. busi- 
ness, industry and finance have been talking to him ever since. As a 
consequence, Times readers are first to learn many an important 
business story. 

There are many fast-moving, fast-thinking reporters and editors 
like Jack Forrest on The New York Times. They pool their talents 
and their knowledge every day to produce, as a team, a newspaper 
that is alert, vigorous, interesting, informative, different from any 
other. They put more into it. Readers get more out of it. 


*And when readers get more out of a publication, advertisers get 
more. That’s why The Times has been New York’s advertising leader 
for 33 consecutive years. There’s a lot about The Times today you 
ought to know. When may we tell you? 


ork Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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A Free 
Enterprise 


PLAN FOR BETTER 
LOW-COST HOUSING 


“Your new round 
table plan is further 
evidence that 
House & Home has 
become the finest 
trade journal pub- 
lished by any 
industry. Your 
sponsorship of 
many round tables 
anddetailedre- ~* , 
porting on the problems and objectives of the 
newly born homebuilding industry are doing 
more than anything else to bring it to maturity. 
While of immediate and material service to the 
industry, this service will eventually be of great 
benefit to all the people of our land in better 
housing—more of it for less money.” Richard Hail 
= Partner, B-D Development Company 


irmingham, Ala. 


The latest in House & Home's stimulating series of 
ound Tables was designed to formulate specific 
d practical solutions to one of America’s basic 
oblems: Low-Cost Housing. 

) Brought together for action on this vital issue, for 

the first time, were spokesmen and leaders of home- 
ilding’s key groups and associations . . . architects, 
anufacturers, prefabricators, builders, lenders, gov- 
nment representatives. 

Through the give-and-take of open discussion, 
caniee program was developed to spell out new 
Ways to create better houses and better values instead 

smaller houses and cheaper prices. 


ROUND TABLES CREATE 
NEW TRENDS AND 
NEW MARKETS 


The round tables held by House & Home are unique, 
and unijuely effective. They center attention on sub- 
jects of vital importance to the industry. And they 
Serve to bring together groups which otherwise 
would never have an opportunity to discuss the 
problems basic to the industry as a whole, and arrive 
at a general agreement for methods of solving them. 

These discussions unfailingly help to open up 
markets for new products, and to enhance the value 
of the homes offered to the public. No wonder adver- 
tisers are finding House & Home a medium of extra- 
ordinary effectiveness for all products that go into 
the home. 


SIGNS OF THE TIMES 


Better quality, lower cost housing de- 
pends on closer teamwork among all 
building professionals. One of today's 
encouraging signs is the growing col- 
laboration between architects and the 
“business suit builders” —the 22,430* 
builders who do 5 or more houses a 
year and average 24* —leaders in the 
field who account for 78% of all pro- 
fessionally built, privately financed 
housing units. 
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knotty problem ing. The round table on low-cost housing, fe 


program, detailed i ported in the October i 
centers on three main points: Home, has stirred 
1 The need tor better housing is too 
@ great to be met through new con- 
struction alone; 


ughout the 
e of the views,” writes 
i " Executive Director, 
The homebuild i sociation of Washington, 
o then concentrate i i D.C. ation will do everything 
task of creating better new houses idea.” 
and better values. 


Response to the f i As this latest House & Home round table 


@ been so heavy th ideas are still 
American industry's greatest impetus to 
growth and progress! 


To help sell your products 
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Promotes Gilbert La Gorce 

Gilbert G. La Gorce, with the 
publication since 1932, most re- 
eently as assistant advertising di- 
rector, has been promoted to ad- 
vertising director of National Geo- 
graphic Magazine, Washington. He 
succeeds Raymond W. Welch, who 
has resigned 


Zehner Joins ‘Tratfic World’ 

Car] A. Zehner has joined Traf- 
fic World, Chicago, as midwestern 
advertising manager. Mr. Zehner 
will handle an advertising territory 
west and south of Chicago. He 
formerly was western advertising 
manager for W.R.C. Smith Pub- 
lishing Co. 


Wew York 17, 521 Fifth Ave, MU 7.7158 


Hottest Appliance Dealer Trade Paper 


New Monthly Digest Condenses 
All Appliance News for Quick 
Reading—Everybody Reads It 
* 


To manufacturers seeking to build better 
distributor-dealer organizations APPLIANCE 


DIGEST offers the biggest opportunity in 
trade paper advertising today! 

It's new! It's totally different! Pocket 
size, quick condensation of all appliance 
news plus what's new in selling and promo- 
tion. Illustrated. Tremendous national read- 
ership 


Advertising limited to a few 
vertisers. These ads pop out’ Attention value! 


—— " 
jreulation P p T 
- ne tor sample oe A L | A N C E D | G . $ 
yre 
tnd rates 


biggest circulation in eeponse field 
ull-page ad- 


450 W. Fort St., Detroit 26, Mich 


ch. 
Chicage 3, 134 S$. LaSalle St., FR 2.2093 


AP, ‘N. Y. Mirror’ 
and Newspaper Guild 
Sign New Contracts 


New York, Nov. 6—Associated 
Press and the New York Daily 
Mirror have made new contracts 
with the Newspaper Guild of New 
York, but settlements are still 
pending between the guild and 
other New York dailies 

The Mirror settlement came sev- 
eral hours before a strike sched- 
uled for election day. The new 
two-year agreement calls for wage 
increases of $4 to $6 a week, new 
minimums from $45 to $130 and 
time-and-a-half overtime pay af- 
ter a 35-hour week. It also pro- 
vides four weeks vacation with 
pay after 12 years, and an increase 
in maximum amount of severance 
pay to 56 weeks from 40 weeks. 
The agreement is retroactive to 
Oct. 9, and can be reopened in one 
year for wage discussions. 

The AP contract covers news- 
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men all over the country for two 
years and grants raises ranging 
from $2 to $4, depending on the 
city and jeb classification. New 
minimums range from $55 to $131. 

Negotiations are still being car- 
ried on between the guild and the 
News, Herald Tribune, Times, 
World-Telegram & Sun, Post and 
Brooklyn Eagle. 


Falstatt Signs Hank Thompson 

Falstaff Brewing Corp., St. Lou- 
is, has signed for a 15-minute 
radio program, featuring Hank 
Thompson, western baliad singer. 
The program is to be carried three 
times weekly over approximately 
150 Mutual Broadcasting System 
stations in the 22-state Falstaff 
sales area. Dancer-Fitzgerald- 
Sample, New York, is the agency. 


‘Beatrice Sun’ Buys ‘Times’ 
The Times, Beatrice, Neb., has 
been purchased by its competitor, 
the Sun, at an undisclosed pur- 
chase price. The change in owner- 
ship becomes effective Nov. 28. 
The Times, a morning daily, was 
founded in 1942 by M. C. Weston 
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e advertising art 
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e photography 
e television 


e motion pictures 
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East Ohio Street NEW YORK: 225 


1952 


Vintners Co. 

is using posters by Toulouse-Lautree to 

illustrate ads for B&G wines. Placed by 

Lawrence C. Gumbinner Advertising, New 

York, the campaign is running in class 
magazines. 


WINE & WOMEN—Browne 


American Heritage 
Prides Itself on 
Record U. S. Vote 


New York, Nov. 6—When re- 
turns from the 14,000 election pre- 
cincts still unreported are received, 
it is believed that the total na- 
tional vote in the Presidential elec- 
tion will exceed 60,000,000. This 
is 3,000,000 short of the goal set 
by the American Heritage Foun- 
dation last June when it started 
its campaign to get out the vote 
(AA, April 14, et seq.) 

“But it is the largest vote ever 
cast in the U. S.,” Clyde Vande- 
burg, executive director of the 
foundation, points out. “The vote 
cast for Stevenson.” he emphasizes, 
“was greater than that cast for 
Harry Truman in 1948. 

“Total registration,” Mr. Vande- 
burg says, “was about 75,000,000, 
and the vote cast came within 20% 
of the registration.” 


® The foundation’s get-out-the 
vote campaign was backed by 50 
non-partisan organizations with a 
membership of 26,800,000. In addi- 
tion, 15,000 companies participated 
by running advertisements, using 
posters and carrying house organ 
messages within their own organi- 
zations. 

Regional committees of the foun- 
dation worked in every state of 
the union; through their activities, 
34 governors issued proclamations 
urging citizens to register and vote. 

During the six months of the 
get-out-the-vote campaign, news- 
papers used 26,000 stereotype mats 
supplied by the foundation; mag- 
azines used 760 electrotypes; out- 
door advertising companies do- 
nated 8,000 outdoor signs; 120,000 
car cards were used, and 10,000,000 
posters, The total number of tags, 
stickers and buttons distributed 
was 30,000,000, and more than 3,- 
500,000 special folders were printed 
and distributed. 


® During the last 11 days before 
election, 3,000 local radio stations 
donated spot announcements 
equivalent to 118% 24-hour days 
of time to urge citizens to vote 
The total amount of television time 
has not been tabulated, Mr. Van- 
deburg said 

He said that AHF actually spent 
$100,000 to promote the campaign, 
but he estimated minimum con- 
tributions in time and space by 
media and advertisers at between 
$20,000,000 and $50,000,000 

The support of all media and in- 
dividual organizations and com- 
panies exceeded anything ever un- 
dertaken before by any non-parti- 
san group, Mr. Vandeburg said 


James Fisher Co. Mov2s 


James Fisher Co., Toronto agen- 
cy, has moved to 215 Victoria St 
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Informal Note: 
Agency Starts on 
First-Name Basis 


New York, Nov. 6—Daniel S. 
Karsch and Charles Goldschmidt 
have formed a new advertising 
agency to be known as Daniel & 


Charles Inc., at 286 Fifth Ave. 


Both partners were formerly as- 
sociated with Ray Austrian & As- 
sociates for the past five years. 
Before that, Mr. Karsch was in the 
advertising and publicity depart- 
ment of Warner Bros. Pictures, and 
Mr. Goldschmidt was with Buch- 


anan & Co. 


The new agency will provide 
services for integrating advertising, 
merchandising and public relations 
campaigns for clients in both the 


soft and hard goods fields. 


Eastern PR Group Elects 


Franklyn Walton, Sun Oil Co., 
Philadelphia, has been elected 
president of the Philadelphia 
chapter of the Public Relations 
Society of America. Other officers 
elected are Harold S. LeDuc, Bell 


Telephone Co., v.p.; Kenneth D. 


Wells, Freedoms Foundation, v.p.; 
Mrs. Helena P. Thoads, secretary, 
and John Harvey, John Falkner 


Arndt & Co., treasurer. 


Hallicratters Hikes Mahoney 
Hallicrafters Co., Chicago manu- 
facturer of radio and television re- 
ceivers and components, has pro- 
moted John S. Mahoney to adver- 
tising director. Mr. Mahoney, who 
joined the company in 1950, for- 
merly was assistant advertising 
manager of the Chicago branch of 
Admiral Corp., Chicago, and prior 


to that he was on the advertising | 


sales staff of the State Journal & 
Register, Springfield, Ill 


McMains Inc. Names Crabtree 

McMains Inc., Dallas, has ap- 
pointed Tom Crabtree an account 
executive. Mr. Crabtree formerly 


has been associated with Dallas} 


agencies and advertisers in an ex- 
ecutive capacity. 


Murray Joins Ward-Griffith 
Robert F. Murray, formerly with 
the Detroit office of Grant Adver- 
tising, has joined the Detroit sales 
staff of Ward-Griffith Co., New 
York newspaper representative. 


when you say 


“List” 


it means 


a THIS to a Sailor... 


Se 
eA, THIS to a Poet... 


A} THISZT to a Musician... 


but when you say 


“List” to an 


Advertising Man 


it means 


names unlimited, inc. 


ARTHUR MARTIN KARL, President 


25th Year in the List Field 


352 4th Ave., New York 10 » MUrray Hill 6-2454 


MAILING LISTS of every kind... 
mass market lists . . . hand-picked 
upper bracket lists... hard-to-get lists. 
We can get the names you want. We 
can help you get extra income from 
the names you have. Let us tell you 
how! 
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signs that 


Detroit 
Means 
Business 


These are signs, too, that The News—with the greatest circulation in Michigan of any 
printed medium—can deliver your message to the right people—those who have the 
money and the desire to buy—a fact demonstrated by Detroit News’ leadership in 
practically every classification of advertising. 


None gh gratin The Detroit News 


577,826, 
highest Sunday circulation THE HOME NEWSPAPER 


in Detroit News’ history 
A. 8. C. figures for 6 month 
period ending March 31, 1952 


There are idle machines in Detroit today .. . 
but few idle men. At practically every plant, 
the Help Wanted signs are out . . . signs that 
Detroit is working to the full extent of its 
manpower, and needing more. 


These are signs that Detroit is your market 
for expanding sales effort. 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH * WesternOffices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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s Jordon Refrigerator Another objective, Harry Fogel, colors, and large ice newspaper vertising will be planned national- right freezer. 
‘, v.p. and sales manager, told Ap- ads in the Bullet and the In- ly. The test campaign is utilizing 
Plans Campaign for VERTISING Act, is to build up con- quirer. The test will run for 13 Gresh & Kramer, the Jordon the theme “No Bend! No Lift! No 
: ¢ cme acceptance and recognition weeks. agency, is already planning a re- Grope!” Headlines play up the 
New Upright Freezer of the trade name of Jordon. He On Nov. 11, Jordon will begin a gional network television show “Great New Jordon Upright Food 
, , explained that consumer inquiries 13-week sponsorship of “Holly- when distribution is final in at Freezer.” 
Pun ADELPHIA Nov. 4—Jordon will help develop wider distribu- wood Playhouse feature film least ten major markets. Demand already has grown to 
Refrigerator Co, is introducing its tion, which is the most difficult show on WATV in Newark, 5:30 The only consumer magazine where the compens ‘is making 
ea ee new Jordon upright food freezer job when introducing a new prod- to 6:30 p.m. That also will be the scheduled to date is the December plans for an additional plant 
here and in Newark with a con- uct and a comparatively new trade first introduction of the Jordon up- issue of Good Housekeeping, in 
centrated test campaign name right food freezer in that area order to utilize the Good House- P 
Jordon, for many years one of keeping Seal of Approval. Other Hammer Joins Monsanto 
® the nation’s largest producers of ® The test here consists of a sat- ® Plans are now under way for consumer magazines will be sched- John L. Hammer Jr., v.p. in 
commercial refrigeration, is testing uration of radio and _ television introductory campaigns in New uled in the near future. charge of sales and a director of 
oe the market here to determine the spots adjacent to top-rated net- York City, Boston and Pittsburgh Before entering the market here, Smith, Kline & French Laborato- 
avi most effective advertising media work shows, outdoor posters in by the end of this year. Distribu- Jordon had market surveys made, ray aneene apo one we ye 
2 and to build up a large list of se- daylight fluorescent colors, car tion is expected to be national by according to Mr. Fogel. They found Rig Sienanadn Cnaaaieah Co "St 
ee lected dealers and distributors cards screened with fluorescent the end of next year, when all ad- an unlimited market for the up- Louis, on Dec 1 b 
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Look for your SCOTCHLITE emblem dealer here: 


ALABAMA 
Steele & Blake 
18 Dauphin Street 
Mobile, Alabome 
Midstate Advertising Co. 


2 Houston Street 


Sun Valley Silk Screen Sign Co. 
2524 E. Washington 
Phoenix, Arizona 
a  Reveine Co. 
N je Avenue 
vcson ona 
ARKANSAS. 
Arkansas Printing & 
Uthographing Co. 
“, Little oy 
Evlpepper Sign Service 
Jan Arkansas 
GaLironnia 
prvtins- Hawkins Company 
5 Eastshore Highway 
Be: heley California 
Acme- Green Cetin Co. 


co Avenve 


Arkansas 


San Fran 
t g Beoch Co fornio 
Morse Decals, Inc. 
2 East ) 4th Street 
Los Angeles 2), Califorma 
By-Buk Company 
4314 W Pico Blvd 
los Angetes 19. California 
stline Products Division of 
stern Lithograph Company 
Second Street 
os Angeles 54, California 
Bower Company 
W. 24th 
Mos Angeles 7. California 
+ Dial & Name Plate Co. 
81 E Washington Street 
Bos Angeles 2! 
Avery Adhesive Label Corporation 
a 16 So 


California 
Californie Avenve 
California 
Ghecwie Decals, Inc. 


1 Oakland Avenve 


2. and, California 

Kresky Mfg. Co., Inc. 
ndand H ° Streets 

letaluma, California 


Tr@ns-Nation Outdoor Adv 
B13 S Rivers 
Bicito, Ca 

ays" Screen Process 

10 6th Street 
Sacramento, California 
ay Stirling Signs & Displays 
OD. Street 
= Bernardine 

Borden Decal Company 
207 1th Street 
Son Francisco 

Sofe- nh Gal Sign & Decal Co. 

N. Broadway, Re 106 
Sente Ane, Callfernie 


The Duracraft Co 


je Avenue 


f 
ornia 


California 


California 


8409 E Gorvey Bivd 
So Son Gabriel, California 
COLORAD 


Color-Ad Display Company 
1640 Platire Street 
Denver, ¢ 
Cate “1 graphic, Inc. 
2 tis Street 
nc Ce 
United Advertising System 
941 Bannock Street 
Denver, Colorado 
Flin-Ads 
444 Sth Street (Box 429) 
Los Animas, Co 
Sterling Advertising Company 
810 South Div 


rado 


o1ado 


lorado 


Avenue 
Sterlina, Colorado 
CONNECTICUT 
Nite-Bright Sign Company 
140 James Street 
Bridgeport, Connecticut 
Stifel-Kufta Display Co 
8 Arcade 
New 6 
Seri-Print, Inc. 
205 Cherry Street 
Waterbury, Connecticut 
John W. Oldham, Art and Display 
30 Garden Street 
Connecticut 


tain, Connecticut 


Day Nite Reflective Sign Co., Inc. 
5 Boulevord N 
ar ante, Georgia 
Four Star Enterprises, Inc 
258 Soring Street, N W 
Atlanta. Georgia 


BRAND 


Atlas Sign & Manufacturing 


Company 
3217 Norwich Street 
Brunswick, Georgia 


Mcintosh Brothers 
110 Albony Avenue 
Waycross, Georgia 
ILLINOIS 
Mason & Sons Mfg. Co. 
Bow 113 
Addison 
Jas. D. Ahern Company 
3257 So. Harding Avenue 
Chicago 23, Illinois 
American Decalcomania Co. 
4334 W. 5th Avenue 
Chicago, Illinois 
Chicago Decalcomania Company 
3310 Elston Avenue 
Iinois 
Chromatone, Inc. 
2500 West 21st Place 
Ilinois 


Ilinois 


Chicago 18, 


Chicago 9 
Difo Screen Process Specialties 
4052 Belmont Ave 
Chicago 41, Ilinois 
Jaco-Lac Decal Manufacturing Co. 
234 South Wells Street 
Chicago 6, Illinois 
Kalmus and Associates, Inc. 
2633 W. Grand Avenve 
Chicago 12, Iilinois 
Magill-Weinsheimer Company 
1322.28 South Wabosh 
Chicago, lilinois 
Meyercord Company 
5339 W. Lake Street 
Chicago, Illinois 
Northwest Screenprint Co. 
236 N. Clark Street 
Chicago 1, lilinois 
INDIANA 
Prentice Products Company 
2339 Crescent Avenue 
Fort Wayne, Indiana 
State Sign Co., Inc. 
2840 West Sth Avenue 
Gory, Indiana 
Herb Williams & Sons 
643 Fair Avenue 
Shelbyville, Indiana 
Harris-Rood Advertising Co. 
811 North 22nd Street 
Terre Haute, indiana 
1OWA 
Kenny-Gy! Company 
764\/, 9th Street 
Des Moines 
Western Printing & 
Lithographing Co. 
Madrid, lowa 
Commercial Art Studio 
838 4th SE 
Mason City, lowao 
Oun-Lap Manufacturing Company 
1017 East 7th Street N 


lowa 


Newton, lowe 
The Vernon Company 
Newton, lowa 


Lanning Sign Company 
222 E. Second Street 
Ottumwa, lowa 

Screen Arts 
1231 Ackermant Avenue 
Waterloo, lowa 

KANSAS 

E. R. Callender Printing Co., Inc 
740 Nebraska 
Konsas City 

Ray's Printing Service, Inc. 

9 Adams Street 
Konsas 


Kansas 


Topeko 
Miracle Sign Company 
734 So. Washington 

Wichita 
Warren Burdick Company 
1815 N. Broadway 
Wichita, Konsos 
KENTUCKY 
Sullivan Screen Print Company 
7.109 West Main Street 
Louisville, Kentucky 
LOUISIANA 
D. A. Flynt Signs 
2748 North Street 
Baton Rouge 
Ad-Color Decorating Company 
518 Notchez Street 
New Orleans 
Press of H. N. Cornay 
500 Hagon Street 
New Orleans 19 
Sniders’ Poster Process Company 
2638 St. Lovis Street 
New Orleans 
Lovisiana Advertising Company 
1361 West Landry 
PO Box 66! 
Louisiana 


Kansas 


lovisiana 


lovisiona 


lovisiana 


Lovisiana 


Opelousas 


J. M. Carroll Display Sign Co. 
210 Texas Street 
Shreveport, Lovisiana 
MAINE 
Bryant Press 
655 Congress Street 
Portiand, Maine 
MARYLAND 
Shannon-Baum Company 
4103 W. Belvedere Avenue 
Baltimore, Maryland 
MASSACHUSETTS 
Gordon Buffett Co., Inc. 
897 Washington Street 
Boston, Massachusetts 
Standard Sign & Signal Co., Inc 
470 Main Street 
Clinton, Mossachusetts 
Springfield Screen Process Company 
41 Brewster Street 
Springfield, Massachusetts 
Bay State Advertising Co. 
78 New Bridge Street 
W. Springfield, Massachusetts 
The King-Barr Press 
4 Portiand Street 
rcester 8, Massachusetts 
MICHIGAN 
Carsten Products 
15406 Thomas 
Allen Park, Michigan 
Stanley Process 
16750 Nine Mile Rd 
East Detroit, Michigan 
Coons Printing Company 
927 Hilton Rood 
Ferndale 20, Michigan 
Kalasign of America 
2022 Fulford Street 
Kalamazoo, Michigan 
Paul-Mack Signs 
328 West Dale Avenue 
Muskegon, Michigan 
Continental Decalc ia Co. 
| Street 
ta, Michigan 
MINNESOTA 
Bemidji Sign Co. 
Bemidj Minnesota 
Fitzgerald-Nelson Co. 
525 Lake Ave. So 
Duluth 2, Minnesota 
We A paige Co. 
— 12th Avenue So 
a aad s, Minnesota 
Jensen Printing Co. 
114 North Third Street 
Minneapolis 1, Minnesota 
Scenic Sign Company 
Box 576 
Pine City 
John D. Company 
249 W. 7th Street 
St. Pau! 2, Minnesota 
The Tinsel Products Company 
366 Wacouta Street 
St. Paul, Minnesota 
Webb Publishing Company 
Tenth and Minnesoto Streets 
St. Pau! 2, Minnesota 
MISSISSIPPI 
Reed & Thomas Signs 
321 San Antonio 
Hottiesburg Mississippi 
Howard Vance Collum Adv. 
2205 College Hghts 
Meridion, Mississippi 
Dement Printing Company 
6th St. and 21st Ave 
Meridian, Mississippi 
MISSOURI 
Mark Twain Emblem Co. 
212 Bird Street, Box 454 
Hannibal, Missouri 
T & W Sign Company 
3914 Broadway 
Konsas City 
Setlich Sign Company 
1300 S. Laclede Station Rd 
St. Lovis 19, Missouri 
United States Tape Corp. 
7031 Manchester 
St. Lovis 17, Missouri 
MONTANA 
Reporter Printing & Supply Co. 
1402 First Avenue North 
Billings, Montana 
Gillespie Decals, Inc. 
125'%) North Main Street 


oer 


Minnesota 


Missouri 


Helena, Montana 
NEBRASKA 
ee Studios 
7 South 14th Street 
y wa Nebraska 
NEW JERSEY 
Better Signs Studios 
140 W. Allendale Avenue 
Allendale, New Jersey 
Rich-Art Printing Company 
56 Ear! Street 
Nework 5, New Jersey 


“Color Reproductions” 
122 North 11th Street 
Newark 7, New Jersey 

NEW YORK 

Adprint Silk Screen Signs 
112 Arch Street 
Albany 2, New York 

John F. Harvey & Sons 
7 Bridge Street 
Amsterdam, New York 

C. G. Mitchell Adv. Co. 
55 Collier Street 
Binghamton, New York 


Decalcomania & Metal Etching Co. 


225 Flatbush Avenue 

Brooklyn 7, New York 
Larstan Processing Co., Inc 

259 Green Street 

Brooklyn 22, New York 
The Actra Company 

161 Ellicott Street 

Buffalo 3, New York 
Buffalo Sign Co. 

991 Main Street 

Buffolo, New York 
Davis Bulletin Company 

70! Seneco Street 

Buffalo, New York 
G. J. Hovanec Bhoheys 

129 S. Tioga Street 

ithaca, New York 
Palm, Fechteler & Co. 

220 West 42nd Street 

New York 36, New York 
American Bulletin Craft Sign Co. 

Pleasant Valley, New York 
Balkin Displays 

70 Cortiand Street 

Rochester 4, New York 
Bastian Bros. Company 

1600 Clinton Avenue N 

Rochester 1, New York 
Modern Process Company 

693 Portland Avenue 

Rochester, New York 
Rueby Process Company 

284 Court Street 

Rochester 4, New York 
Modern Display Sign Co. 

233 W. Dominick Street 

Rome, New York 
Captain Display Adv. 

1641) Broadwoy 

Serenac Lake, New York 
Chas. W. Brown Adv. Co., Inc. 

128 Erie Bivd 

Schenectady 5, New York 
Screengraphic Art, Inc. 

1501 Milton Avenue 

Solvay 9, New York 
Frederick G. Spence 

319 S. Clinton Street 

Syracuse, New York 
Sutliff Signs 

134 W. Onondago Street 

Syracuse, New York 
American Emblem Company, Inc. 

Box 116 

Utica, New York 
Dardano-Benzo Sign Company 

844 Bleecker Street 

Utica 3, New York 
NORTH CAROLINA 
Herald Press, Inc. 

1930 Camden Road 

Charlotte, North Caroline 
Batte Display Company 

Bidg. 221 Morris Field 

Charlotte, North Carolina 
The Litho Press 

440 N. Eugene 

Greensboro, North Caroline 
Owen G. Dunn Company 

242-44 Craven Street 

New Bern, North Carolina 
Owen G. Dunn Co. 

246 Craven Street 

New Bern, North Carolina 


NORTH DAKOTA 
Cook Sign Company 


1418 Front Street 
Fargo, North Dakota 
OHIO 
Russ Peters & Associates 
2326 Navorre Road S.W 
Canton, Ohio 
Modern Displays 
1201 West 8th Street 
Cincinnati 3,Ohio 
Welsh Silk Screen Productions 
138 West Sixth Street 
Cincinnati, Ohio 
License Equipment Co. 
3530 East 88th Street 
Cleveland 5, Ohio 
Allied Decals, Inc. 
8400 Hough Avenue 
Cleveland 3, Ohio 


—— Products Co., 
10 E. First Street 
thn 10, Ohio 
Harvey Sign Company 
4040 Mayfield Road 
South Euclid 21, Ohio 
Consolite Corp. 
1320 E. State Street 
Fremont, Ohio 
Berlekamp Sign Co. 
1304 Sycamore Steet 
Fremont, Ohio 
— I-Lite Displays 
25 W. Church Street 
Salton Ohio 
P and A Manufacturing Co. 
1434 S. Wittenberg Avenue * 
Springfield, Ohio 
Advertising Plates Company 
45 W. Alexis Rood 
Toledo 12, Ohio 
Reflective Displays Co. 
1431 Mercereau Place 
Toledo, Ohio 
OKLAHOMA 
Southard Sign Company 
9th at Main Street 
Bristow, Oklahoma 
American Safety & Adv. Company 
2808 Lyons Drive 
Oklahoma City, Oklahoma 
Tom Bennett Mfg. Co. 
4028 N. Bornes 
Oklahoma City, Oklahoma 
Stan Ramsey Company, Inc. 
2727 N. Oklahoma 
Oklahoma City, Oklahoma 
OREGON 
Kaye Loomis—Advertising Artists 
6301/2 East 13th, P.O. Box 583 
Eugene, Oregon 
Potter Manuf ing Company 


Wetmore and Company 
1015 So. Shepherd Drive 
Houston 19, Texas 

Pylant Sign Advertising 
508 W. indiana 
Midland, Texas 

General Art & Process Service 
216 East Commerce 
San Antonio, Texas 

Alamo Advertising Company 
P.O. Box 86 
Waco, Texas 

Bone-Crow Company 
214 North Sixth Street 
Waco, Texos 

UTAH 

Screen Arts 
237 24th Street 
Ogden, Utah 

PPP, Inc. 

251 Rio Grande Street 
Salt Lake City 1, Utah 

VERMONT 

The Sheldon Press 
173 St. Paul Street 
Burlington, Vermont 

VIRGINIA 

|. H. McBride Sign Co. 

36 Denver Avenue 
Lynchburg, Virginia 

Dominion Signs, Inc. 

423 Fourth Street, SE 
Roonoke, Virginia 

WASHINGTON 

E and R Signs 
910 Bay Street 
Port Orchard, Washington 

Color-Craft Process 
4131/2 Fairview N 
Seattie 9, Washington 

Gillespie Decals, Inc. 


P.O. Box 988 
Eugene, Oregon 
Artcraft Signs 
937 S.E. Ankeny Street 
Portiand, Oregon 
The Kem Company 
2845 S.E. 14th Avenue 
Portiand 2, Oregon 
Gillespie Decals, Inc. 
8th Avenue 
Portiand, Oregon 
Defiance Mfg. Company 
117 S.W. Front Avenue 
Portiand 4, Oregon 
PENNSYLVANIA 
Champion Decalcomania Company 
6022-24 Media Street 
Philadelphia 31, Pennsylvania 
Colorscreen Company, Inc. 
2008 Smaliman Street 
Pittsburgh 22, Pennsylvania 
Hen. Johnston, Inc. 
40 Penn Avenue, West 
Reading, Pennsylvania 
. LD. L. Company 
107 Pennsylvania 
Wilkinsburg, Pennsylvania 
Dia-Print Screen Process Company 
Lov B William Stree’ 
Williamsport, Pennsylvania 
RHODE ISLAND 
Fo-To Screen Process Printing Co. 
550 Broad Street, P.O Box 43 
Central Falls, Rhode Island 
SOUTH CAROLINA 
Velvetex, Inc. 
424 Center Street 
West Columbia, South Carolina 
SOUTH DAKOTA 
M. M. Kell Signs 
Box 172 
Garretson, South Dakota 
Knutson Signs 
167') Dakota So 
Huron, South Dokoto 
City Printers 
519 W. Ist 
Mitchell, South Dakota 
Midwest Outdoor Adv. Company 
rae West 19th Street 
South Dakota 


oux Falls 

TENNESSEE 
Chattanooga Button & Badge 
Mfg. Co., Inc. 

205 E. 8th Street 

Chattanooga, Tennessee 
Bill Dyer, Signs 

108 Broad Street 

Clinton, Tennessee 
Advertising South 

1144 Union Avenve 
, Tennessee 


M & M Manufacturing Company 
Box 3044 
Amorillo, Texas 
Kiker Adv. Co. 
715 Inwood 
Bryon, Texas 
Glenn Fordyce Co. 
3818 Sidney Street 
Dallas, Texas 
Star Sales & Process Company 
215 Henry Street 
Dallas, Texas 


Terminal Sales Bidg 
Seottie, Washington 
Miller & Calkins 
N 626 Monroe 
Spokane 1, Washington 
Cole & Redmayne Co. 
2338 East 11th 
Tocoma, Washington 
Fenner & Pranger 
os W. Chestnut Street 
akima, Washington 
west VIRGINIA 
Safety Sign Company 
38th & Macorkle Avenue, SE 
P.O. Box 47 
Charleston, West Virginio 
Steel Screen and Paint Company 
et a 
SCONS 
Wiscon 
par sane ‘tien and Neon Company 
220 Center Street 
Cedarburg, Wisconsin 
W. H. Brady Company 
16 East Spring Street 
Chippewa Falls, Wisconsin 
Weinke Advertising Company 
1305 Woodland Avenve 
Eau Claire, Wisconsin 
Orde Adv. Company 
213 N. Monroe 
Green Bay, Wisconsin 
Buresh Signs 
266! S. Webster Avenue 
Green Bay, Wisconsin 
Northern Engraving & Mfg. Co. 
4th Street 
LaCrosse, Wisconsin 
Inland Printing Co. 
2nd Street 
LaCrosse, Wisconsin 
Advertising Creations 
749-51 West Washington Ave 
Madison, Wisconsin 
Screen Art Company 
312 East Wilson Street 
Madison 3, Wisconsin 
Frank Mayer & Associates 
4727 North Teutonia Avenue 
Milwaukee, Wisconsin 
Geo. F. Weber, Inc. 
2320 North Eleventh Street 
Milwaukee, Wisconsin 
Display Products Company 
191 Main Street 
Oshkosh, Wisconsin 
Gokey Sign Company 
111 West Louis Street 
Prairie Du Chien, 
Color Arts, inc. 
1251 Mound Avenue 
Racine, Wisconsin 
Searle Signs 
1616 So. Main Street 
Rice Lake, Wisconsin 
Serigraph Sales and Mfg. Co. 
South 12th Street 
West Bend, Wisconsin 
City Sign Service 
Boker Drive 
Wisconsin Rapids, 
WYOMING 
Prairie Advertisers, Inc. 
304 W. 16th Street 
Cheyenne, Wyoming 


-— Virginia 


Wisconsin 


Wisconsin 
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Mexican Market Is 
Developing Rapidly, 
Says JWT's Miller 


New York, Nov. 4—Mexico is 
a rapidly expanding market, Wil- 
liam Miller, general manager of 
Walter Thompson de Mexico, re- 
ported yesterday during a visit to 
J. Walter Thompson Co.’s head- 
quarters here. 

The market for manufactured 
goods is continuously increasing as 
Mexican education and commerce 
expand, he said. The favorable 
outlook for business in Mexico, 


1952 


including U. S. products, is en- 
hanced by the people’s recognition 
of the country’s need for develop- 
ment. 

“Industrial development is on 
the upgrade,” he said. “Next year, 
Mexico will be producing steel for 
its own heavy goods. This will not 
be enough to permit Mexicans to 
make their own cars and refrig- 
erators, but it is a beginning. 


in Mexico,” Mr. 
Miller continued, “finds television 
still in its infancy, but growing. 
The first TV station XHTV (Chan- 
nel 4) opened in September, 1950, 
and transfer stations in the moun- 


s “Advertising 


tains are being completed. As of 
Apri] 30, only 20,059 sets had been 
sold in the federal district (Mexi- 
co City and environs), but these 
represented an investment of 8,- 
000,000 American dollars by listen- 
ers. TV set owners have the coun- 
try’s top buying power. 

“Radio covers the country fully. 
There are three radio networks and 
183 radio stations. At present, 
Thompson's radio staff, which in- 
cludes four producers, handles 22 
programs weekly, plus several na- 
tionwide spot campaigns.” Thomp- 
son’s TV personnel, Mr. Miller 
said, started the first daily comedy 
program on TV, inaugurated the 


National Opera season, presented 
the first children’s puppet show, 
and introduced the first kinescopes 
of well known foreign programs. 


® “Advertising production,” Mr. 
Miller said, “is simplified by the 
fact that there are more than 450 
printing shops in Mexico City, 
50 lithography plants and at least 
a dozen offset plants. There are 
43 modern photo-gravure and roto- 
gravure plants, 25% of which work 
night and day. The quality of their 
work is so high that several have 
customers in the U. S. With the 
exception of fine color separation 
work for four-color engraving,” 
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Mr. Miller added, “mechanical 
production in Mexico is equai to 
that in any other part of the 
world.” 


McKinsey & Co. Names 2 
McKinsey & Co., New York 
management consultant, has elec- 
ted Gilbert H. Clee and Phillip 5 
Babb as partners. Mr. Clee for- 
merly was with the International 
Bank for Reconstruction and De- 
velopment as loan officer. Mr. 
Babb formerly was with the 
Standard Coated Products Corp., 
New York, and has worked closely 
with several leading industrial 
companies in the fields of manu- 


| facturing and organization. 


The same ‘‘Scotchlite’’ that gives day and night visibility to highway advertising 


REFLECTIVE SHEETING 


a eae 


HOW TO SELL 
24 HOURS A DAY 


A HANDBOOK FOR EXECUTIVES 


WRITE TODAY for this FREE handbook 
Sheeting Emblem 


“Scotchlite” 


and sample 
pa 
. Tells you how re- 


flectorized signs and emblems give your company’s 


advertising more SELL 


at lowest cost. 


REG U S_PAT OFF. 


REFLECTIVE SHEETING 


ScOTCHLITE 


[morn rrr a ae ae ae a ee ae ee cam ne ene ee ew enw ae 


| MINNESOTA MINING & MFG. CO., Dept. AA-7, ST. PAUL 6, MINN. 


/ rt To os 


} 
NAME 


Please send me sample 


“‘Scotchlite’’ Sheeting Emblem and 
executive handbook, ‘‘How to Sell 24 Hours A Day.” 


COMPANY 


ADDRESS. 


“Underseal” 
Adhesives. General Export: 


“3M” 


a a eee 


on an an ane an~anan asa enasanasasanasenanas | 


¢ ei 
~~ Made in U.S.A. by Minnesota Mining & Mfg. C ‘o., St. Paul 6, Minn 
ol of ‘Scotch’ * Brand Pressure-sensitive Tapes, “Scot« _¥ 
Rubberized Coating, “Safety-Walk” Non slip Surfacing, “3M” 
In Canada: 


122 EF. 42nd St., New York 17, N 


also makers 
Sound Recording Tape, 
Abrasives 
London, Ont., Can 
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Publisher Tries Giving 20% to Agencies 
and Finds It's Easier to Stick to 15 & 2 


New York, Nov. 6—Agency men 
have long defended the 2% cash 
discount as a matter of principle, 
not principal. This week there was 
some interesting evidence that they 


mean it 

When ex-publicist John C. Le 
Clair and Irving Genett, one-time 
ADVERTISING AGE staffer, and more 
recently editor of Flooring, de- 
cided to publish a paper in the 


floor covering field, they wanted 
to be different 

They invaded a field with some 
competitors who have been estab- 
lished for 20 They decided 
to publish a weekly although most 
people said news didn’t happen 
that quickly in the business 


years 


® For headquarters, they moved 
into an old apartment house at 140 


W. 57th St. The main office, where 
Publisher Le Clair and Editor 
Genett work side by side, has a 


ceiling 30’ high, picture windows 
almost as high, and a fireplace that 
is frequently in use these autumn 
days 


And they decided to offer ad- 
vertising agencies 20‘. commis- 
sions 

But this last innovation has 


evoked so much confusion among 
Madison Ave. mathematicians— 
not to mention suggestions that 
the paper is paying too much in 
commissions—that the publisher 
has decided to conform to 
trade practice—but not quite 

Floor Covering Weekly came out 
May 5. The publisher now claims 
a circulation of 17,500 and expects 
to guarantee 20,000 by June 


now 


cash 
card 


and 
rate 


@ Under “Commission 
discount,” the present 
reads as follows 

“A. Agency commission straight 
20%, if payment is made within 


i A Sales Tip for You... 


oe 


HEINN COMPANY 


Florida St, Milwaukee 4, Wis 


THE 
320 Ww 
information, please. 
Catalog Covers 
Proposal Covers 
| Easel Presentotions 
Price and Parts Books 


Cases 


| NAME 
| COMPANY 
| ADDRESS 
| erry 


Salesmen’s Carrying 


Acetate Envelopes 
Salesmen’s Binders 


Complete Your 
Merchandising Chain 
with Catalog Covers 


> 
f TZ ge € = 
- by 4 
‘ 
“eectisetery “dj 


When your sales promotion 
drive brings an order within 
reach, depend on Heinn Loose- 
Leaf Binders to help you cinch 
it! Closing sales becomes easier 
when a Heinn three-dimen- 
sional cover keeps your cata- 
log spotlighted when all 
information is in 
sequen’e and up to date. Like 
leaders in nearly every indus- 
you can expect positive 
action with Heinn cus- 
tom-styled” catalogs or man- 


catalog 


uals at the lowest oper- 
ational cost per unit per 
year! 


Originators of the Loose-Leaf System of Cataloging 


MAIL THIS COUPON TODAY 


Manuals 
Plastic Tab Indexes 


* 
| 
| 
| 
| 
| 

Sales and Instruction ; 
| 

| Sales-Pacs ; 

| 
| 
| 
| 
| 
l 


STATE 


Lochner, 
foreign correspondent, who is pouring out 
a glass of P. Bailantine & Sons ale in 
a new TV commercial for the brewer which 


TV TESTIMONIAL—This is Louis 


has used the same kind of testimonial 
theme in its print advertising. J. Walter 
Thompson Co., New York, is the Ballantine 
agency 


ten days following publication. 

“B. Flat 15% after ten days.’ 

Not long after this rate was 
published, the confusion began. 
First came a letter from Richard 
L. Scheidker, v.p. of the American 
Assn. of Advertising Agencies. It 
said in part: 

“We have received the good 
news that you have adopted the 
policy of allowing a 20% adver- 
tising agency commission contin- 
gent upon payment by due date, 
and the customary 15% commis- 
sion thereafter. This is a construc- 
tive move, we feel, and should 
benefit all concerned—advertisers 
and agencies as well as yourselves. 


@ “We are seriously disturbed 
however, to learn that you have 
discontinued the customary 2% 
cash discount for national adver- 
tising. 


“We hope you may want to re- 
consider promptly, since the 2% 
cash discount is so important as 
a credit safeguard. It is the chief 
reason why payments in national 
advertising, over the years, have 
been so prompt and steady... 

“If you discontinued the dis- 
count as a means of getting addi- 
tional revenue, it is our ¢~nsidered 
opinion that additional revenue, 
when needed and_ warranted, 
should be got through an outright 
rate increase and not by the dan- 
gerous expedient of dropping this 
financial safeguard. 

“Flimination of the discount is 
after all a rate increase to the ad- 
vertiser, since he can no longer 
earn the deduction. The additional 
revenue thus obtained can be got 
only The harm it does goes 
on and on 


once 


@ Mr. Le Clair replied in part: “It 
was our thinking at the outset that 
the agency would offer and pay 
the customary 2% to the adver- 
tiser. 

“There was never any thought 
on our part to eliminate the regu- 
lar 2° which we agree with you 
is an essential factor in agency- 
client relationships.” 


The publisher asked for com- 
ment on a new rate card which 
would stipulate 18% and 2% dis- 


count rather than a straight 20%. 

The Four A’s agreed, pointing 
out that agencies would not rebate 
any part of the commission to an 
advertiser and that they “may not 
realize that part of the commission 
is intended as a cash discount. 
And this may interfere with col- 
lecting and paying 


@ “In this connection, you may 
well want to give further consider- 
ation to your policy of allowing a 
larger-than-ordinary agency com- 
mission 

“Generally speaking it is better 
for advertising media not to allow 
agency commission in unusually 
large amounts,” the letter con- 
tinued, pointing out that agencies 
should do what they believe best 
for clients regardless of commis- 
sions, and that “it may be embar- 
rassing to the agency, because the 
client may feel that the agency 
has been influenced by this larger 
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commission 

“It may be that you would get a 
better sales result if you were to 
spend the additional percentage 
for additional promotion 


® There was no doubt that the rate 
card was creating confusion. Ben- 
ton & Bowles wrote a letter say- 
ing that discontinuing the 2% dis- 
count was “regrettable,” and ex- 
pressing its hope that “at some 
future date you will see fit to 
restore it.” 

Publisher Le Clair pointed out 
that the extra 5% commission 
“gives the agency an extra 3% 
in the event it wishes to pay the 
invoice within the time allowed 
and then pass on the usual 2% to 
the client.” 

One of the top ten agencies. Mr. 
Le Clair remembers, called him 
more than half a dozen times be- 
fore it finaliy dawned on the ac- 
counting department that Fioor 
Covering Weekly was actually giv- 
ing 20°% commission 


@A second agency called and 
said, in effect: “You got our busi- 
ness anyway. You wanna give us 
more money? Okay!” 

J. Walter Thompson Co. put a 
red stamp on its order blank which 
said: “We urge you to adopt the 
2% cash discount with your next 
rate card. It protects both media 
and agencies.” 

The crowning touch was reached 
when some agencies rendered pay- 
ment within ten days and took 20% 
plus 2% cash discount! This stil! 
happens and on large accounts the 
publisher returns the check along 


with an explanatory note. On 
small accounts he just doesn't 
bother. 

@ Ever watchful, the Four A's 


wrote the publisher another letter, 
noting once again that “the agency 
commission cannot be made to 
serve as a payment stimulus and 
credit safeguard” and that, if 
passed along to the client, it would 
constitute rebating, unethical prac- 
tice according to Four A's stand- 
ards. The association again sug- 
gested that the 20% commission 
might prove embarrassing to some 
agencies and urged use of the ex- 
tra percentage for promotion. 

Having partly learned his lesson, 
Publisher Le Clair will put Floor 
Covering Weekly on an 18% and 
2% basis in his next rate card. But 
Editor Genett is worried: “Now 
someone is likely to call us up and 
say, ‘Oh, now you're getting in- 
dependent!’ 


Druggists Sell Most Pipes 
More than 50% of the pipes pro- 
duced by American manufacturers 
are sold through drug stores, ac- 
cording to a survey conducted by 
Kaywoodie Co. The study also 
showed that women buy more than 
70% of all pipes purchased for 
gifts. This figure goes even higher 
during the Christmas season when 
35% -40% of pipe output is sold. 
The average pipe smoker owns four 
pipes, according to the survey. 


‘Atlanta Journal’ Names Two 

V. Robert Telford, formerly 
magazine advertising manager of 
the Deseret News, Salt Lake City, 
has been appointed advertising 
manager of the Sunday magazine 
of the Atlanta Journal-Constitu- 
tion. Robert H. Brown has been 
transferred from the Journal mag- 
azine to the general advertising 
staff, in charge of automotive ad- 
vertising. 


Elects William McDermott 

At its last convention, the Amer- 
ican Society of Travel Agents 
elected William McDermott of 
Kelly, Nason Inc., New York, 
chairman of the public relations, 
advertising and publicity commit- 
tee 


‘Look’ Promotes Kelly 
John B. Kelly, formerly with the 
Chicago sales staff, has been 


named Cleveland advertising man- 
ager of Look. Joseph Bayard of the 
New York sales staff will replace 
Mr. Kelly in Chicago. 
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Products 


CLEAN AND CLEAR—Goodren 
Corp. makes this Goodstix point of sale 


material which is being used by High 

Rock Ginger Ale Co., Baltimore. The ad- 

hesive at top and bottom is protected by 

two strips which peel off easily for appli- 
cation. 


Push ‘53 Chrysler 
Cars in Magazines, 
3,000 Newspapers 


Detroit, Nov. 6—Chrysler Corp. 
is using 3,000 newspapers to ini- 
tiate the promotion of its 1953 
Chrysler passenger car models. 

In addition, a “Most Beautiful 
Chrysler Ever Designed” campaign 
will run during November and De- 
cember in magazines. 

Four-color spreads will be used 
in Life and The Saturday Evening 
Post during the first week of No- 
vember to be followed by four- 
color pages in Collier's, Country 
Gentieman, D.A.C. News, Esquire. 
Farm Journal. Holiday, Look. 
Newsweek, Pathfinder. Progressive 
Farmer, Time, Town and Country 


and U. S. News & World Report 
Hoard’s Dairyman will carry a 
b&w ad. 


s A second ad, headed “America’s 
First Family of Fine Cars,” will 
appear in the latter part of No- 
vember and the first part of De- 
cember in full-page, four-color in- 
sertions in American Weekly, Es- 
quire, Newsweek, The Saturday 
Evening Post, This Week, Time 
and U. S. News & World Report 

The first of a new 1953 series 
of ads featuring the Chrysler Im- 
perial -will appear in the last week 
of December and the first week of 
January using full-color pages in 
Collier’s, D. A. C. News, Holiday. 
Life, Social Spectator and Town 
and Country. 

During this period a second se- 
ries of full-page b&w ads will run 
in Country Gentleman, Farm Jour- 
nal, Hoard’s Dairyman and Pro- 
aressive Farmer 

Radio and television chain 
breaks and spots, new sales litera- 
ture, catalogs, and color and up- 
holstery books also will be used 
McCann-Erickson is the agency 


Roberson to Work With KWEM 
Robert Roberson, assistant man- 
ager of the William Foote Homes 
projects, Memphis, has been ap- 
pointed to coordinate Negro public 
relations activities for KWEN. 
West Memphis. Mr. Roberson, who 
has been p.r. member of the Mem- 
phis federal housing projects, will 
work with KWEM on a part time 
basis and will assist in Negro pro- 
gramming and production. 


Rouda Aids Ad Hall of Fame 


Sam Rouda, director of the Ad- 
vertisers Club of Cincinnati and 
advertising production manager of 
Kroger Co., Cincinnati, has been 
named to the management com- 
mittee of the Advertising Hall of 
Fame 


Ted Bates Names Brown 

Edward D. Brown Jr., formerly 
of Pedlar & Ryan, has joined the 
radio and television department of 
Ted Bates & Co.. New York. 
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It was Seneca who said “Men learn while they 
teach.” Nothing better typifies the editor-attitude 
of Practical Builder. The men who put this book 
together month after month are able to teach 
because they never stop learning; never stop 
asking what and why; never stop rubbing 
shoulders with people high and low in the 
light construction field. Result? Every page of 
practical builder is practical... 

thanks to men who learn while they teach. 

And, by the same token, every page is profitable 
to advertisers who use it. They know that 


when they’re\in PB they're in! 


Words have to be turned into dollars 


Nani Tk searpAy, 


before cold-cash advertisers say“O. K.” 
to a business book year after year. 

Here are some blue-chip firms who use 
PB regularly: American Radiator and 
Standard Sanitary Corp., General 
Electric Co., Inland Steel Products Co., 
National Gypsum Co., Pittsburgh Plate 
Glass Co., Sherwin-Williams Co., 

U.S. Plywood Corp. 


-.. Of the light 
construction industry 


Oimwoustmiar PUBLICATIONS, INC., CHICAGO 3 
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new advertisers 


in’52...S0 far! 


These are the new* advertisers who helped send 

“U.S. News & World Report” to its 1952 leadership in 
advertising growth (for the second year in a row). 

We say “‘helped”’ advisedly, because much of our 


43°, gain in advertising sales over 1951 stems, of course, 


from increased schedules from old advertisers. 


Each advertiser here aims his messages at important 


people who seek the better method or better product and are 


able to do something about getting it. 


*NEW ADVERTISER —One who advertised in 1952 but not in 1951, 
based on Publishers Information Bureau Reports. 
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Useful news for. 


(CURRENT NET PAID CIRCULATION) 
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Allis-Chalmers Manufacturing Company 
General Machinery Division 

Allis, Louis, Company, The 

Ambassador Hotels, The (Chicago) 

American Hoist & Derrick Company 

American Hot Dip Galvanizers Association 

American Iron & Steel Institute 

American Marietta Co. 

American Photocopy Equipment Company 


American Radiator & Standard Sanitary Corporation 


Ampco Metal, Incorporated 
Anaconda Copper Mining Company 
Arwood & Company, F. G., The 


Bache & Company 

Bankers Box Company 

Bank of America 

Berlitz School of Languages, The 
British Industries Fair 

Bundy Tubing Company 
Buschman, E. W., Company, The 


Canada Steamship Lines 
Manoir Richelieu 
Capital Airlines 
Carborundum Company, The 
Carlton House, The (Pittsburgh) 
Carnegie, Dale, Institute 
Celotex Corporation, The 
Central Paper Company 
Chivas Brothers Import Corporation 
Chivas Regal 
Chrysler Corporation 
Marine & Industrial Engine Division 
Cincinnati Gas & Electric Company 
Industrial Development Department 
Cleveland Electric Illuminating Company 
Coca-Cola Company, The 
Connor, W. B., Engineering Corporation 
Continental Motors Corporation 
Contra Costa County Development Association 
Credit Union National Association 
Crowell-Collier Publishing Company 
American Magazine, The 
Crucible Steel Company of America 
Cunard Steamship Company, Ltd. 


Cunard Line 
Union-Castle Line 

Curtis Publishing Company 
Holiday Magazine 

Cushman Motor Works 


Detroit Aluminum & Brass Corporation 


Dow Chemical Company 
Magnesium Division 


... covering a market iil 


important 
... Who get i] 
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Drake & Townsend, Incorporated 
Drexel & Company 


Du Pont, E. |., de Nemours & Company, Inc. 
Textile Fibers Department 


Eastern Railroad Presidents Conference 
Eaton Manufacturing Company 

Electric Companies Advertising Program 
Elkay Manufacturing Company 
Executone, Incorporated 


Fedders-Quigan Corporation 
Financial World 

First Boston Corporation, The 

First National Bank of Boston, The 
Flying Tiger Line, Incorporated, The 


Fortnightly Publishing Company 
Reporter, The 


General Electric Company 
Materials & Purchasing Service Dept. 
General Magnesium Foundries, Incorporated 


General Metals Corporation 
Adel Division 
Pacific Fittings Division 


General Motors Corporation 
Electro-Motive Division 


Glore, Forgan & Co. 
Goldman, Sachs & Co. 


Grolier Society, Incorporated 
Americana Corporation 


Gustin-Bacon Manufacturing Company 


Hamilton, Alexander, Institute 


Harvey, H. & Company, Ltd. 
Harwood’s Canadian Whisky 


Hearst Corporation, The 
Puck, The Comic Weekly 


Hercules Powder Company 
Herring-Hall-Marvin Safe Company 
Hudson Motor Car Company 


Inertol Company, Incorporated 

Inland Steel Company 

Insurance Company of North America 
Insured Associations Dividend Bureau 
International Harvester Company 
International Minerals & Chemicals Corp. 


Jones & Lamson Machine Company 


Kellogg Switchboard & Supply Company 
Select-0-Phone Division 


Kemper-Thomas Company 
Kimball Co., Miles 
Kropp Forge Company 


Lafayette College 
The Overseas Program 


Le Tourneau, R. G., Incorporated 
Libbey-Owens-Ford Glass Company 


General Promotion—Glass 


MacMillan Company, The 
Maico Company, The 
Marchant Calculating Machine Company 
Market Direction, Inc. 
Canadian Stock Letter, The 
Marsh Stencil Machine Company 
Massachusetts Development & Industrial 
Commission 
Meier, Joshua, Company, Incorporated 
Mercury Manufacturing Company 


Mergenthaler Linotype Company 
Davidson Corporation 


Miami, Greater, Manufacturers Association 
Milwaukee Dustless Brush Company 
Monroe Company, The 

Movie Advertising Bureau 


National Acme Company, The 

National Research Bureau, Incorporated 

National Truck Leasing System 

Needham, Louis & Brorby, Incorporated 

New England Mutual Life Insurance Company 

New Hampshire Ball Bearings, Incorporated 

New Jersey Department of Conservation & 
Economic Development 

New York Life Insurance Company 

Newport News Shipbuilding & Dry Dock Company 
Northwestern Mutual Life Insurance Company, The 


Owens-Corning Fiberglas Corporation 


Pacific Intermountain Express 
Pittsburgh Coke & Chemical Company 


Coal Chemicals Division 
Fine Chemicals Division 
Plasticizer Division 
Pittsburgh Agricultural Chemical Company 
Protective Coatings Division 
Praktica Company, Incorporated 
Prat-Daniel Corporation 
Thermobloc Division 
Previews, Incorporated 
Public Service Company of Oklahoma 
Industrial Development Department 
Pullman Company, The 


Radio Corporation of America 
RCA Victor Division 


Readers Digest 
Reichhold Chemicals, Incorporated 


Remington Rand, Incorporated 
Office Supplies Division 


Republic Aviation Corporation 
Retail Credit Company 
Reynolds, R. J., Tobacco Company 

Camel Cigarettes 
Rhode Island Development Council 
Roth Rubber Company 
Royal Typewriter Company, Incorporated 
Rust-Oleum Corporation 


Schauble, Peter L., & Associates 


Schenley Industries, Incorporated 
James E. Pepper & Company 
Schenley Distillers, Incorporated 
Old Schenley 


Schieffelin & Company 
Hennessy Cognac Brandy 

Schine Hotels 
McAllister, The 


Securities Research Corporation 

Security Mutuai Life Insurance Company 
Sheffield Tube Corporation 

Sheraton Hotels 

Sherman Hotel, The (Chicago) 

SKF Industries, Incorporated 

Southern Pacific Company 

Stalwart Rubber Company 


Standard Brands, Incorporated 
Black & White Scotch Whisky 
Wiser’s Canadian Whisky 


Standard Pressed Steel Company 
Aircraft Products Division 


Sun Oil Company 


Tampa, Greater, Chamber of Commerce 
Taylor Chair Company, The 

Temco Aircraft Corporation 

Toro Manufacturing Corporation 


Uarco, Incorporated 
United Air Lines, Incorporated 
United Business Service 


United States Steel Corporation 
Gunnison Homes, Incorporated 
Scrap Steel Campaign 


Venetian Blind Laundry Equipment Company 
Victor Chemical Works 


Wakefield, F. W., Brass Company, The 
Wellington Sears Company 

Fairfax Towels 
Western Waterproofing Company 
Weyerhaeuser Timber Company 
Whiting Corporation 
Wood, Alan, Steel Company 


ee 


Advertising offices: 
30 ROCKEFELLER PLAZA 
NEW YORK 20, N. Y. 


BOSTON + PHILADELPHIA 
_ WASHINGTON + CLEVELAND 
DETROIT « CHICAGO 
SAN FRANCISCO 
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Free Time Denied 


Demos to Answer 
Winchell on Ike 


New York, Nov. 6—The general 
sigh of relief which went up fol- 
lowing the end of the tense nation- 
al political battle on Wednesday 
was even louder in radio and tele- 
vision executive offices than else- 
where 

After months of 
walking on the tightrope of public 
opinion while the Federal Com- 
munications Commission watched 
critically, broadcasters can breathe 
i bit more freely. Covering day- 
happenings in the world 
welcome routine after 
campaign during 


precarious 


by-davy 
will be a 
the impassioned 


which both sides were ready to 
accuse them of favoritism in 
everything from makeup and 


lighting of candidates to program 
content 


@ The biggest hassle to confront 
radio and TV came during the 
waning hours of the drive when 


the Democrats charged the Ameri- 
ean Broadcasting Co. with “un- 
fair treatment” in refusing them 
equal time to make a rebuttal 


avainst a Walter Winchell en- 


Morsement of Gen. Eisenhower 
ABC's star commentator made 
A pitch for Ike coupled with an 
Attack on the record of the Demo- 
fratic administration in his Sun- 
Way night broadcast and telecast 
for Gruen Watch Co. Though an- 
Bivysts are completely free to say 
What they please on the air—with- 
fn the bounds of good taste and the 
bel laws, of course—Mr. Winchell 
believed to be the first network 
Pwsman ever to make a direct, 
ndid on-the-air appeal for a par- 
cular candidate (There may 
fave been some who offered their 
Personal opinion in paid political 
Broadcasts, but that is a different 
Matter ) 
@ The following morning, Stephen 
A. Mitchell, chairman of the Dem- 
@cratic National Committee, rushed 
@ wire to ABC. He said, in part 
“Winchell’s radio and TV broad- 
@asts last night cannot by any con- 
Geivable stretch of the imagina- 
fion be classified as news report- 
ing or commentary.. This was 
nothing more or less than a parti- 
san political speech for Eisenhow- 
er which was without 
cost to the Republican Party. Ac- 
cordingly, pursuant to Section 315 
of the Communications Act, we 
demand equivalent and compar- 
time tonight in the only time 


broadcast 


able 


| 725 owe Cron 


f , 
a Coupons are used to win 


new customers and to hold 
present ones 


Eureka designed coupons 
produced on “ESPCO” Safety 
Paper afford protection against 
counterfeiting. Safety paper 
coupons are more effective, 
attractive and indicate value 


Write today for information 
and sample of various types 
of coupons such as we produce 
for leading componies 


Eureka Specialty Printing Co. 


Specialty Division 


56? Hlectric Street, Scranton, Po. 


Eureka MAKERS OF, COUPONS. CERTIFICATES 
* TRADING STAMPS. POSTER STAMPS AND 


GUMMED STATIONERY (TEMS 


remaining for political speeches 
before election without cost to the 
Democratic Party.” 


® ABC President Robert E. Kint- 
ner did not see it that way. He 
wired Mr. Mitchell that the net- 
work did not believe the law re- 
ferred to required ABC to give the 
committee “equivalent and com- 
parable time to answer Winchell.” 
Mr. Kintner said ABC carried 
commentators of varying political 
and economic beliefs and permit- 


ted them “full freedom of expres- 
sion.” 

“As a believer in free discus- 
sion and free speech, you will rec- 
ognize that we could not give free 
time to all those mentioned by our 
yarious commentators,” he added. 

The ABC president did, how- 
ever, offer to include “any reason- 
able length comment” the Demo- 
cratic committee head wanted to 
make in answer to Mr. Winchell 
on regular ABC radio-video news 
shows. A_ statement from Mr. 
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Mitchell was read on many Amer- 
ican programs, but he did not con- 
sider this “equal” treatment and 
said he would protest the net- 
work’s “flagrant denial of fair 
play” to the Federal Communica- 
tions Commission 


®@ Mr. Mitchell emphasized that the 
“difference of opinion between the 
American Broadcasting Co. and 
the Democratic National Commit- 
tee does not involve merely the 
letter of the present law but the 


over-all responsibility of radio and 
television networks and stations to 
be fair and impartial and to act 
in the public interest.” 

Just how the FCC will react if 
the committee protests is a mat- 
ter of conjecture. The section of 
the Communications Act to which 
Mr. Mitchell referred specifies 
that stations need not make their 
facilities available for political 
broadcasts if they so wish. But if 
they do, it states: “If any licensee 
shall permit any person who is a 


ne day last June 


a new magazine was born, 


announced modestly to the 


trade, and then quietly 


went about its business... 
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legaliy qualified candidate for any 
public oftice the use of a bruad- 
casting station, he shall afford 
equal opportunity to all other such 
candidates for that office in the 
use of such broadcast station; pro- 
vided that such licensee shall have 
no power of censorship of materi- 
al under the provisions of this sec- 
tion.” 


#8 In actual practice, the FCC has 
held that stations providing sus- 
taining time for one candidate 


must cdo the same for his opposi- 
tion. In the case of paid political 
broadcasts, stations are required 
to make it possible for opposing 
candidates to buy comparable 
time. 

Washington sources doubt that 
this provision of the law would 
have any legal bearing on the 
Winchell complaint. 

As indicated earlier, Mr. Mitch- 
ell’s wire said his grievance was 
based on more than the “letter 
of the present law” and stressed 


the stations’ responsibility to “act 
in the public interest.” Not so long 
ago, the FCC reversed one of its 
early policy interpretations of the 
“public interest” requirement. The 
commission began encouraging 
broadcasters to editorialize, but 
said they had an affirmative re- 
sponsibility to seek out advocates 
of the other side and see that they 
had a chance to be heard. 


@ Whether the Winchell situation 
comes under this broad policy is 


something else, since his editori- 
alizing was done not as the voice 
of the network but as a sponsored 
commentator. In the absence of 
precedent setting cases, the gener- 
al feeling in Washington seemed 
to be that there is no violation of 
the rules or the spirit of the rules 
unless the station or network is 
top-heavy with commentators ech- 
oing similar points of view. 

For Mr. Winchell’s sponsor, 
there is another aspect to the prob- 
lem. The Federal Corrupt Prac- 
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tices Act forbids corporations to 
make contributions to a political 
party and the tax laws forbid 
them from deducting the cost otf 
political ads as business expense 


® Among the possible courses of 
action for the FCC, if and when 
Mr. Mitchel! follows through on 
his complaint: 

1. If it considers ABC's action 
sufficiently arbitrary, it could hold 
a hearing before renewing the li- 
censes of its owned-and-operated 
stations. This has never been done 


When the first issue of LIFETIME LiviING rolled off the 
presses several months ago, we were sure it would fill 
a gaping hole in the publishing world . . . that it would 
provide a “service” answer to the special interest needs 
of the “40-plus” market. 


Now we know. Today LireTimMe Livinc is indelibly 
marked for success. 

Mail order circulation replies (money enclosed) have 
run from 4 to 7 percent. Circulation guarantee has 
increased 50%. “This is a magazine we need” is the spon- 
taneous statement we see again and again in the flood 
of mail to our editors. 


Why do these “40-plus” people need LireTiME LivinGc? 


Because it is the first magazine, and the only magazine 
to concentrate its editorial service in certain carefully 
selected areas, all of consuming concern to this mature 
audience: 


HEALTH — Older people know health is the most precious 
of all commodities. They are anxious to preserve and 
extend their strength, to pacify their pains. They are 
hungry for an editorial service on the subject of nutri- 
tion—the right foods to eat, proper menus, new and easier 
ways to prepare them. And they are equally eager for 
professional guidance on the physical problems contin- 
gent with the approach of older age. The editorial pages 
of LIFETIME LIVING are doing pioneering work in this vital 
area of nutrition and heatth. 

And leading advertisers such as General Foods, Ameri- 
can Home Products, McKesson & Robbins, Knox Gela- 
tine, Bayer Aspirin are already in the book with solid 
schedules. 

Do you, too, have a food or drug product that will help 
these LIFETIME LIVING readers? 


TRAVEL — The kids are grownup and gone, the pressure 


is off, where do we go? Mentally many of these people 
have their bags all packed. The editorial pages of 
LIFETIME LIVING are packed, too—with the lore and 
lure of thrift season travel, inexpensive places, pleasant 
climates, new faces. 

Advertisers like the American President Lines, State of 
Florida, Clipper Lines, American Express are telling the 
where and how to get there. 

Do you have a state, a country, a resort, a cruise, a tour 
via ship, road, rail or air for these travel-eager LIFETIME 
LIVING readers? 


SHELTER—Here’s the great new “second-home” market— 
whether it be a ranch house on the beach, the remodel- 
ling of the old family homestead or a mobile home in one 
of the wonderful new trailer parks. Here’s a whole new 
adventure in home making and LIFETIME LIvING’s editors 
are the pioneering authorities. 

Advertisers like National Homes, Sedgwick Elevator, 
Investor's Diversified Services, Trailer Coach Manufac- 
turers’ Association recognize this. 

Do you make homes or anything for homes—building 
products, trailers, home furnishings and appliances? 
LIFETIME LIVING’s readers are a great new responsive 
market for you. 


So is it with BEAUTY AND FASHION, now slanted for the 
first time to suit the special needs of the mature wo- 
man. What a “first come — first served” market for the 
apparel and fabrics people, shoes, accessories, cosmetics. 
So is it in the area of HOBBIES and SUPPLEMENTARY IN- 
come... with a gold-laden opportunity for the home 
workshop seller, the sewing machine maker, and hun- 
dreds of other like advertisers. 

And so is it with you . . . lf you have a product to pro- 
mote within any of these volatile special interest areas. 


Lifetime Living 


WARREN MAYERS, ADVERTISING DIRECTOR, 27 E. 39th ST., NEW YORK, JUdson 6-4099 


in the past when candidates or 
parties have accused broadcasters 
of treating them unfairly 

2. The FCC could use its new 
cease and desist procedure—first a 
hearing on a rule violation and 
then the issuance of such an order 
Though of little comfort to the 
Democrats at this stage, this move 
would be extremely significant for 
the future. 


s 3. An exchange of letters be- 
tween the FCC and ABC, with the 
former reminding.the latter of its 
obligation to maintain fairness in 
an election year. The odds are 
heavy on this alternative, if the 
case is pressed. 

Whatever comes of the Winchell 
affair and other’ controversies 
growing out of radio and TV’s 
| conduct during the political cam- 
paign, the matter, many people 
expect, will probably land in the 
laps of the men who were right 
jin the middle of the fray—the 
| members of the new Congress of 
the United States. 


Sets King George IV Drive 

| Moss Associates, New York, bas 
begun a newspaper and magazine 
campaign for King George IV 
| Scotch. Each ad gives the readef a 
specific suggestion for home @n- 
tertainment including recipes, baf- 
| fet ideas, mixing hints and canape 
cues. The campaign is running in 
Cue, Park East. the New York Heér- 
ald Tribune and the New Y@ork 
Times. 


| 

Rudsten Leaves Arnold & Co, 
Oscar E. Rudsten, president of 

Arnold & Co., Boston, has vacated 

his post, and his 50% stock inter- 

est has been purchased. Arnold Z. 

| Rosoft was elected president by 

| the board of directors. Mr. Rud- 

| sten’s future business plans will 

| announced later. 


| ——- --— + 


| —— 


ATTENTION 
ADVERTISERS! 


Add to the quality of 
your car cards, 
bus cards, calendars, 
price cards and 
point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE © 500 FIFTH AVENUE 
NEW YORK 18.N_Y 
MILLS — FITCHBURG, MASS 
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KAGH to National Broadcasting 

Julian Haas, owner and operator 
of KAGH, Crossett, Ark., has 
signed an agreement affiliating the 
station with National Broadcasting 
Co 


Resigns Hardware Account 

Wilson, Haight & Welch, Hart- 
ford and New York, has resigned 
the account of Union Hardware 
Co., Torrington, Conn 


TORONTO, CANADA 


Capita City of Ontariw Canade's Kichest 

Vrovinee Having One-Third of Canada's 

Tetal Population and 42% of Retail Sales— 
Bianketed by t 


TORONTO DAILY STAR 

— 400000 circulation (largest in 
Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prusperous 
Ontario centera 

SEND FOR OUR COMPLETE DETAILED MARKET FACTS 

My 


Kepresenied In United States 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in-all principal centers 


; advertising 
— GET OUR CITY ZONE FOLDER — 


Radio and TV Turn 
to Dramatic Fare; 
TV Sponsors Drop 


New York, Nov. 4—Radio and 
television are turning to dramatic 
fare as their mainstay 

According to the Executives Ra- 
dio-TV Service of Larchmont, 
N.Y., this type of program pre- 
dominates on network radio and 
video. As of Oct. 15, there were 58 
sponsored dramatic programs on 
network TV and 51 sponsored dra- 
matic programs on network radio. 

On television, sponsored dra- 
matic plays have pushed ahead 
of mysteries and detective stories, 
which still lead on radio 
® Breakdown for dramatic 
grams 

Dramatic plays—19 on TV, 12 on 
radio; mystery, 17 on TV, 16 on 
radio; situation comedy— 15 on TV, 
13 on radio; juvenile and western 
—7 on TV and 10 on radio 

In television there were 141 


pro- 


sponsors and 149 programs, com- 
pared with 173 sponsors and 170 
programs a year ag‘ 

The radio totals were 139 spon- 
sors and 196 programs for the fall 
of 1952, against 127 sponsors and 
210 programs this time last year. 


DuBois Joins Lamb & Keen 

Howard H. DuBois has joined 
Lamb & Keen, Philadelphia, as di- 
rector of agency services. For 12 
years previously he headed his own 
agency with accounts in the gro- 
cery products, fashion, publication 
and industrial fields. Before en- 
tering the agency business he had 
been well known in the magazine 
field, having served with The Sat- 
urday Evening Post, and as Phila- 
delphia manager of Cosmopolitan 
and Look. 


Black to ‘World-Telegram’ 
Thomas W. Black has been ap- 


pointed advertising promotion 
manager of the New York World- 
Telegram & Sun. Mr. Black for- 


merly was director a research for 
Owen & Chappell, New York, and 
prior to that research manager for 
the New York Sun 
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Chemical Ads 
Different, Twiss 
Tells Salesmen 


New York, Nov. 4—The most 
important factor in placing chem- 
ical advertising in business publi- 
cations, or any other medium, is 
the quality, not the quantity of the 
circulation, J. Hayden Twiss, head 
of the House of J. Hayden Twiss 
agency, claims. 

He told a chemical sales clinic 
of the Salesmen’s Assn. of the 
American Chemical Industry that 
this is because chemical sales, with 
some exceptions, are made within 
the industry. The advertising in 
the chemical publications, there- 
fore, competes not only with other 
producers, but with ads by the 
very people who buy the chemi- 
cals 


Therefore, he continued, “we 


To Pack Your Ads with SELL 


 UeDAY-GLO 


DAYLIGHT FLUORESCENT COLORS 


PDE 8 EI 


You can “take notes” 


client dreams up his ideal cam- 
paign. He'll buy that. 


WAY 


@ Or—if you want people to see and read your 
advertising, want “em to send your sales sky- 
rocketing—power it with the plus colors that 
won't let the eye go by, DAY-GLO Daylight 


while the 


Fluorescent Colors. 


The super-brightness 6f DAY-GLO makes bill- 
boards and car cards visible up to four times as 
far as the brightest of ordinary colors—makes 
displays and point-of-sale pieces reach out and 
grab prospects makes packages stand up and 


say 


“take me home!” 


You can face the framed pic- 
ture of the plant—the one the 
client gave you—and salute. 
He loves that approach. 


For complete information fill out and return the coupon below. 


There are a lot of ways to plan advertising that sells—and you know most of them. 


You “can cut the copy and 
make the 
That'll get 


ackage bigger’’. 
cin. 


SWITZER BROTHERS, INC. 


4732 ST. 


CLAIR AVENUE 


CLEVELAND 3, OHIO 


LAWTER CHEMICALS, ine, 


“3 


3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


NAME 


COMPANY NAME 


ADDKESS 


ZONE 


STATE. 
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must concern ourselves with the 
number of potential buyers who 
may be sold on the use of certain 
products rather than the number 
of readers per dollar spent. It is 
the essence of quality instead of 
quantity in which we are inter- 
ested.” 


® Advertising copy must be factual 
and aimed at the read-on-the-run 
subscriber. He pointed out that 
this bid for immediate attention is 
important because there are so 
many vertical and horizontal pub- 
lications that a buyer barely has 
time to scan them. 

The chemical-advertising man 
must deal with the problem of 
making sure the ad is seen, that it 
sells the product and in addition 
must have full knowledge of the 
production of technical data sheets, 
bulletins, catalogs, the company’s 
distribution and production plans, 
its public relations, etc. 

Mr. Twiss next took up the 
question of production costs for 
ads, how much money should be 
allocated for advertising, how 
space should be bought and doing 
research and publicity for clients. 


8 Of production costs he said: 

“Today's high production costs 
| carve out a large chunk of the ad- 
vertising budget. In order to keep 
down these high production costs 
it is necessary for the industrial 
advertising man to know every 
trick of the trade, cutting corners 
to produce eyecatching and effec- 
tive advertising without the use 
of expensive production material. 

“It has been said that 20% of 
the budget should be the limit al- 
located to the production of all ad- 
vertising. This is a relatively high 
figure for some campaigns but 
extremely low for others where 
multicolor and expensive artwork 
and plates are required to meet 
the competing advertisers. Natur- 
ally, 20% of the cost of a page in 
Life will provide the agency man 
with more money for production 
than the same percentage for a 
page in a business publication. 
When you take into consideration 
that a page in Life costs approxi- 
mately $19,000 and provides $3,800 
for production, you must remem- 
ber that a page in a business paper 
costing $400 would give you only 
$80 for production.” 


® Of advertising allocations: 
“Reams have been written on 
the subject, but I have yet to learn 
of any formula that would apply 
to more than a few firms. It is 


estimated, for example, that the 
industrial market as a _ whole 
spends approximately 2.5% of 


| [its] total sales for advertising. 
But please bear in mind that this 
figure is [affected] by the 30% 
of sales spent on drugs and cos- 
metics, 6% plus spent in the bev- 
erage industry and similar amounts 
in food and other free spending 
categories 

“Just recently we had occasion 
to work on such a problem and 
after gathering information on the 
advertising and activities of com- 
petitors—together with non-com- 
petitors in similar fields, we ar- 
rive at a figure allocating 1.9% 


DAYTONA BEACH 


FLORIDA 


Florida's Year "Round Resort Reached By 
I DAYTONA BEACH NEWS-JOURNAL 
|. Daytona Beach is an unusual test 
| market; its thousands ef visitors 
| come from all over the U.S Canada, 
| ‘uba and South America. Its Sum- 
| mer seasons ~ i rival its Winters in 
tourist Ropulari 
Over 000 aietive buying in- 
income. 
‘it quer $83,353,000 retail sales. 

uality market index of 127. 
5. is total advertising 12,210,352 lines. 
FOR OUR ADVERTISERS’ Bencnandisine PLAN 


’ 
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‘The only chocolate in the world 
you can recognize by its taste! 


Few could wy a pe on doe 
re One: 


Rockwood} 
CHOCOLATE 


PB Tes the thee trmngetiongs Reve tom Hose. 
WA ceed thew creme Nempnar ete 


Cnty whet BBO to thr big ye pay poe gow 


(aby Pirvhoripad wecihee | Iroredoete tee toa” 


ROCKWOOD 
CHOCOLATE 


TASTY WAFERS—Ads like 


in four 
colors and b&w in magazines and Sunday 


this 


ewspap pp will spark Rock- 
wood & Co.'s fall drive. The Brooklyn 
candy maker's agency is Young & Rubicam. 


of the total sales for advertising. 
While this perhaps does not apply 
to your firm, it is as good a figure 
as any other I have heard. 


@ “In some companies the adver- 
tising budget is determined after 
the agency makes a very conserva- 
tive estimate of the amount of 
money needed to cover the field 
with fairly frequent insertions in 
horizontal papers and perhaps a 
few of the more important vertical 
media. After this amount is deter- 
mined the advertiser then cuts it 
to the bone.” 

Of surveys of any kind: 

“Hire a professional, it’s better, 
it’s cheaper and it’s more ac- 
curate.” 

Of buying space: 

“Sometimes everyone wants to 
get into the act in buying media. 
But unless you are willing to be- 
gin with the cold circulation fig- 
ures and territorial distribution 
of the magazine and also assume 
the responsibility of the returns 
which you will receive, do not 
touch it—let your agency hold the 
bag.” 


@ Of publicity: 

“In addition to advertising, the 
agency in many instances must 
handle its clients’ publicity mat- 
ters due mainly to the fact that 
their publicity budgets do not al- 
low for an outside specialist. Con- 
cerning publicity, many chemical 
companies believe that if they ship 
the 100,000th car of soda ash, 
hire a fourth assistant to the pur- 
chasing agent or hold a gab fest 
ealled a symposium, the agency 
should see that they obtain a lead 
story in all of the top industry 
publications, complete with pic- 
tures, graphs, and the names and 
addresses of the entire sales staff 
..On the other hand when the 
company does make a big decision 
that makes news they sometimes 


ELIZABETH 


W JERSEY 
A Wealthy Market Por Yeur Product 


Covered By The 
ELIZABETH DAILY JOURNAL 
THREE QUARTERS of Union 
County’s $459,030,000 business is 
done in The ELIZABETH DAILY 


JOURNAL'S Trading Market. Ad- 
vertise in the ELIZABETH DAILY 
JOURNAL. 


ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 
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try to keep it quiet. 

“In our business we find it nec- 
essary to woo the editors of the 
various business publications, but 
we will never under any circum- 
stances willfully send them cheese 
cake when there is a real story 
behind it.” 

And, finally, of advertising: 

“If anyone believes that [his] 
advertising is a substitute for good 
products at a fair price, [he] can 
dispense with [his] entire sales 
force, sit on [his] duff and install 
vending machines.” 


Appoints Charles W. Hoyt 


Keyes Fibre Sales Corp., New 
York manufacturer of molded pulp 
and plastic products, has appoint- 
ed Charles W. Hoyt Co., New York, 
to direct its advertising, effective 
Jan. 1 


A. C. Nielsen Co. Signs 11 


A. C. Nielsen Co., Chicago re- 
search organization, has signed 
Procter & Gamble Co., Cincinnati, 
Toni Co., Chicago, and nine more 
agencies for Nielsen coverage re- 
ports. 


Coming 


*Indicates first listing in this column 
Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting. 


Deshier-Wallick Hotel, Columbus, O 

Nov. 17-18. National Business Publica- 
tions, annual fall meeting, Biltmore Hotel, 
New York. 


Nov. 19-20. Controlled Circulation Audit, 
annual meeting, Biltmore Hotel, New 
York 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va. 

Dec. 7-11. Outdoor Advertising Assn. 


of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago 

Dec. 12-18. National Assn 
Industries, semi-annual convention, 
New Yorker, New York 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago 

Dec. 27-30. American Marketing Ass»., 
American Statistical Assn., annual joint 
conference, Palmer House, Chicago. 

*Jan. 22-24, 1953. Assn. of Railroad Ad- 
vertising Managers, The Greenbrier, 
White Sulphur Springs, W. Va 

Feb. 5, 1953. Associated Business Pub- 


of Display 
Hotel 


lications, annual midwest clinics, Drake 
Hotel, Chicago 

Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York 

*March 31-April 2, 1953. Point of Pur- 
chase Advertising Institute, annual meet- 
ing and exhibit, Palmer House, Chicago 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va 

June 22-25, 1953. National 
Advertisers Assn., annual conference, 
tel William Penn, Pittsburgh, Pa 


Industrial 
Ho- 


Appoints E. A. Bolan 

E. A. Bolan, formerly copy chief 
of W. E. Long Co., bakery manage- 
ment service, and prior to that copy 
chief with Swift & Co., has been 
named to the copy staff of Fulton, 
Morrissey Co., Chicago agency. 


Ad Managers Group Reelects 

Benjamin P. Sprague, Yonkers 
Herald-Statesman, has been re- 
elected president of the Advertis- 
ing Managers’ Bureau of New 
York State Dailies. Other officers 


jof the GAZETTE 


reelected are Henry W. Stock, ad 
director of the Albany Knicker- 
bocker-News, v.p., and Elmer J 
Pierce, Utica Observer-Dispatch. 
secretary-treasurer. 


IN HAVERHILL MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 


gives you these facts: 

1—Retail Sales— 
$53,392,000 a new 
high. 

2—Food Sales— 
$17,716,000 a new 


high. , 
3—World Shoe George McLoughlin, 


> Advertising Manage: 
making center. 

4— Western Electric Co. Mfg. Center. 
A trading zone population of 
104,479 reached by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 
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Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 


RESULT: 


Thorough studies prove this. So does 


the fact that more and more adver- 
tisers are adopting this practice. 
Here are the results of one such study. 


PROJECT: To determine the rela- 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 


same publication. | 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel- 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership. 


CONCLUSION: When an adver- 
tisement is repeated, it attracts as 
many “new”’ readers as it did when 


it originally appeared. 


GENERAL 


First 
REPEAT 


ORIGINAL 
IWSERTION 


REPEATING AN ADVERTISEMENT 


People who saw Readers who recall 
and read original 
insertion 


- 
100% 


EFFECT OF - 


previous insertion 


ness .. 


the results 
SECOND 
REPEAT 


THIRD 
REPEAT 


Hill man. 


ear 


@ 


* * 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
. or want facts regarding busi- 
ness paper advertising, we may have 


of some specific study 


that will help you. Ask your McGraw- 


SOR BUSINES 
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To Philippine Advertising 


W. Richard Guersey has been 


eral manager of Philippine Adver- 


‘Boys’ Life’ Survey Shows How Youthtul 
appointed executive vp. and gen- Consumers Feel About Advertising and Girls “°'*: Ads help you find things 


Top reasons given by the 514 
boys who said ads are helpful 


you want to buy, 17.7% (91 boys); 


. tising Counsellors, Manila. Mr. New York, Nov. 5—American on down to what age a fellow they help people decide which is 
Abed Guersey formerly was manager of boys read advertisements in mag- should start dating girls the better product, 14.4% (74); 
. MacManus, John & Adams, De- azines and newspapers. They also As for the latter. most of the they acquaint people with what's 

es troit, eastern division, and an ac- think the ads are interesting and 11-to-17 youngsters agree that a on the market and new products, 


count executive for Pontiac Motors 
division, Pontiac, Mich., Bendix 
Aviation Corp., Detroit, and as- 


helpful, and they 
interesting 


think the most fellow should start dating when 13.6%; they help you learn things 
‘tell about the he’s between 14 and 16. Two boys and supply useful information, 


na ba sistant advertising manager, Bor- COMpany and the things it does” or said, “Never, I hate girls oe 12.5% 
‘ a den Co., New York “give a choice of careers” or “tell 
: £ = = why you should buy something.” @ As for their advertising reader- # Thirteen who said ads are harm- 
These are some of the findings ship, 56.67 of the boys said they) ful gave these reasons: Ads mis- 
: Fr) CANADA of an opinion survey made by often read ads; 398% said they! Jead, don’t tell the truth, 4; they 
< Boys’ Life. Questionnaires, sent to read them sometimes, and only influence peopie to buy things they 
gs 39% of the 1,250 members of the magazine’s 3.6% said “hardly ever.” More don't need at the time which 


— . — reader panel in the 11-to-17 age than 42% think the ads are “usu- leads to inflation, 1; they take up 
English-speaking Families gyouy, brought 


responses, or ally interesting”; 52.7% (370 space stories could be in, 1; no 


. 56° of the mailing. The question- youngsters) think ads are “some- answer, 7. 


read 


Ask for Information ant 
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reading 


was handled for times interesting,” and 4.7% think 
A. S. Bennett- they’re “seldom interesting.” 
research consult- Asked if they think ads are harmful gave these reasons: Ads 


naire operation 


The STAR WEEKLY the magazine 


Cy Chaikin Inc., 


with airlines, 
and refrigerator companies, right. ion 


ae ele 


ote 


ny FREE to ADVERTISERS 
aay a AND AGENCIES 


Nineteen who thought ads are 
sometimes helpful, sometimes 


helpful or harmful, the replies are sometimes misleading, 4; ads 


The survey covered boys’ pref- were: 73.5% (514) said helpful; on liquor and cigarets encourage 
erences on automobiles, their book only 1.9% said harmiul; 2.7% said bad habits, 3, some ads introduce 
their familiarity some are heipful, some are harm- new ideas but tell people to buy 
railroads, insurance ful, and 21.9% (153) had no opin- things they don’t need, 2; it de- 


pends on what's advertised, 1; no 


_ Kver wonder what 


makes an ad ‘“‘tick’’? 


A 


\\ NY 


. a If you have ever wondered what makes ads “tick” —or why 
some ads “pull” more than others, you'll want a copy of this new 
study “20 Top Readership Advertisements in HOSPITAL MAN- 
AGEMENT.” 


Regardless of your field, you will find this study extremely 
interesting and informative. Conducted by a leading research firm, 
it tells what characteristics are associated with high readership of 
advertisements—whether size or color are determining factors. It's 
yours without charge or obligation—why not write for a copy today? 


Also ask for information about the market for 


your product in the growing hospital field 


HOSPITAL MANAGEMENT 


105 W. Adams St. Chicago 3, Ill. 
A CLISSOLD BUSINESSPAPER e 


NEW DURKEE DRESS—This new package 

for Durkee’s margarine (Glidden Co.), 

designed by Leo Burnett Co., Durkee agen- 

cy, made its debut in ao Life spread feo- 

turing Durkee coconut and Hershey's bits 
for fudge (AA, Nov. 3). 


answer, 8. One boy said he disliked 
testimonial ads. 


@ The most interesting ads, in 
order of preference, among 702 
boys: 

Ads that tell about a company 
and things it does, 51.9% 

Ads giving a choice on careers, 
35.9% ; ads telling why you should 
buy something, 32.8%; ads offer- 
ing free booklets, 23.5'-; ads of- 
fering something you want for 
sending in box tops, 7.8%; no in- 
terest because don't read, 0.9%. 
and don’t know, 0.3%. 

The boys were most familiar 
with General Motors (51.7% —363 
boys) and Ford Motor Co. (29.2% 
—205). All others trailed poorly. 
The car most named was Ford 
(41.1% —289). Then came Chrys- 
ler (27.9%—160), Chevrolet 
(18.1% —127), Buick (13.8% —97), 
Plymouth (13.2%-—93) and Cadil- 
lac (12.1%—85) 


@ Asked what make of car they 
wanted most, provided they couid 
buy a car, the boys voted for 
Ford (21.1% —148 boys); Chevvie 
(12.4%—87), Olds (9%—63), 
Buick (8.7°.-—61) and Cadillac 
(7.85% —53). 

The boys who liked the Ford 
gave as their reasons low-price 
references, low-operating cost, 
good looks, durability. 

Exactly 92% of the 702 boys 
said they had read books in the 
previous six months. It developed 
that they had read anywhere from 
one to 35 or more books in that 
time. Most liked adventure, sports, 
mystery, humor, science, nature 
and classics. 

The Baltimore & Ohio registered 
as the most familiar railroad com- 
pany (25.9%). Following closely 
were the New York Central 
(24.86), Santa Fe (22.4%), Union 
Pacific (15.4%), Southern Pacific 
(14.2%) and Erie (13.4%) 


@ Top four airline companies in 
the “most familiar” category were 
Trans-World (46.4%—325 boys), 
Pan-American (29.2%), American 
(28.5% ) and United (18.8%). 

The leading trio of life insur- 
ance companies, again on the fa- 
miliarity basis, were Prudential 
(21.9%—154 boys), Metropolitan 
(209%) and Mutual (13.7%). 

Leading the refrigerator compa- 
nies were General Electric (44.5% 
—315 boys), Frigidaire (29.1%), 
Westinghouse (24.6%) and Philco 
(18.8% ) 


LYNCHBURG 


VIRGINIA 


An nea Center, A Virginia Key 
h 


ity Reached Throug 

THE LYNCHBURG NEWS & ADVANCE 

1. Effective buying income 
$65,524,000. 

2. Quality of market index 108. 

$%. City zone population 50,339. 

4. Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 

Nationally Represerted py 
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FRANK E. WATTS 

CLEVELAND, Nov. 4—Frank Ellis 
Watts, 74, assistant to the president 
of Farm Journal Inc., died Oct. 29 
after a prolonged illness. 

Prior to joining Farm Journal in 
1941, Mr. Watts published Electri- 
cal Dealer. 

A leader in the electrical indus- 
try from the time he was gradu- 
ated from Ohio Northern Univer- 
sity, Mr. Watts’ crowning achieve- 
ment was the establishment, in 
1951, of the Frank E. Watts award. 
Each year the award, now ad- 
ministered through the Edison 
Electric Institute, is given to those 
privately operated electrical utility 
companies adjudged to have done 
the most to promote greater use of 
electricity on the farm. | 

Since 1951 Mr. Watts had made 
his home in Dunedin, Fla. A son, 
Robert W. Watts, has just resigned | 
as Cleveland advertising manager | 
for Look to join Iron Age. 


JULIAN L. WOODWARD 

New York, Nov. 5—Dr. Julian 
Lawrence Woodward, 52, a re- 
search executive with the Elmo 
Roper research organization and 
former president of American Assn. 
for Public Opinion Research, died 
yesterday at his home here after a 
long illness. 

After graduating from Cornell 
University, Dr. Woodward taught 
sociology at Columbia and Dart- 
mouth before becoming an associ- 
ate professor at Cornell. During 
World War II he was assistant to 
Elmer Davis, director, Office of 
War Information. Following the 
war, he joined the Roper organiza- 
tion. 


DAVID GILLESPIE 

New York, Nov. 6—David J. Gil- 
lespie, 67, advertising director of 
Columbia Magazine, official na- 
tional publication of Knights of 
Columbus, died yesterday at his 
home in Brooklyn. He had been ad- 
vertising director of the publica- 
tion since 1922. Before that he had 
been associated with Doubleday, 
Page & Co., book publisher. 


HARRY L. GAMSON 

Las Vecas, NeEv., Nov. 4——Harry 
L. Gamson, 52, head of Harry 
Gamson & Associates, Los Angeles 
agency, died here Nov. 1 after suf- 
fering a heart attack. Mr. Gamson 
had been with Erwin, Wasey & 
Co. for 23 years before establishing 
his own company this year. 


JOHN W. LONGNECKER 
Hartrorp, Nov. 4—John Wil- 
liam Longnecker, 73, retired ad- 
vertising manager of Hartford Fire 
Insurance Co. and Hartford Acci- 
dent & Indemnity Co., died Nov. 1. 
Born in Minnesota, Mr. Long- 
necker started his career with a 
weekly newspaper in Marshall- 
town, Ia. He later worked on the 
Minneapolis Tribune and went to 
Hartford in 1909 to edit the in- 
surance companies’ new publica- 
tion for agents, which he directed 
until his retirement in 1943. 
Greatly interested in the ad- 
vantages of insurance advertising, 
Mr. Longnecker took over the na- 
tional advertising of the two Hart- 
ford companies and has been cred- 
ited with much of the pioneer. 
work in insurance advertising. He 
co-authored two books on the sub- 


NORTH CAROLINA 
1. Buying Center of Craven County. 
2. Quality of Market—106. 
3. Effective Buying Income 

$18,827,000. 
THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 
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ject. 

A charter member and _ past 
president of the Charter Oak Ad- 
vertising Club, Hartford, Mr. Long- 
necker was also regional v.p. in 
New England for the International 
Advertising Assn. 


CHARLES LOUNSBURY 

Des Mornes, Nov. 4—Charles E. 
Lounsbury, 54, editor of the Des 
Moines Register and Tribune Syn- 


dicate, died Nov. 2 at Ames, Ia., 
after an illness of two months. He 
was editor of the Rocky Mountain 
News, Denver, for five vears be- 
fore joining the syndicate in 1938. 
His father, George Fenner Louns- 
bury, is editor emeritus of the Mil- 
waukee Sentinel. 


Esquire Issues Warranty 
Esquire Sportswear Co., New 
York men’s slacks manufacturer, 


is inserting a quality warranty in 
all its garments. Attached to the 
warranty is a reply card offering 
a color and fabric guide to cus- 
tomers requesting it. Names are 
then forwarded to the stores where 
the slacks were purchased for 
mailing list purposes 


Agnew Named Purkis Manager 


D. J. Agnew has been appointed || 


general manager of Thornton Pur- 
kis Ltd., Toronto. 


105 Walnut, Peoria, Hl. 
THE CREATIVE ART SERVICE 


fadlitniag 
150,000 Peorte sAW THE 


500 MILE SPEEDWAY RACE 


ON MAY 30, 1952! 


———————————— 


1106 Dominion Sq. Building, 
Montreal, Quebec. 


O'Mara and Ormsbee, Inc., 


But in metropolitan 


178,482 adults 


see...and read...daily 


THE TELEGRAM 


as their ONLY evening newspaper 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria. 


W. E. Browning, 


You can't TELL Toronto without The Tely! 
You can't SELL Toronto without The Tely! 


420 Lexington Ave., 


435 North Michigan Ave., 


MORE THAN 500,000 PEOPLE IN CANADA'S RICHEST 


New York, NLY. 


John E. Lutz Co., 


TORONTO 1, CANADA 


Chicago, Ill. 


When you plan campaigns for Canada's major markets, remember 
exclusive "Tely-Toronto” is one of Canada's largest cities” 


THE TELEGRAM oaur rivs weexeno 


* DANIEL STARCH AND STAFF (Represented in Canada by Gruneau Research Ltd.) 


MARKET READ THE TELEGRAM 
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‘Rootie Kazootie’ to ABC-TV 

é On Jan. 3, “Rootie Kazootie,” 

a children’s TV show which bowed 
on NBC-TV in October, 1951, will 


Promotes John Howland 

John R. Howland, for the past 
two years product research direc- 
tor, has been promoted to com- 


Department Store Sales... 


October Volume Is Ahead of 1951 


DEPARTMENT STORE 
SALES INDEX, - - 


1947-49 equals 100 


appear as a Saturday morning mercial sales a: a new posi- 
om -10 : “Ss show ove ; tewart-Wi lectric, , 
ME Soclay. “Vic Sow’ wn"pisced, the ielevisin, radio and electronic Wastincrow, Nov. 4—People are seems warranted by the latest Fed~ |] Week 10 Oct 20 S11 -P123 
A fur 52 weeks, by Franklin Bruck products division of Stewart-War- either (1) doing their Christmas eral Reserve Board reports on de- eek te poy ‘2 on ona 
peeks Advertising Corp., New York, for ner Corp., Chicago. He will han- shopping early or (2) spending partment store sales. In the week Week to Oct. 20. 51°. 116 
Walter H. Johnson Co. maker of dle sales for both consumer prod- more freely than they did at this ended Oct. 25, the nation’s de- Week to Oct. 11. 52* 1296 
Powerhouse candy bars and other ucts and electronic components for time last year. partment stores topped their 1951 Week ae oe oer 
} candy products manufacturers One of these two conclusions saies of the same week by 8%. eek to Oct. 13, ’51*....117 
“ — This was the a consecutive "Not adjusted esasonally. 
/ weekly gain and was also the sec- pPreliminary. 
THIS 1s TOM EVANS -_ (Another W-G Salesman) ond straight week in which there | f\ ; 
romas } om vans is another of our salesmen w yany train om aen’ ; | Bee 53 " 
started with our New York office as file clerk and office bap in 195 In 1948 he was —" a loss reported by any dis- | is 
“ivanced to the status of Junior Salesman. Tom made rapid progress ie soon trict. | : 5 
took over ar lar ass t. T s lar, s . ded. dil t salesman P | combined $35,000,000 sales in- 
wins “like ‘artt'of our Salesmens ts ComBClent and seabiinas to help eet better. The FRB reported that during 


crease over September, 1951. 
Department stores now appear 
to be in an excellent position to 
|}exceed their 1951 total volume, 
| which was the highest in history. 


September dollar volume in the 
department stores was 3% higher | 
than a year ago. This, however, 
is about equal to last year’s level 


from your 
wer cost too! 


esults advertising. Newspaper 
Advertise in Newspapers! 


Please note individual advertisements of our newspapers throughout this issue. 


advertising gets immediate action—at 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


because there was one more shop- 
ping day in September this year. 


Counting in reports from all de- 
partment stores, big and small, 


Park Lexington Buliding Piaza 5-7028 — todate 2 SS 
Wiig.ey Building Superior 17-2485 e 4 -AG P P | year-to-da 
Jenerai Motors Building Trinity 3-6365 beTROIr @ Mail order houses are doing bet- | oieesd even aie ae a Oot ee 
ie bariete Stree Wen 1231” aTLanTa ter, too. The Department of Com- 
215 B iiders Building 5-80: CHARLOTTE j | 7 - 
Russ Building Yukon 2-2-6028 San FRANCISCO merce reported that during the “ bm = 
Linco’n Liberty Building Locust 7-4279 PHILADELPHIA month of September Montgomery Setaiak: Canin rey Get ‘au 
GET OUR CITY ZONE FOLDER Ward and Sears, Roebuck had a_ District and City nm 6s OS 
UNITED STATES ... 7 6 x” 
Bosten District 6 ” 15 
New Haven 2 —1 9 
Boston 6 4 13 
Lowell-Lawrence 11 10 12 
Springfield 1 6-3 17 
Providence 14 —16 29 
New York District Sena rs 4 
Newark —lil rill 21 
Buffalo 2 ri7 13 
New York —7 ro 1 
Rochester —2 r2 3 
Syracuse 5 12 2 
Philadelphia District —! 1 13 
a Philadelphia .. —4 —Il ll 
. Cleveland District x 6 8 
Akron 15 13 20 
3 Cincinnati 8 20 6 
5 Cleveland 3 —1l 8 
Columbus 5 15 5 
Toledo 18 6 ll 
Erie 12 5 9 
Pittsburgh i 6 5 9 
Richmond District 3 ro il 
Washington —2 —l 5 
Baltimore lé 2 13 
Atlanta District 13 il 1 
Birmingham 19 21 21 
Jacksonville 13 —6 45 
Miami 10 21 22 
Atlanta 11 11 12 
Augusta 24 = r28 49 
New Orleans 15 10 16 
Nashville 6 r8 14 
Chicage District 7 7 4 
Chicago 4 5 1 
Indianapolis 1 3 0 
Detroit 7 10 12 
Milwaukee . 13 8s -—2 
~ St. Louis District .. 1 iz] 9 
Little Rock 25 15 12 
Louisville , - ll 8 10 
. TOI ye St. Louis Area 7 5 6 
Memphis apenas 17 ll 10 
Minneapolis District ..... 17 13 4 
Minneapolis . 14 lq 3 
St. Paul 23 4 6 
y Duluth-Superior rlO orl5S 2 
j Kansas City District .. 9 2 1 
Denver . 9 3 
Topeka 4-10 —-4 
€ Ou r Wichita Ml o —3 
> Kansas City aan 1 —7 4 
' St. Joseph catia 21 1 0 
3 Oklahoma City .... 12 3 
: ° bd { Tulsa 9 u RB 
CY Dallas District ganasesience 12 oOrls “ 
yusiness gilt ta Han 
ww) El Paso 13° 13-103 
Fort Worth 12 4 
| Houston 11 6400s 22 
* San Antonio . 16 2 1 
ro ) - eal ~ San Francisco District Mu iu 8 
‘ Los Angeles Area 20 15 15 
Downtown Los 
geles 7 1 3 
! Westside Los 
Angeles 17 il M4 
a re ove r Oakland 12 13) ~«OB 
. e San Diego 27 1 -—2 
| San Francisco 2 o -—8 
| Portland 6 5 6 
Salt Lake City 4h 9 3 
i r Seattle 8 —2 —32 
e bd —y Spokane 3 -1 4 
appy Ww NLEY 
Make everyone happy with a gift of fine SCHENL 


rRevised. 
| 


. . ry . ° > Fe 
whiskies. They’re convenient to buy, economi ‘al to give Transfers Wright Everett 
. | Wright Everett, formerly of the 
|sales promotion department, has 
| transferred to the Woman’s Home 
Companion sales staff. 


and, above all, the gifts that no man ever exchanges. 


Bae? SIR JOHN SCHENLEY / hie [nternational OLD SCHENLEY The vift whiskey you'd SCHENLEY RESERVE The best-tasting Whiteman Leaves Ideal ; 
+ Whisky — World's Choicest Blend. Luxury much rather keep than give away! An im- whiskey in ages! When vou give today’s | T. E. Whiteman has _ resigned 
bottle, luxury earton, luxury whisky... pressive gift: the greatest of all bourbons Schenley, vou know you're giving the best rom the staff of Ideal Publishing 


| Corp., New York. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
| In 1951 the Morning Call carried 


...ina beautiful decanter. 8 YEARS OLD. whiskev there is! Handsome gift carton 


Twice as old as most bottled-in-bonds. 


every drop of its whisky is 8 vears old 


or older! is new! Needs no wrapping. 


BLENDED WHISKY, 86.8 PROOF. 35° STRAIGHT 86 PROOF. 65% GRAIN 


RAIN, NEUTRAL SPIRITS 


BLENDED WHISKEY 
NEUTRAL SPIRITS 


STRAIGHT BOURBON WHISKEY, 100 PROOF 
BOTTLED IN BOND 


WHISKY. 65% 


FoR: | more than 7,500,000 lines of local 
e © CUSTOMERS © EMPLOYEES free eee ar a nie g Stores and 
ee national chain food companies 
sg @ SALESMEN © PROSPECTS know, from long experience, the 
@ DEALERS @ SERVICE AGENTS |people of Paterson read and are 
a @ SUPPLIERS = @ PUBLIC RELATIONS |influenced by their advertising in 


the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
by 


Nationally Represented 


WARD-GRIFFITH CO. 


The Ward Griffith Co maintains offices 


@ PURCHASING AGENTS 
(PS. HOLIDAY PARTIES) 


Decanter and gift cartons above 


at no extra cost. 


SCHENLEY DISTRIBUTORS INC. NEWYORK WY, 


The best-tasting 
whiskies in ages! 


Schenley's 


tched. skill in all prncpal advernsing centers 
unmatched ski 


GET OUR CiTY ZONE FOLDER 


Nature's —+ 
unhurried goodness 
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Rotman Urges More 
Publicity Backing 
for Sales Programs 


Cuicaco, Nov. 4—The role of 
public relations in sales and mer- 
chandising programs was outlined 
here yesterday by an ex-newsman 
for the Advertising Executives 
Club of Chicago. 

The newsman is Morris B. Rot- 
man, president of Harshe-Rotman, 
public relations and publicity firm 
here. 

Mr. Rotman keyed his talk to 
the part public relations can play 
in sales work because, he ex- 
plained, this is probably one of its 
most overlooked aspects. | 

However, he stressed that public 
relations is in no way competitive 
with advertising. Rather, he said, 
it provides an extra “subtle stimu- 
lus” which advertising cannot do 
but which complements ad_ pro- 
grams. 


@ Tracing the big strides made 
since the days of the early press | 
agent in the acceptance and recog- 
nition of pubiic relations as a tool 
of industry, Mr. Rotman said that 
currently “at least 50%” of his | 
firm’s new business comes on rec- | 


ommendations from advertising 
people. 
He said the reason behind this is 


economic. He explained that many 
advertising agencies have been! 
doing public relations as a favor to 
their clients. This, he said, has 
grown to such proportions that of- 
ten the agencies are plowing back 


their 15% via the public relations 
route. | 
He added that because most 


agencies are not prepared to han- 
dle public relations properly, some 
“have literally” lost accounts be- 
cause of poor work. 


® As an indication of the growth 
of public relations, Mr. Rotman 
said his firm has determined that 
some $100,000,000 is spent an- 
nually on public relations fees and 
that another $100,000,000 annually 
is spent by corporations on their 
own public relations projects. 

A recent American Institute of 
Management survey of public re- 
lations programs in 312 “excellent- 
ly managed” companies, he said, 
showed that 74% had public rela- 
tions officials. Mr. Rotman termed 
this a “surprising trend.” 

However, he added, many large 
corporations which do not deal 
directly with consumers still have 
a “public be damned” attitude. 

As an example of how public 
relations’ role in sales is over- 
looked, Mr. Rotman said 40 sub- 
jects are listed for a coming meet- 
ing of the Public Relations Society 
of America and not one is on sales. 


® As proof that public relations 
can be important saleswise, Mr. 
Rotman cited one of his firm’s 
heavy industrial accounts. He said 
that in a recent high month, this 
firm received 308 inquiries result- 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Only paper to cover 
this rich 13 county 
Peoriarea market. 


” 
“Here are the facts 
1. LARGEST Circula- 
tion in Illinois.* 
2. LARGEST Metropoli- 
tan Market in Illinois® 
Pop. 250,512 
3. “BEST Test Market 
* says every 


ORVILLE C. SUMMERS 


than | any other Illinois Manager of General 
omy Advertising 


vere help you do the job.” 
iexcept Chicago 
WRITE FOR YOUR NEW PEORIAREA FACT meee. | 


Represented Nationally by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
centers 


in all principal advertising 
— GET OUR CITY ZONE FOLDER — 
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ing from publicity stories as com- 
pared to 164 from ads. 

In the sales field, Mr. Rotman 
listed 10 things public relations 
can perform when dovetailed with 
advertising and promotion pro- 
grams. These include keeping 
customers sold on a company’s 
name, preparing markets for the 
advent of a new product, finding 
markets for new products, finding 
new uses for established products, 
stimulating dealer interest, empha- 
sizing special promotions, provid- 


ing material for advertising, court- 
ing suppliers, finding new distrib- 
utive outlets and reinforcing sales- | 
men’s presentations. 


Swank Starts Big Yule Drive 


The biggest Christmas promotion 
in the history of Swank, the 


| “Swank Gift Shop,” will be backed 


| by four-color spreads in Life and 


Flo-Ball Switches Agencies 
Flo-Ball Pen Corp., New York, | 

has switched its account from} 
Joseph Katz Co., New York, to 
Batten, Barton, Durstine & Osborn, | 
New York. John B. DuBois has 
been named advertising manager 
for the company. Flo-Ball is a sub- | 
sidiary of Clary Multiplier Corp., 
San Gabriel, Cal. 


The Saturday Evening Post, plus 
extensive promotional material. 
Kudner Agency, New York, han- 
| dles the account. 


| Rosder Joins ‘The Reporter’ 
Edward Rosder Jr., formerly 
with Popular Science Monthly and 
Life. has been appointed adver- 
tising sales director of The Report- 


53 


er, New York. The magazine an- 
nounced a new guarantee of 70,000, 
effective April 1. 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspopers reach 
top circulations becouse of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
oble. Write for FREE Proof- 
book No. 11 

EYE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 


in 


OC 


Ud Beyer 


(at the Top 


SAYS... 


in Illinois) 


est Test City 
Mid-West 


FOR 


7 ERENCE Ue 


Population 126,876 A.B.C. City Zone 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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Two More Columbia 
TV Stations Offer 


12-Time Discounts 


New York, Nov. 5—The “12 
plan,” which has increased WCBS- 
TV's daytime spot business four- 
fold since it was put into effect 
last April, is now being offered 
by other stations represented by 
CBS Television Spot Sales. 


QUINCY 


MASSACHUSETTS 


Fourth (4th! Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$156,101,000 Effective buying 

tncome 
$109,128,000 Retail Sales 
Quality of market index 124 
Advertise and sell in Quincy 
ASE FOR OUR RETAIL DISTRIBUTION SURVEY 
Mattional'y Represented by 


WARD-GRIFFITH CO. 


The Word’ Griffith Co. maintains offices 


‘in alloprincipal advertising centeds 
—~ GET OUR CITY ZONE FOLDER -— 


Among the first 
WCBS-TV in giving a 45% dis-! 
count to advertisers who buy 12 
or more station breaks, identifi- 
cations or participations each week 
are two other Columbia-owned 
stations—KNXT, Los Angeles, and 
WTOP-TV (45% CBS owned), 
Washington. 

Tom Dawson, general sales 
manager of the video spot sales 
division of the network, reports 
that WTOP-TV has increased its 
daytime announcement schedule 
from 34 to 223 weekly through the) 
use of this incentive plan. In four | 
months the number of weekly day- 
time spots at KNXT has gone from 
23 to 161. 


® About a month ago a similar 
volume discount plan went into! 
effect at WBTV, Charlotte; KSL- 
TV, Salt Lake City, and WAFM- 
TV, Birmingham. The other sta- | 
tion represented by CBS-TV spot! 
sales—WCAU-TV, Philadelphia— 
is expected to introduce a similar 
plan soon, Mr. Dawson said. 

Since WCBS-TV pioneered with 


to emulate | 


ia 
i... 


the 12 plan, it has increased its 
daytime advertiser: from 27 to 46 
and the number of :nnouncements 
from 58 to 267 weekly, according 
to Craig Lawrence. general man- 
ager for the station 

He said this daytime gain is not 
at all surprising in view of the 
rating record of daytime attrac- 
tions. Arthur Godfrey, for exam- 
ple, according to an Advertest 
study in September, was reaching 
more New York women by video 
than by radio in his morning sim- 
ulcasts. 

As of Monday—Nov. 3—the New 
York station started its telecast 
day 45 minutes earlier with a film 
show at 9 a.m., EST. 


Joins Wright Advertising 


J. F. Finnegan has joined Wright 
Advertising, Pittsford, N. Y., as an 


account executive and director of | 


| 


publicity. Mr. Finnegan formerly | 
|was with Hutchins Advertising | 
Co., Rochester, where he was re- 
sponsible for pianning and writing 
national advertising for the Delco 
appliance division, General Motors | 
Corp., Rochester. 


LESS J 


“I ought to be able 
to figure this out!” 


Kentucky isn’t like a lot of the other 
47 States. Here, a tremendous part 

of our total buying power is crowded 
into a relatively small market. 
Kentucky's retail sales are made in 


WAVE's daytime area — and 


several other stations to get the 


remaining 44.7‘. 


WAVE's low " 


5000 WATTS 


regional-station” rates 


55.3% of 


you need 


Well, those 


DEAR Mouse 
TUS ISA 816 CHEE 
YOU ALL rue 
OF YOUR Liege, 
DONn'r 


REST 
SETTLE FoR 


permit you to buy the golden part 

of Kentucky (plus an important 

hunk of Southern Indiana, with another 
quarter billion dollars in effective 
buying income) at /owest cost per 
potential good customer. 


are the facts. We bet 


you've already figured your 


Free & Peters, Inc., 


conclusions! 


WAVE 


LOUISVILLE 


Exclusive National Representatives 


| 
| 


| ican Radiator & Standard Sanitary | 
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NEW YULE PACKAGES—Bayuk will promote its new Christmas packaging in its reg- 

ular publication advertising, on posters and point of sale material and will also 

feature the wraps on TV network programs. The Phillies packages are in Christmas 
red and the Welster package is in green. Ellington & Co. is the agency. 


NBP Fall Meeting 
Starts with Panel 
on Sales Methods 


New York, Nov. 4—A special 
panel session on selling methods, 
teaturing advertisers, agencies and 
publishers, will start the annual 
fall meeting, Nov. 17, of National 
Business Publications at the Bilt- 
more Hotel 

The panel will discuss “what 
new selling methods are needed to 
save time and money for adver- 
tiser, agency and publisher,” and 
will be followed by an open forum. 
There will be no speeches or pre- 
pared statements by panel partici- 
pants. 

Gene Wedereit, director of ad- 
vertising, Girdler Corp. & Tube 
Turns Inc., and president of the 
National Industrial Advertisers 
Assn., will be moderator. Members 
of the panel will include: 


® Advertisers: J. Curtis Gauntlett, 
advertising manager, Upjohn Co.; 
G. K. Thornton, advertising man- 
ager, Scovill Mfg. Co.; Robert W. 
Lear, advertising manager, Amer- 


| ment 


Corp. 

Agencies: H. E. Cassidy, execu- 
tive v.p., McCarty Co.; J. T. Chir- 
urg, president, James Thomas 
Chirurg Co.; Oakleigh R. French 


| partner, Oakleigh R. French & As- 


sociates. 

Publishers: C. Carroll Buzby, 
v.p., Chilton Co.; Harvey Conover, 
president, Conover-Mast Publica- 
tions; Redfern Hollins, promotion 
manager, W. R. C. Smith Publish- 
ing Co.; R. C. Jaenke, v.p. and ad- 
vertising director, Penton Publish- 


ing Co.; Croxton Morris, v.p. and 
general manager, Public Works 
Journal Corp.; Albert W. Moss, 


executive v.p., Standard Rate & 
Data Service. 


To MacGruder-Bakewell-Kostka 


Jack Hill, formerly managing 


| director of Ben Bezoff & Co., Den- 


ver, has been appointed to head 
the radio and television depart- 
of MacGruder-Bakewell- 
Kostka, Denver. 
Murphy Returns to ‘Fortune’ 
Charles J. V. Murphy, former 
editor on Life and Fortune, has 
returned as a member of Fortune’s 
board of editors after spending 18 
months as special adviser to the 
Air Force. 


234,569 


THE WALL 


If you advertise to business, 


STREET Jov AU 


Published of 


More Horse Power for Your 
Advertising $$$ 


If you make 
electrical controls 
or motors 


it's worth knowing that 34,575 
of The Wall Street Journal's 


subscribers pull the 


switch on the buying of these 
for their companies. 


Use The National Business Daily 
to step up your sales voltage! 


SAN FRANCISCO 


911 Young $s. «41S Bush St 


should head your list. 
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Sales Theme Set 
for Annual NNPA 
Central Meeting 


Co._umMBus, O., Nov. 4—News- 
paper promotion men will be told 
to get a move on in selling their 
medium, Nov. 16-18. 

These are the dates set for the 
National Newspaper Promotion 
Assn.’s central region meeting to 
be held at the Deshler-Wallick 
here. | 

With the theme, “Selling News- 


papers Today Is Serious Busi- 
ness,” the conference will get 
down to business Nov. 17 when 


Otto Silha, promotion director, 
Minneapolis Star and Tribune, 
will chairman a circulation pro- 
motion panel. Keynote speaker on 
the panel will be John S. Shank, 
circulation director of the Dayton 
News. 


8 Advertising promotion will get 
attention at an afternoon session 
under the direction of Basil Caum- 
misar, promotion manager of the 
Louisville Courier-Journal. Ed 
Burgeson, retail division director 
of the Bureau of Advertising, 
American Newspaper Publishers 
Assn., will direct a retail discus- 
sion, and Mel Barker, promotion 
manager for the Chicago Sun- 
Times, will be in charge of the 
session on national advertising. 

Editorial promotion ideas will 
be aired at a session headed by 
Charles Kistenmacher, St. Louis 
Globe-Democrat, and featuring a 
talk from Louis Seltzer, editor of 
the Cleveland Press. Another ed- 
itor, Don Weaver of the Columbus 
Citizen, will address a luncheon 
session. 

A word to newspapers from the 
agency field will be delivered by 
John J. Flanagan, media director 
of McCann-Erickson, New York. 
At the final session Nov. 18, Clar- 
ence Harding, former NNPA pres- 
ident and public relations director 
of the South Bend Tribune, will 
take charge of a readership re- 
search discussion. 

A classified advertising panel 
under the direction of Raymond 
Beckman, classified manager of 
the News, Springfield, O., is sched- | 
uled for Monday afternoon. 


Mergenthaler Promotes Two 


John W. Reid, treasurer of Mer- 
genthaler Linotype Co., Brooklyn, 
and a v.p. since April, has been} 
elected v.p. in charge of sales. He} 
succeeds Harry W. Porte, who is} 
relinquishing his duties for reasons | 
of health. Fred B. Asdel Jr., as-! 
sistant director of sales, has been 
promoted to director of domestic 
sales under Mr. Reid. 


Kennard Appointed S.M. 


Richard L. Kennard, formerly 
an account executive for Bowman 
Advertising, Columbus, has been 
appointed sales manager of the in- 
dustrial division of Belt Corp., 
Orient, O., maker of lightweight 
materials handling equipment for 
farm and industry. 


Booth to ‘Wallpaper Magazine’ 


John Booth, formerly with Bet- 
ter Design Magazine, New York, 
has joined the advertising staff of 
Pinover Publications, New York, 
and will represent The Wal!paper 
Magazine and Juvenile Merchan- 
dising in the metropolitan New 
York area. 


ROCKY MOUNT 


NORTH CAROLINA 
The LARGEST MARKET 
east of Raleigh and north of 
Wilmington served exclusively 
by its only newspaper the 
Evening and Sunday Telegram 
SEND FOR our STANDARD MARKET BATA BOOK 


ationally Repre: 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER -—— 


Brown to ‘Western Family’ 

Kenneth E. Brown has joined 
the Chicago sales staff of Western 
Family, published in Los Angeles. 
Mr. Brown formerly was associated 
with Cooter Co., Chicago food 
broker. 


Weco Export to Vladimir 

Weco Products Co., Chicago 
maker of Dr. West’s tooth brushes 
and tooth paste, has named Irwin 
Vladimir & Co. of Illinois, Chi- 
cago, to handle its export adver- 
tising. 


Two Join WBIG Sales Dept. 

L. O. Hutchins, formerly sales 
manager of WGBG, Greensboro, 
N. C., and C. Johnson Moore, pre- 
viously business manager of 
WGTM, Wilson, N. C., have been 
appointed account executives in 
the sales department of WBIG, 
Greensboro. 


To Gottschaldt-Mickelberry 

Flori-Tex Groves Inc., Fort 
Pierce, Fla., has appointed Gott- 
schaldt-Mickelberry, Miami, to 
handle its advertising. 


Joins Walsh Advertising 

Tom Gilchrist, formerly man- | 
ager of the London, Ont., office of 
McGuire Advertising Ltd. has 
joined the Windsor, Ont., office 
of Walsh Advertising Co. as an 
account executive. 


MacLaren Boosts Bellamy 


H. Bellamy, for the past ten 
years with MacLaren Advertising 
Co., Toronto, has been assigned 


to the Vancouver office to head 
merchandising research and as- 
sist in new business development. 
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Johnston to McKim Advertising 

Bruce F. Johnston has joined 
the Montreal office of McKim Ad- 
vertising Ltd. in an executive ca- 
pacity. Mr. Johnston formerly was 
brand manager for numerous Le- 
ver Bros. Co. products. 


Totten to Four Wheel Drive 

Thomas J. Totten, formerly with 
the public relations office of Army 
ordnance, Detroit, has joined the 
advertising and sales promotion 
staff of Four Wheel Drive Auto 
Co., Clintonville, Wis. 


A Starch Readership Survey of the May 1952 Issue of 
BOYS’ LIFE... Listed Below... Ads of /% Page size and 
Larger... 11 Highest Readership Ads in 11 Different 


cble, BOYS’ LIFE. 


What Adult or Youth Magazine Could Equal This 
Kind of Reader Devotion To Its Advertising Pages? 

BOYS’ LIFE hos it becouse, wnlike adult magazine readers, its 7,000,000 
readers five the boy activities, interests ond teatures of their magazine. 
t comes to their homes addressed to thwm. It talks to them in their own 
language. And they respond to it and ‘ive by it. 

There are no two woys about reaching the boy market. There's one 
way ... directly and shrough the only top national boy magazine avail- 


80 Boylston Street, Boston 16, Mass. 
2412, W: Seventh Street, Los Angeles 


2 Park Avenue, New York 16.N Y_- 
9 West Washington Street, Chicago 2, 


5, Cali 
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Maid 


Wr a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can't sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


Car 


ymer 


$350,000 Earmarked 
for Newspapers in 


Heet Winter Drive 


Curcaco, Nov. 4—Newspapers, 
always a favorite of DeMert & 
Dougherty’s Heet division, will get 
75% of the company’s ad appro- 
priation this year for the anti- 
freeze. 

Ads, which started the end of 
October, are scheduled for 518 
newspapers in 24 states in the 
country’s cold belt, and for the 
first time in the country’s history 
Sunday rotogravure sections will 
be used in five key markets. 
Heet will spend approximately 
$350,000 in the medium through 
the middle of February. 
| To bolster its newspaper pro- 
gram, Heet will get 13 weeks of 
radio and TV spot backing start- 
ing the middle of this month, plus 
j}ads in The Saturday Evening Post. 
| On the trade schedule are Jobber 
| Topics, Northern Automotive 
| Journal and Super Service Station. 


|@ Heet will also use 24-sheet post- 
jers and movie shorts, which will 
be shown in 96 theaters in the 
|north central states, to round out 
}the cold weather campaign. 

Newspaper copy will feature 
| weather forecasts with cold wave 
warnings to motorists who might 
be caught without their anti- 
freeze. The familiar “When It’s 
C-O-L-D, Add H-E-E-T” will re- 
mind radio listeners to buy the 
winter car protection. 

Ruthrauff & Ryan, Chicago, 
handles the Heet account. } 


NRDGA Budget Calendar Out 


The 1953 edition of its sales pro- 
motion budgeting-plan calendar 
has been issued by the sales promo- 
tion division and visual merchan-| 
dising group of the National Retail | 
Dry Goods Assn. It contains com-| 
plete budgeting procedures for re-| 
tail promotion departments as well 
as standardized forms for use in| 
planning advertising and window 
displays. It also lists special days 
and weeks of the year, publicity 
costs by departments and suggest- 
ed copywriters’ forms with ideas | 
on copy. 


Sands Named Schering A.M. | 


Frederic C. Sands, formerly sales | 
manager of the pharmaceutical di-| 
vision of Commercial Solvents} 
Corp., and prior to that assistant} 
sales manager of the antibiotic di- | 
vision of Charles Pfizer & Co., has} 
been appointed advertising mana-| 
ger of Schering Corp., Bloomfield, | 
N. J., pharmaceutical maker. Ralph 
C. Najarian, with the company} 
since 1941 and west central dis-| 
trict supervisor since 1950, has | 
been promoted to assistant adver- 
tising manager. 


Westley Boosts Auto Polish | 


Westley Industries, Cleveland 
manufacturer of Westley’s Con- 
centrated Silicone auto polish, will 
sponsor a consumer campaign by 
|radio and newspapers in principal 
northern Ohio cities and Erie and 
Scranton, Pa., Schenectady, Gary, 
|Ind., and Grand Rapids, Mich. 
|Ann Koblitz Advertising is han-| 
|dling the campaign. 


| Names Boylhart-O’Connor 


Eleco division of Fleetwood Air- 
flow Inc., Los Angeles manufac- 
| turer of dry cleaning and laundry 
equipment, has appointed Boyl- 
hart-O’Connor, Los Angeles, to 
handle its advertising. National 
trade publications and direct mail 
will be used. 


| KECA-TV Appoints Klein A.E. 

Mal Klein, previously night 
operations manager for KLAC-TV, 
Los Angeles, has been named an 
account executive by ABC-owned 
KECA-TV, Los Angeles. 


King to Camm, Costigan & Seitz 

Merritt A. King, formerly with 
United States Printing & Litho- 
graph Co., Cincinnati, has joined 
Camm, Costigan & Seitz, Milwau- 
kee, as an account executive. 


Wren your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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A ena tease 


FCC Gives Steinman 
a Bethlehem Permit; 


Commissioners Split 


WASHINGTON, Nov. 4—-The Fed- 
eral Communications Commission 
gave Steinman Publishing inter- 
ests a third TV station last week, 
but split 4-3 in a sharp renewal of 
the long-smouldering fight over 
press-radio relationships. 

The action allows the Steinmans 
to build a station on Channel 51 
for Bethlehem, Pa. At present, the 
same organization already has TV 
stations at Lancaster, Pa., and 
Wilmington, Del. 

The dissenters were Chairman 
Paul Walker, Commissioner Frieda 
Hennock and FCC’s new member, 
Commissioner E. H. Merrill. 

In a sharp dissent, Miss Hennock 
pointed out that three Steinman 
TV stations will saturate a triangle 
formed by the three cities, each of 
which is less than 65 miles from 
the other. She pointed out that the 
same interests also own six AM 
and three FM stations, and several 
daily newspapers. 


s “There is no need here to elab- 
orate upon the harmful conse- 
quences of an undue concentration 
of ownership of these media, par- 
ticularly in a limited area,” she 
said. 

“A thorough investigation of the 
problems presented by this appli- 
cation is therefore warranted be- 
fore the applicant secures an- 
other TV grant. Such a hearing 
would be instrumental in evolv- 
ing some definitive commission 
policy and standards on this vital 
question of concentration of con- 
trol.” 

Steinman’s had filed the only 
pending applications for the Beth- 
lehem channel. 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 


Your test advertising will peeve its effec- 
the ONE MARKET in North 


tiveness in the 
Carolina served by ONE NEWSP. 


Generous Merchandising Service 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


centers 
ZONE FOLDER — 


in all principal advertising 


— GET OUR CITY 
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cloud did have a silver lining! 


FOR GOOD WilLl—Three years after International Harvester closed its plant in 
Auburn, N. Y., the company ran the full-page ad above in the Auburn Citizen- 
Advertiser. Copy tells how IH sold all of its Auburn plant buildings to a group of 
local citizens for just $1 and urged this group to attract other industries to the town. 
Today, according to the ad, new firms brought into Auburn since 1949 now employ 
more people than Harvester did in its Auburn Works. McCann-Erickson, Chicago, is 


Harvester’s agency 


for this advertising. 


Channel 51 is the only TV as- 
signment in Bethlehem. In addi- 
tion to the Steinman-controlled 
WGAL-TV, Lancaster is ear- 
marked for a second station, to 
operate in the new ultra high fre- 
quency band. Two new u.h.f. sta- 
tions—one of them a non-commer- 


cial educational outlet—are pro- 
vided for ultimate competition 
with the Steinman-controlled 


WDEL-TV in Wilmington. 


® FCC has fussed with the news- 
paper ownership problem for more 
than a decade. On the eve of 
World War II, FCC announced it 
might stop giving licenses to pub- 
lishers. But after an investigation 
it said a flat ban on newspaper 
ownership would be illegal. 
Instead, FCC has an official pol- 


T 


85,805 .; 


The Wall Street Journal’s 
234,569 


subscribers 


say “yes” or ‘'no''on buying of 


advertising. 


Reach them, impress them favorably 
through you know what publication! 


If you advertise to business, 


icy of preferring non-publishing 
interests, if all other considera- 
tions in a competitive situation 
are equal. In processing TV appli- 
cations, FCC has had numerous 
requests from publishing organi- 
zations. About a fourth of the 
post-freeze grants are to firms 
with newspaper affiliations. 


Johnson Promoted to Head 
Detroit Office tor Y&R 


James W. Johnson, who joined 
Young & Rubicam in New York in 
1949, has been promoted to man- 
ager of the De- 
troit office. Mr. 
Johnson succeeds 
Elliott E. (Sam) 
Potter, who has 
resigned, e f fe c- 
tive Jan. 1, to es- 
tablish an auto- 
motive dealer- 
ship in Miami. 

For several 
years before 
World War I, 
Mr. Johnson was 
with Batten, Bar- 
ton, Durstine & Osborn, New York. 
Following a term of service with 
the U.S. Navy he joined Rickard 
& Co., New York, in 1945, later 
becoming a v.p. of the agency. 


+ 
J. W. Johnson 


|Du Pont Merges Offices 


E. I. du Pont de Nemours & Co. 
|has consolidated the Boston and 
Providence, R. I., sales organiza- 
{tions for its dyes and chemicals 
division. Henceforth, headquarters 
lof the New England district will 
| be in Providence, with Robert R. 
Farwell serving as manager and 
Harold L. Sager as assistant mana- 
| ger. 


| Appoints Harshe-Rotman 


| I. J. Grass Noodle Co., Chicago 
|maker of Mrs. Grass’ noodle soup 
mixes and egg noodles, has ap- 
| pointed Harshe-Rotman, Chicago, 
|to handle its publicity. One 
phase of the public relations proj- 
ect will be to promote “Souper 
Noodle,” science-fiction children’s 
program sponsored over 60 CBS 
radio stations. 


Delaney Boosted to Ad Head 


T. J. Delaney, public relations 
| director, has been promoted to ad- 
vertising manager of Autocar Co., 
Ardmore, Pa. He succeeds Robert 
| F. Wood, who has retired after 32 
| years in that position. 


| 


Mr 


Win a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise ... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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WBKB Promotes Friedland 


Milton D. Friedland, with the 
station for over four years, 
been promoted to national spot 
sales manager for WBKB, Chicago 
television outlet. The station’s traf- 
fic operations, formerly coordi- 
nated by the sales traffic depart- 
ment, will in the future be headed 
by Julian P. Kanter, the new traf- 
fic manager. 


KTTV Promotes Bennett 

Robert Bennett, assistant sales 
service manager of KTTV, Los 
Angeles, has been promoted to ac- 
count executive. He has been suc- 
ceeded by Jack Duffield. 


‘Farm Journal’ and ‘Pathfinder’ Learn 


PHILADELPHIA, Nov. 4—The man 
of the house in small towns and in 
country districts is a glutton for 
work. 

Not only do most of these men 
have lawns around their homes, 
but practically all of them mow 
their own lawns in their free time. 

This is shown in recent surveys 
made by Farm Journal and Path- 
finder to determine the market 
potentials, ownership patterns, 
buying practices and brand prefer- 


A good source for printing can 
lighten detail—save time and 
provide satisfaction to you 
Admen who have such a con- 
nection should cherish it 


To you who want a printing 
source that is helpful, depend- 
able and skilled—Wagners can 
be the people you seek. May 
we (pics a? right) talk to you 
about it. soon” 


In the meantime, we'll put you 
on the list for “Printing Point- 


ers” iy you drop a card 


Admen from Davenport to Rock Island to Quincy 


Fred Cumblad 


WAGNERS, printers 


DAVENPORT, IOWA 


Ted Nelson 


has That a Lot of People Mow a Lot of Lawn 


ences for hand and power lawn 
mowers and lawn mower attach- 
ments for garden tractors. Three 
thousand Farm Journal subscribers 
were queried during the survey, 
and 2,000 Pathfinder subscribers 
were sent questionnaires. About 
25% responded to the question- 
naires on an average 


@ Here are percentages gleaned 
from replies from Farm Journal 
subscribers: 92.1% of these fami- 
lies have a lawn; 46% of the fami- 
lies have about a quarter-acre or 
more of lawn; 92.8% mow the 
lawns themselves or share the job 
with employes. 

A total of 59.8% of these fami- 
lies have at least one hand mower, 
39.9% have at least one power 
mower, 9.1% have at least one! 
lawn mower attachment for a 
garden tractor, and 85.5°% have at 
least one of these three types of 
equipment. For each 1,000 families 
there are 641 hand mowers, 420 
power mowers and 102 lawn mow- 
er attachments. 

From Pathfinder readers: 92.7% 
of these families have a lawn; 
32.2% own about one-fourth-acre 
or more; 86.1% mow the lawn 
themselves or share the job with 


es 


Ries, 


FLORIDA 
Seas get you 80 


*Based 

Power figures and current ABC Reports. using these 
three papers gives you 20 

in the 52 counties accounting for 80% 


Effective Buying Income, 81°% 
of drug sales, 81 6% 
eral merchandise sales and 81% 
retail sales You also get above 30% 
in 42 counties, above 50% 
im 9 counties and above 70% 


o6 Sales Management 1951 Survey of Buying 
or better family coverage 


of food sales, 82 8% 
of furniture sales, 80% 
of Florida's total 
family coverage 
in 20 counties, above 60% 


Revenue 


7 


tor the 


The more you make, 


FLORIDA 


Federal Internal 


from 1440 co 1950, while the figure 


was up 585% 


Bis Things Hatching 


v 


Collections Up 


29% 


U. S. as a whole 


the more tax you pay. Florida's 


income tax payments argue a thriving market 


with more people, more business, more everything — 
including more sales for you! 


Florida's big three m 


orning newspapers should be 


at the top of any Florida media list. They give you 


blanket coverage in t 
they give you 20°; 
of Florida's 


of gen 


other Florida market 


in 6 counties 


heir own markets. What's more, 


or better family coverage 
in those counties producing 80° of Florida's sales, 
thus adding strong support to your advertising in 


Put Florida's three big morning newspapers on 
your media list—you'll be glad you did 


Lowest Cost Coverage in Florida’s Top Markets 
FLORIDA © 


TIMES-UNION 


Be MIAMI 
- HERALD © 


TAMPA 
Morning Tribune 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


National Representative 
Story, Brooks & Finley, Inc. 


National Representative 
Sawyer-Ferguson-Walker Company 
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GAIN AND LOSS PERCENTAGES - 52 CITIES 


AC QUMULATIVE 


MTS 
[Serremscr 1952 = igsi | Logs ean | 
Gassacanon Te =| 20 to a ee eee a eee 
aaa 0.9) ao 7 - ee eee 
| omn 2.9) a 
| Automorive 6.6 
} FNANCIAL | 16.2 
| | rot cone | oa ‘ree meme 
| cuasswm 5.2 


TOTAL ADVERTISING 4 
| Oem aRTanéner stoms | 1.0) as 
—_ campus 


JAN, I=SEPT, 30, 195201951 oom! | 

c 1 _ 

LASSIFICATION ~=| a a3. . * ” 50 1 
ETA 0.1) ’ r een mee lant 
CANAL <. | 

| Automonve “7. 
FINANCIAL 0.3) 
TOTAL D1SPLA | 4.7) a 
ASSIFED | 5.6 
| TOTAL ADVERTIOING | - | 
| Depamtaen stots | 2. P| 


SEPTEMBER LINAGE—Media Records figures for newspaper ad linage in September 
found financial advertising well up for the month but for the first nine months of 
the year it was up only slightly over ‘51. Classified showed steady gains. 


employes. A total of 68.5% have 
at least one hand mower, 29.7% 
have at least one power mower, 
85.9% have at least one of these 
two types. 

For each 1,000 families there 
are 770 hand lawn mowers and 
319 power mowers. 


Norton Export Boosts Tyler 

David B. Tyler has been named 
advertising manager of Norton 
Behr-Manning Overseas Inc., ex- 
port subsidiary of Norton Co., 
Worcester, Mass., manufacturer of 
abrasives, grinding wheels and al- 
lied products. Mr. Tyler has been 
| responsible for the Behr-Manning 
' foreign advertising. 


_Appoints Shaw & Schreiber 


Shaw & Schreiber, Philadelphia, 
has been appointed to direct ad- 
vertising for the Traymore and the 
Ambassador hotels, Atlantic City. 
Dorland Advertising, Atlantic City, 
is the previous agency. 


Dictograph Buys AM Series 

Dictograph Products Inc., Ja- 
maica, N. Y., is sponsoring a Sun- 
day series featuring informal com- 
mentary by Galen Drake, over the 
CBS radio network, for Acousticon 
hearing aids. The program began 
Nov. 2, and airs at 1:30-1:45 p.m., 
EST. Buchanan & Co., New York, 
handles the advertising. 


Schwibner Joins Casten Shoe 
Arthur Schwibner, formerly 
with Narjos Shoe Co., Somerville, 
Mass., and president of Waverly 
Shoes Inc., New York, has joined 
Casten Shoe Co., Haverhill, Mass., 
as head of sales, styling and mer- 
chandising. The company manu- 
factures women’s casual footwear. 


Montgomery to ‘Register-Guard’ 

Richard G. Montgomery Jr., son 
of the president of Richard G. 
Montgomery & Associates, Port- 
land, Ore., has joined the adver- 
tising sales staff of the Register- 
Guard, Eugene, Ore. 


YOU CAN, directly, 
tomore than 1500 of them 
through the pages of Amer- 
ican Aviation. New ABC 
circulation, June 30, 1952 


17,244 


covering aircraft manufac- 
turing, airline and air termi- 
nal operation. 

When you board this fast- 
est growing aviation publica- 
tion, you know you'll be No. 1 
to land on the desks that count. 


* Daily + Bi-weekly 

* Monthly Airline Guide 

* Semi-Annual! Directory 

* Daily Traffic News 
1025 Vermont Ave., N.W., Washington, D.C. 

Advertising Offices 
La Guardia Airport, New York City 
Phone: ILlinois 7-4100 
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Colgate Pushes Palmolive 
in Magazines, Radio, TV 


P Citaste-Paimelive-Peet Co., 
ts x ersey City, is sponsoring a heav 
Will Bow in March | oS seen ed ee pow 4 
| containing “nature’s chlorophyll.” 
New York, Nov. 4—A new Sun-/ The canenetem includes mA 
day supplement designed to “fill | radio spots, “The Colgate Comedy 
the gaps” in the supplement field| Hour” (NBC-TV), “Strike It 
will be introduced next March, ac-| Rich” (CBS-TV and NBC), and 
cording to William H. Marriott,|“Our Miss Brooks” (CBS). The 
publisher (AA, Nov. 3). pa ar Mg mn rer ye 
. “ate , roup, Fami ircle, 
py a ma eg — | Fawcett Publications, Gued Gneas: 
ave a circulation guarantee of 2,-| keeping, Ladies’ Home Journal, 
000,000 and will appear in up to 113) McCall's, Seventeen, Today’s Wo- 
Sunday papers whose audiences| man, True Story, Woman’s Home 
don’t see Parade, The American | Companion and Woman’s Day. Ted 
Weekly, This Week Magazine or| Bates & Co., New York, handles 
the First 3 Markets Group, accord- | Palmolive soap advertising. 
ing to Mr. Marriott, onetime ad-| 


‘Family Weekly’ 
Sunday Supplement 


_Gemex Backs TV History Show PROMINENT FOOD BROKER 
ENDORSES SIOUX CITY NEWSPAPERS 


| have long believed that an advertising message told simply and truthfully 


Gemex Co., Union, N. J., man- 
ufacturer of watchbands, is spon- 
soring an eight-week television 
test program over WCAU-TYV, 
Philadelphia. Entitled “Split Sec- 
onds in History,” the quarter-hour 
program will depict 
events in American history. Bat- 
ten, Barton, Durstine & Osborn, | 
New York, handles the account. 


Webster Heads Promotion 

Jan Webster, formerly public re- 
lations director for the Portland, 
Ore., Chamber of Commerce, has 
been appointed p.r. director for 
KPTV, Portland’s first television | 
station. 


WIDE Names Keller 


market.* 


will do a good selling job, regardless of the nature of the product, 
important | John O. Knutson of the John O. Knutson Co., food brokers in Sioux City, lowa 


59 


reports 


| also know that if an advertising message is to be effective 
it must be placed in o medium that reaches potential buyers 
That is why | believe in using Sioux City Journal and Journal- 
Tribune newspapers for complete coverage of our retail 
Sioux City, lowa is located in the heart of the 
rich midwest, has a metropolitan area population of 103,917 
and is the third largest stocker feeder market in the nation 


*Sioux City A.B.C. Retail Trade Area (49 counties in lows, 


vertising manager of the Cincin-| Raymond Advertising Moves Robert S. Keller Inc., New York. | Nebraska, South Dakota, Minnesota.) Population—818,400 
nati Enquirer. Raymond Advertising, Newark, has been named sales promotion “Buy Minded" people 
Member newspapers, he said,|has moved to larger quarters at representative for WIDE, Bidde- ' 
will get stock in the news supple-| 32 Green St. ford, Me. ; (Advertisement) 
ment in ratio to their circulation. 
These papers will buy Family 
Weekly at $4.95 a thousand, plus | 
freight. They will also be eligible | 
for a pro-rata share of 80% | oe eugene . 
of all net advertising revenue i : ge out has ‘a ieee oe 
_— average of seven pages a Ss EEE. 5 ’ . 
of advertising a year. MOCO qesens i oe 
| Fae SEEDS GROW! ae a 
= Papers which do not become - ptt ws 
stockholders and which are in| fe 
areas not penetrated by other sup- & 
plements will be able to buy Fam- pe 
ily Weekly at $5.95 a thousand is 
and freight. These papers will not a 3 . is oes jae 
have a share in the net advertis- % : f ¢ 7 : eros ne: or 
ee | of Importance Picks jaa : 
Black & white pages in the! ; . : : = 
weekly will be based on $4.25 a/| 
thousand circulation and color 
pages on $5 a page. The supple-| i ' 
ment will be printed in the Phila- } 
delphia plant of Parade on 34- : 
pound super news in roto. < 
Mr. Marriott, who will also be} x 
executive v.p. and general man- Be” 
ager, said Family Weekly will =_ ; i 
“greatly enhance the individual a 1952 is a record year! First, almost 100 per cent of the corn planted es. 
newspaper publisher’s Sunday SS in Missouri was hybrid corn. And all the major hybrid corn com- ¥ 
package for the reader, and in Ley panies, large and small, are our clients. At least half of these ad- a : 
— pega nig Na § a vertisers have been in Missouri Ruralist for ten years—and none * : 
raise his Sunday price to . For | h one a ' a: : 
the first time, it will enable na-| AY as ever dropped out permanently! Bc? 
tional oe oan gegen’ = The reason: Advertisers know that practical, enthusiastic editorial 
pee canted yp Bond = leadership makes loyal readers—and that Missouri Ruralist has : 
teat hhensiatede wasn nak enaldiie a done much of the work of educating farmers in the use of hybrid ; 
to them for Sunday color advertis- corn. They know Missouri Ruralist’s loyal readers are their best : 
ing.” prospects! Y 
= He added that the new supple-| Missouri Ruralist can sell for you, too! if you have products or 
ment gives advertisers the chance i services to sell farmers or their families, Missouri Ruralist can help : 
to “dovetail their Sunday maga- | you make extra profits in Missouri! Call or write for complete ; 
& 


zine advertising and cover the en-| 
tire U. S. at once with a minimum 
of duplication.” 

According to Mr. Marriott, Fam- 
ily Weekly, in many cases, “will 
encourage national supporting ad-| 
vertising copy in the daily r.o.p. 
schedules of its member news- 
papers, thereby adding still fur- 
ther to the papers’ ad revenues.” 

Proposed members of the supple- 
ment’s board of directors include 
Hugh I. Shott of the Telegraph, 
Bluefield, W. Va., who will also 
be president; George H. Lewis Jr. 
of the Progress Index, Petersburg, 
Va.; Robert B. Wallace, Tribune, 
Coshocton, O., and Wilton E. Hall, 
Independent, Anderson, S. C., who 
is also 1st v.p. 


Appoints Two for ‘Climax’ 

Macfadden Publications, New 
York, has appointed George O'Neal 
managing editor and Gregory S. 
Bruno art director for Climaz, its 
new magazine for men. Mr. O’Neal 
formerly was story editor of The 
American Weekly, and managing 
editor of Famous Features Syndi- 
cate Inc. Mr. Bruno previously was 
art editor of Photography. Climax 
is scheduled for release early in 
1953. 


es ee 


Evinrude Motors Names Scott 

Evinrude Motors, Milwaukee Ss 

manufacturer of outboard motors, bas. 

has appointed Robert Scott to the 2 L E 
new post of assistant sales man- ‘ oO £ 4 

ager in charge of dealer relations. ¥, Sy : 

Mr. Scott formerly was associated a a = ; 

with WMIL, Milwaukee. He was 


previously a member of the Evin- 
rude organization from 


1942 to 


information today. 


CORDELL TINDALL, associate editor of Mis- 
souri Ruralist, is an agronomy expert. 
Through his editorial leadership he’s re- 
sponsible in no small degree for the al- 
most 100 per cent hybrid acreage in 
Missouri 


MISSOURI'S STEADY GAIN 
IN HYBRID CORN ACREAGE SHOWN GRAPHICALLY 


YEAR HYBRID ACRES % TOTAL ACRES 

1933 

1938 80,000 18 
1943 3,526,000 71.5 
1948 4,147,000 95.0 
1949 4,051 000 96.0 
1950 3,922,000 97.0 
195) 4,336,000 97.5 
1952 4,271,000 98.0 


MISSOURI RURALIST 


PUBLISHED BY CAPPER PUBLICATIONS 
Business Offices—Topeka, 
Editorial Office—Fayette, Mo 
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Heads Business-Education Day 

Carl Zachrisson, N. W. Ayer & 
Son, San Francisco, has been 
named executive chairman for San 
Francisco’s Business-Education 


Day, Nov. 21. More than 300 com- 
panies and industrial plants are 
expected to participate, playing 
host to public, private and paro- 
chial school teachers. 


than any 


MORE LOCAL 
GROCERY LINAGE 


other IOWA DAILY in 1951 


Only the Courier delivers lowa’s richest Agricultural and Manufac- 


turing area. Contact our 


Sidiy, Brooks & Finley 


Pp i or write today 


WATERLOO, IOWA 


Nononol Adveriung Representonves 
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Silk Screen Printers Are Coming of Age 
in Graphic Arts; 4th Conclave Draws 3,000 


Curcaco, Nov. 4—Silk screen 
printing, as a process, is hoary 
with age, antedating the printing 
press by centuries. As a modern 
industry, however, it is still quite 
a youngster. 

Technologically, much of the 
work done by an estimated 7,000 
silk screeners in the U. S. today 
still is performed by hand. Busi- 
ness-wise, leaders in the field say 
the majority are in the extremely 
small business category of an esti- 
mated $7,500 investment in equip- 
ment. 

Yet all signs at the fourth an- 
nual convention of the Silk Screen 
Process Printing Assn. here last 
week pointed to a rapidly ap- 
proaching maturity for the indus- 
try. 


® Mechanization, in so far as pos- 
sible, is under way. Quality of re- 
production is constantly being en- 
hanced and is expected to be facil- 


Beautiful Business 


‘TIl say they are!” 


“We used Flowers-By-Wire 
to introduce Bourjois” 
Flower Print Colognes 

{ with great success.” 

{ 

i 


A Mr. Richard Lockman Advertising & 
Publicity Director, Bourjois, Inc. 


Howers Are 


Builders 


@. 


On opening day 


than 18,000 F. 


at your service! 


Say it with 
Flowers-By-Wire 


on special events ...as a “thank you” 
for the order... on almost any 
business occasion... for those at 


home when you're away. 


You can wire flowers to anywhere 


... from anywhere +++ more 


INTERFLORA Member Shops 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


$...0nm anniversaries... 


T. D. and 


Headquarters: 
Detroit, Michigan 


itated by research programs, new 
developments, and exchanges of 
ideas through the association. 

Recognition as a legitimate seg- 
ment of the graphic arts is one 
current goal sought by the screen- 
ers, but the growth of the group’s 
association is an indication of the 
progress made. 

Three years ago, 90 screeners 
gathered for the first convention 
and formal organization on a na- 
tional plane. Today the organiza- 
tion, describing itself as interna- 
tional in scope, has mere than 700 
members, and registration at the 
convention topped 3,000. 


® Because of the formation of the 
association, Daniel P. Novak, ex- 
ecutive secretary, says the indus- 
try “has grown more in the past 
four years than in the previous 
40.” Impetus was provided during 
the last war when most military 
camps had silk screen plants to 
make signs. Hundreds of $600 silk 
|sereen kits were provided the 
armed services and were used 
| throughout the world. 
| Although the industry remains 
almost unanalyzed from a sta- 
| tistical standpoint, both Mr. Novak 
jand Howard W. Parmele, presi- 
|}dent of Naz-Dar Co., Chicago, a 
| supplier, say there is enough evi- 
| dence to indicate the industry now 


|does up to $500,000,000 worth of) 


| business annually. 

It also appears to be one of the 
few remaining fields that can be 
entered with small capital invest- 
ment and relatively small know- 
how. 

Mr. Novak estimates that some 
80% of this business is done for 
advertising, particularly in 24- 
sheet poster work, but including 
many other forms. Although most 
firms are small, some, like Kubin- 
Nicholson of Milwaukee, do more 
| than $2,000,000 annually. 

The average dollar volume for 
all silk screen firms is estimated 
at $50,000 annually. 


® As an industry, silk screen is 
divided into three main segments: 

1. The manufacturers who make 
the equipment and process raw 
materials used, for example, in 
the inks and paints. 

2. The suppliers who handle 
these products and services. 

3. The processors or printers. 

From the standpoint of advertis- 


ing, the big advantage claimed for 
the method is its’ versatility. 
Screeners say they can print on 
almost any type of material from 
paper through glass, leather, met- 
als and plastics. Besides silk, the 
industry uses screens made of 
bronze and stainless steel. 

Cylindrical objects, such as bot- 
tles or cans, also can be printed, 
and it is said to be the only print- 
ing process at present that can ap- 
ply the new fluorescent colors like 
Day-Glo or Velva-Glo. 


® Another advantage is the depth, 
intensity and variety of colors 
that can be reproduced. As many 
as 80 colors have been applied to 
finish a particular job, and screen- 
ers often build up measurable 
thicknesses of color to obtain the 
proper tones. 

It also has been used as a sal- 
vage method in high grade print- 
ing. Mistakes made in such print- 
ing can be blocked out and printed 
over correctly by the screeners. It 
also has been used to make small 
runs of an advertisement for tests. 
Small numbers of an ad can be 
economically screen printed and 
tested in an area before large- 
scale reproduction by other print- 
ing methods. 


s The big disadvantage, so far, has 
been the amount of drying time 
necessary. Because of the thick- 
nesses of color applied, consider- 
able time often is consumed in 
drying before work can proceed. 
| Other disadvantages are the 
limited numbers that can be re- 
produced. A run of 3,000 copies 
generally is tops, although 5,000 
can be produced under special 
conditions. 

However, the screeners are op- 
timistic about overcoming these 
obstacles. Much emphasis was 
placed at the convention on ways 
of increasing mechanization. New 
mechanical presses, including one 
from England, were shown as well 
as automatic drying systems us- 
ing infra-red lights. 


@ The screeners emphasize that 
|their process is not competitive 
with the other graphic arts on im- 
pressions per hour. But they are 
trying to sell it as a process that 
can apply final color in certain 
types of printing and as often the 
most economical process for multi- 
color runs of up to 3,000 copies. 
Now that the association has 
broken down mistrust which pre- 
vented exchange of ideas, much 


GREAT MOTION PICTURES 


ARE PROCESSED BY PATHE 


PAUL WHITE, President  PSI-TY, Inc., 


Producers and Distributors of TV-Films, says: 


“It takes a highly skilled laboratory to 


perform our many 


varied and exacting 


technical requirements plus a depend- 


able organization to meet daily program 
* 7 
deadlines. We use Pathe Labs.” 


and need 


PSI-TV’s Pathé-processed pro- 
grams include: “China Smith? 
“Playhouse of Stars” 
outstanding television series in 
addition to 68 current full 
length features. 


and other 


If your films, too, are different 


the most versatile 


laboratory treatment — plus 
creative ability, high quality and 
speed—we invite your inquiry. 


Both New York and Hollywood Have Complete Pathé Laboratory Facilities: 


35MM ¢* 16MM °* 


COLOR °* 


BLACK AND WHITE 


Pathé Laboratories, Inc. is a subsidiary of Chesapeake Industries, Inc. 
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Advertising Age, November 10, 1952 
advancement is expected by the 
screeners in the coming years. A 
research committee, which will 
undertake particular projects, was 
established for the first time. 
New officers elected are: Jos- 
eph Grossman, Masta Displays 
Inc., New York, president; Stanley 
R. Snider, Snider’s Poster Process 
Co., New Orleans, v.p., and Franz 


Weiss, Poster Products Co., Chi- 
cago, treasurer. 
EASTMAN INTRODUCES 
SILK SCREEN METHOD 

New York, Nov. 4—A new 
photographic process for silk 


screen printing which may revo- 
lutionize the industry has been 
developed by Eastman Kodak Co. | 

The new process, according to 
the company, makes silk screen 
continuous tone effects easily and 
economically possible. For consist- 
ent users of silk screen printing in 
advertising, display, textile and) 


ACHIEVEMENT AWARD—W. T. Okie, 


to the JA national 


v.p. and director of J. M. Mathes Inc., re- 
ceives @ “Senior Achiever’s” certificate from Larry C. Hart, Johns-Mansville v.p., who 
serves as president of Junior Achievement Inc. Looking on at the right is Rome E. 
Collin, national executive director of Junior Achievement. Mr. Okie was just elected 


and his agency coordinates the group's ad- 
vertising and publicity campaign. 


other fieids, this will broaden op- 
portunities for using the process. 

The new process is said to be 
extremely simple. Known as the 
Kodak Ektagraph process, it pro- 
duces stencils photographically, | 
utilizing a new sensitized material, 
Kodak Ektagraph film. 


washes away the soft gelatin and 
leaves the remainfng gelatin in 
stencii form. The film is then 
placed face down on the silk screen 
and dried. As it dries, the gelatin 
of the emulsion adheres strongly 
to the silk. 


e After the film has thoroughly 
dried, the worker swabs it with 
a special stripping solvent which 
makes the backing or film support 
in contact with a line or halftone | Swell. This is then peeled away 
film positive. The Ektagraph film | from the emulsion leaving a photo- 
can be handled in incandescent] graphically faithful stencil on the 
room illumination. A new reflector | Silk. 
flood lamp will provide sufficient) Standard silk screen techniques 
exposure illumination for produc-| come into use at this point. Ink 
tion work. | is applied to the screen and drawn 
After one minute in an “activa-| across the silk by a large rubber 
tor,” which puts the developer to| squeegee. The squeegee forces ink 
work, the film is given brief treat-| down through the silk and out 
ment in two stop baths to halt all | through the stencil to produce the 
developer action, fix the image desired image. 
and harden the emulsion, and is | The new Kodak process, it is 
then bathed for a minute or so in| pointed out, can be used just as 
warm water. | effectively to produce top quality 
This acts on the gelatin in the four-color reproductions as it can 
film which has not been affected| with one or two-color work, re- 
by the light. As the warm water! gardless of size or detail. 
flows over the film, it dissolves and! The company also points out 


® The emulsion of this new film | 
contains its own developing agent. 
Exposure of an image to the new 
film is made through the back 
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WARWICK’S NEW TYPE 
SERVICE ELIMINATES 


PASTE-UP ON MANY JOBS! 
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this invaluable aid te art directors 
and production men, write Dept. A-9. 


WARWIC 


920 Washington Ave. « St. Louis 1, Mo. 
by rail and air from nearly all U. $. 


TYPOGRAPHERS 
INCORPORATED 
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that, tor every printing order that 
runs into hundreds of thousands 
of impressions, there are a thou- 


| Broadway-Hale Stores Inc., 


sand or more orders for printing 
where only 200 to 2,000 copies are 
required. Many such short-run 
jobs are handled by silk screen 
printers, efficiently and economi- 
cally. 


Tourist Ad Group Elects 

George J. O’Brien, v.p. of Stand- 
ard Oil Co. of California, has been 
elected president of the All-Year 
Club, national tourist advertising 
organization for Southern Califor- 
nia. Other officers elected are Ed- 
ward W. Carter, president of 
v.p.; Robert J. Hadden, v.p. and 
general manager of Pacific Tele- 
phone & Telegraph Co., 2nd v.p. 
and F. M. Banks, president and 
general manager of Southern Cali- 
fornia Gas Co., 3rd v.p. 


Switches to Calkins & Holden 


American Scientific Laborato- 
ries, Madison, Wis., manufacturer 
of biologics, pharmaceuticals and 
pesticides, has appointed Calkins 
& Holden, Carlock, McClinton & 
Smith, New York, to handle its ad- 
vertising, effective Jan. 1. Arthur 
Towell Inc. is the present agency. 


Ist | 
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Canadian Ad Assn. Elects 
Russell C. Ronalds, president of 
Ronalds Advertising Ltd., Mon- 
treal and Toronto, has been re- 
elected president of the Canadian 
Assn. of Advertising Agencies. 
Other officers elected are G. C. 
Hammond, Cockfield, Brown & 
Co., Montreal, v.p.; Mark Napier, 
J. Walter Thompsen Co., Toronto, 
v.p., and W. H. Reid, Spitzer & 
Mills, Toronto, secretary-treasurer. 


Labatt-Simon to Litecraft 


Litecraft Mfg. Corp., New York, 
has appointed Malcolm R. Labatt- 


Simon advertising manager. Mr. 
Labatt-Simon formerly was with 
_| the home furnishing division, ad- 


vertising department, R. H. Macy 
Co., and Lynn Baker Inc., New 
York. 


JUST ASK FOR MARIE: 
Call WAhbash 2-8655 and Ask for 
Marie po = on ge? next multi- 


ae Nob Qa 
. 


livery, fast 


Ss! 
Inc., 431 S Dearborn St., Chicago 5 


Now in our 23rd successful year.) 


National Dealer’ Survey pee 


1 74%, cage sales increased 
an average of 14% - renee 

erection ‘of brand-name sign 

creases ranged trom 5 to agrees 


2. 94% said thot PLASTILUX signs 


had established them in the com- 
ee eee fr te pred 
uct on the sign. 


3. 62% 
“stocked @ more complete line of 
Get SiGNews: 


ing, keeping you informed of 
Point-of-Purchase developments. 


“reported they hans 


5. 97% reporied PLASTILUX ig 
have brightened their storefronts 
and 87% said it brought in p. mee: 


prospects: 


6.99% of fonts 


company and product names, will. 


be furnished upon request 


Le ; 


Sent free to advertising and sales people. It's the voice of SIGNvertis- 
the newest in dealer identification and 


ST Cbivearctsring 


SCiEmMCE OF SELLING With SIGNS 


WRITE FOR MORE DETAILS 


NEON PRODUCTS, INC., 3004 NEON AVE., LIMA, OHIO 


NEW YORK, CHICAGO, LOS ANGELES, DETROIT; REPRESENTATIVES IN PRINCIPAL CITIES 
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Pacific Transport Gets Award 


Pacific Transport Lines Inc., 
San Francisco, has been given the 
first annual award for distin- 
guished book match advertising 
by the American Match Industry. 


Appoints William Wall 


William Wall, formerly 


with 


Cunningham & Walsh, has joined 
Morey, Hurnm & Johnstone, New 


York, as a writer 
and TV department. 


in the radio 


Modern Direct Selling’s seven- 
billion-dollar volume has put 
scores of companies in need of 
advertising agency help in han- 
dling expanded promotional ac- 
Naturally they seek 
with their 
specialized problems, but declare 
too few agencies qualify. Yet 
fundamentals of modern Direct 
Selling are simple to grasp and 
fully explained in a free 24- 


tivities 


informed assistance 


Agencies! These Free Facts Will 
Help You Win NEW ACCOUNTS! 


page book, sent postpaid to in- 
terested account executives who 
write for it on their agency's 
letterhead. Written by an expert, 
it clearly details methods of 
succesful modern Direct Selling 
companies, is sent with full in 
formation concerning way to 
get no-cost aid in servicing ac- 
counts this booming field 
For prompt address 
request to: 


in 
response 


SPECIALTY SALESMAN MAGAZINE 


Room 812-F, 307 N. Michigan Ave., Chicago 1, Ill. 


Exhibits ‘Aids to Industry’ 

“Technological Aids to Indus- 
try,” an exhibit of the technical 
services -of the Department of 
Commerce, will be held at the 
Conrad Hilton Hotel, Chicago, 
Nov. 10-13. The exhibit is de- 
signed to show what is being done 
by the Office of Technical Serv- 
ices, the Patent Office, Govern- 
ment Patents Board, and the Bu- 
reau of Standards 


Winemiller Promoted 

Watt Publishing Co. Mount 
Morris, Ill., has appointed Tom L. 
Winemiller advertising manager 
of U. S. Egg & Poultry Magazine, 
which will carry the title Poultry 
Processing & Marketing beginning 
with the January, 1953, issue. Mr. | 
Winemiller joined the advertising | 
department of the publishing com- 
pany in June, 1951. 
Barfoot Named Nash Ad Head | 

W. E. (Bill) Barfoot has been 
appointed advertising manager of 
Nash Motors of Canada Ltd., Tor- 
onto. Mr. Barfoot will direct sales 
promotion and public relations. He 
formerly was an account executive 
in the Toronto offices of Young &: 
Rubicam and of J. J. Gibbons Ltd. 


* Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc 
Derby Foods, Inc. 

The Eagle-Picher Company 
Household Finance Corporation 


a Se 


Johnson & Son, Inc 


It's Needham, 
... same agency that’s doing that safe driving 
campaign for State Farm Insurance Companies. 


Louis & Brorby * 


Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 
Morton Salt Company 
The Peoples Gas Light and Coke Company Wieboldt Stores, Inc. 


You mean to say Johnson’s PRIDE is already the largest selling 
furniture polish? I wonder who does their advertising... 


Phenix Foods Company 

The Quaker Oats Company 
State Farm Insurance Companies 
Swift & Company 


| Inc., 


Advertising Age, November 10, 1952 


CHARTER MEMBERS—Heads of three agencies that have held continuous active mem- 

bership in the Continental Advertising Agency Network since its inception in 1932 

officiate at a cake-cutting ceremony celebrating the network's 20th anniversary 

during the annual national convention in Los Angeles. Left to right: John F. Arndt, 

CAAN president, and head of John Falkner Arndt Co., Philadelphia; Enno D. 

Winnius, Winnius-Brandon Co., St. Louis, and Dan B. Miner, Dan B. Miner Co., Los 
Angeles. 


| Uses College Dailies for Pipes 


Kaywoodie Co., New York pipe 
manufacturer, has begun a cam- 
paign in daily newspapers of 35 
colleges promoting four new col- 
legiate creations. The company 
expects to reach more than 25% 
of the male college enrollment 
with 549-line insertions in October 
and November issues of the col- 


lege dailies. Grey Advertising, 
New York, is the Kaywoodie 


agency. 
| 


Bay Area Council Names Head 

Donald M. Murphy, director of 
public relations for Lucky Stores 
San Francisco, has _ been 
named chairman of the press and 
public relations committee of the 


|San Francisco Bay Area Council. 
| Included on 
|Fred H. Fidler, v.p. and Pacific 


the committee are 


Coast manager, J. Walter Thomp- 
son Co.; Philip Lasker, KPIX, and 
Paul C. Smith, editor of the San 
Francisco Chronicle. 


Wendle to Lawrence Fertig 

George E. Wendle has been ap- 
pointed manager of the outdoor 
and transportation advertising de- 
partment of Lawrence Fertig & 
Ce., New York. Mr. Wendle for- 
merly was v.p. and general man- 
ager of United Advertising Corp., 
Newark, N. J. 


Newspaper Ad Bureau Elects 


The New England Newspapers 
Advertising Bureau has elected 
Albert Spendlove, general man- 
ager, Telegraph, Nashua, N. H., 
chairman. Other officers elected 
are G. Prescott Low, publisher, 
Patriot Ledger, Quincy, Mass., sec- 


retary, and Charles L. Fuller, 
publisher, Enterprise, Brockton, 
Mass., treasurer. 


Glass Opens Own Agency 

W. Bentley Glass, formerly sales 
manager of Cuban American 
Broadcasting Co., Havana, and for 
the past 15 months promotion and 
advertising manager of the Ocean 
Forest Hotel, Myrtle Beach, S. C., 
has opened his own advertising 
agency in the Chamber of Com- 
merce Bldg., Miami. 


Stoddart Joins Reinhold 

George T. Stoddart, formerly 
with George S. May Co., has been 
appointed assistant district man- 
ager in Chicago of Materials & 
Methods, published by Reinhold 
Publishing Corp., New York. 


Malone, Moore Moves Offices 

Malone, Moore Associates, New 
York, has moved to larger quar- 
ters in the Grand Central Ter- 
minal Bldg., New York. 


Of the 


who subscribe to 


NEEDHAM, LOUIS & BRORBY, Inc. Adrertising 


135 South lo Salle Street, Ct 


Chicago 
New York 
Hollywood 
Toronto 


190 3, Iilinois 


234,569 decision makers 


The Wall Street Journal 


37,601 decide on 
the buying ot 


materials 
handling 
equipment 


If you advertise to business, 
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PREMIER SHOWING—Gingham-gowned 

Stone Container Corp. exhibit at the Industrial Packaging Exposition in Chicago. 

The company used the occasion to introduce its new Multi-Tone process, a tech- 

nique for reproducing “life-like product pictures and colorful over-all patterns on 
corrugated boxes.” 


Ingebord (inky) Jorgensen sparks the 


New Interchangeable 
Wet and Dry Offset 
Presses Introduced 


New York, Nov. 5—Printers 
can now buy presses of standard 
design and manufacture which are 
interchangeable for both wet and 
dry processes of offset printing. 

American Type Founders, after 
long experimentation in collabora- 
tion with various suppliers, re- 
search groups and interested cus- 
tomers, has introduced its Chief 
offset presses, 17x22” and 22x29”, 
as combination dry offset and wet 
offset presses. 

Basic changes in the new presses 
include a new plate cylinder which 
is undercut .030 to allow for great- 
er thickness of the dry offset plate. 
When wet offset plates are used, 
the plate cylinder is merely packed 
to accommodate the thinner plano- 
graphic plate. 


@ Because greater precision is nec- 
essary with the dry offset process, 
plate rollers are dynamically and 
statically balanced. They are also 
equipped with capped roller bear- 
ing sockets for greater precision 
control. These ink form rollers are 
no longer interchangeable with 
those used on former models of the 


Chief presses, although other rol- 
lers are. 

The blankets on the new dry 
offset presses are the same thick- 
ness as previously used. The plate 
cylinders are now made so that 
the leading edge and the trailing 
edge of the plate enters the gap 
with a less abrupt bend. This per- 
mits the ink rollers to contact the 
plate without bumping and is ex- 
pected to result in longer roller 
usefulness without wear. 

Installation of several new com- 
bination wet and dry offset presses 
has already been made in several 
parts of the country, according to 
ATF. 


Names Justin Staadecker 


Justin Staadecker, formerly with 
Grossman & Weissman, New York 
linens importer, has been named 
assistant to Max Robb, executive 
v.p. and general merchandise man- 
ager of Lit Brothers, Phikadelphia. 
He will handle the merchandising 
duties. 


Plymouth Cordage Names V.P. 

B. B. Bradley, general sales 
manager, Plymouth Cordage Co., 
Piymouth, Mass., has been elected 
v.p. Mr. Bradley has complete 
charge of all sales activities of the 
parent and the subsidiary compa- 
nies in the United States and Can- 
ada. 


WE OWE A DEBT (advertising agency production men 


+ 
7 ; or - 
- throughout America who, recognizing the importance 
+ 
e - . . . * 
. of fine photoengraving in national advertising, have 
° j 
“i consistently specified “engravings by C M & H”. 
* 
e Their demand for quality supports our standard 
. 
- * . 
e of quality. 
2 


COLLINS, MILLER & HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE + CHICAGO 1 
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New York —Edwerd Kruspek, Advertising Monager, 51 E. 42nd St., Murray Hill 7-687. 


Chi 


ABOUT MARKETS . 


PENOBSCOT BUILDING ° 


The automotive industry has 2 
big markets — the car dealer 
and the automotive factory. 


mn oe FACT—A new in- 


dependent survey 
among top executives in automotive factories 
shows that AUTOMOTIVE NEWS is first in 
both readership and preference. Of the key 
men with car and truck manufacturers, 80°, 
read it; more executives prefer it — 4!/2 times 
over any other trade publication. 


z FACT—Today the 
car dealer market is 
bigger than ever. A 
comprehensive new 

survey reveals such facts as: 96.8%, of all car 

dealers sell batteries . . . 84.7%, sell tires . . . 

82°%/, do bump and paint work. The car dealer 

sells a great variety of automotive products, 
performs many services, and owns vast eqdip- 
ment. 


Your AUTOMOTIVE NEWS representative 
has the facts on both of these markets. Let 
him show you both surveys. 


ABOUT A MEDIUM . 


For 38 years the ABC has been auditing cir- 
culations for the benefit of advertisers and 
their agencies. Seldom in those 38 years have 
its audit reports turned up such a combination 
of outstanding facts for any one publication: 


@ Subscription price highest in industry: $8. 


@ Renewal rate highest in industry: 88.3%. 


@ 95°% voluntary mail subscriptions — 
no subscription sales force. 


@ No premiums; no free list. 
@ Circulation of 40,000 net paid. 


DETROIT 26, MICHIGAN 
REPRESENTATIVES 


—J. Goldstel 


Western M 


. 360 MN. Michigen Ave., Stote 2-6273 


Los Angeles —®. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 


Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 
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The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


today, there is no greater satis- 


faction 


Utility's Ads Point Up 
Tucson's Rapid Growth 
To the Editor: We'd like to con- We thought you might be inter- 
gratulate you on your comprehen- ested in the ad and publicity tear 
sive report: “The Great Market of sheets we’ve enclosed. They are a 
the West.” part of a promotional series we're 
If you Bob carrying out for the local utility 


chanced to read 


Considine’s article, (Page 65 company. In them, you'll find 
Phoenix Republic and Gazette ad) | tangible expression of Tucson's 
you'll find in it the spirit that ex- rapid growth. 


cites so many of us New Westerns The gold-plated meter, donated 
As you probably know, most of by Westinghouse, was used to sig- 
the West's swelling population has nify the 50,000th meter in service. 
migrated from the East and Mid- But the importance lies in the fact 
west. We, in this agency, are from that the number of electric meters 
Cleveland, Saginaw, New York. in service has doubled in five short 


And the thrill that excites us anew years. As the copy states, in the 
each day is the sight of a city first 45 years of utility serv- 
growing; the feel of a state gain- ice, only 25,000 meters were in 


ing national importance; the service. Now, in the company’s 50th | 
knowledge of a section capturing anniversary year, that number to- | 
the attention of the world. To us, tals 50,000...The utility’s service 


YOU MIGHT FLY NON-STOP | 
AROUND THE WORLD*— | 


oe 


mince 


- 


BUT... 

YOU NEED a 
THE FETZER STATIONS 

FOR “AIR SUPREMACY" 

OF WESTERN MICHIGAN! | 


" you want to see your sales soar in Western Michigan, 
“climb aboard” the Fetzer stations—WKZO-W JEF in radio, 
WKZO-TY 
RADIO — WAZ. Kalamazoo, and WJEF, Grand Rapids, 
do an outstanding radio job in their home cities. Together 
they deliver 57% more listeners than the next-best two-station 


in television. 


choice in Kalimazoo and Grand Rapids—yet cost 20% less! 
Rural coverage is equally spectacular. 1949 BMB figures 
credited WKZO-W JEF with big increases over 1946 in undu- 
plicated rural audiences—up 16.7% in the daytime, 52.9% 


at night! And there is good reason to believe that similar 
increases have occurred since 1949, 


TELEVISION — WKZO-TV, Channel 3, is the Official Basic 
CBS Television Outlet for Kalamazoo-Grand Rapids. It serves 
more than a quarter million TV homes in America’s 18th 
television market. This 28-county area embraces 58.1% of 
Michigan’s non-Detroit population and 60.1% of the non- 
Detroit retail dollar. An August 1952 Videodex Diary Study 
proves that WKZO-TV delivers 93.4% more television homes 
than Western Michigan's other TV station! 


Get all the Fetzer facts today. Write direct or ask Avery-Knodel. 


*The United States Air Force did, in 1949. 


'WKZO.-TV ™wizo 


ToP4 ™ WESTERN MICHIGAN top’ ™ KALAMAZOO 
AuD MORTHERM INDIANA . amp GREATER 
WESTERN 


(CBS RADIO) (CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


area population of 125,000 (by 1950 
census) now totals 158,000, and 
should surpass 234,000 by the end 
of 1956. By early 1957, the utility 
should be installing its 75,000th 
electric watthour meter. 

The ads we've enclosed are No. 1 
and No. 2 of a three-ad series. 
The “Mr. and Mrs. 50,000” theme 
has been used to illustrate the 


utility’s behind-the-scenes work in 
providing for the tremendously 
growing demand for electricity... 

This agency feels a considerable 
pride in the enclosed tear sheets. 
They represent a marked depar- 
ture from the utility’s past Reddy 
Kilowatt mat service advertising, 
and for the first time, this com- 
pany’s advertising now makes its 
appeal at the human _ interest 
level... 

E. P. Harwoop, 
Harwood Advertising, Tucson, 
Ariz. 
e e e 

Reports Position of Arrow 
Vodka in West Coast Market 

To the Editor: I read with con- 
siderable interest the article in 
the Oct. 20 issue of ADVERTISING 
AGE in reference to vodka drinks 
in California. ADVERTISING AGE has 


| long been one of my favorite pub- 


lications and as usual your cover- 
age of this subject was excellent. 

However, your reporter over- 
looked several important devel- 
opments, first of which is the posi- 
tion and activity of Arrow Li- 
queurs Corp. in the West Coast 
vodka market. 

Your article referred only to the 
conventional 80 proof and 100 
proof vodka which are also part 
of our line. In addition, we re- 
cently introduced an 86 proof vod- 
ka in the California market which 
is the same proof as the majority 
of the best selling whiskies. Eighty- 
six is a proof number that is 
thoroughly familiar to the trade 
as well as to the consumer. Arrow 
vodka 86 has been advertised in 
the trade press on the West Coast 
and featured at the point of sale 


through the attractive display 
shown on the attached photograph. 

We have also gone all out to 
publicize the newest sensation in 
vodka drinks, namely, the “screw- 
driver” which is made with or- 
ange juice and Arrow vodka. Large 
quantities of the attached table 
tent have been distributed with an 
actual miniature metal screw- 
driver fastened to it through a die- 
cut slot 


| prospective purchasers 


Beginning with the issue of 
Nov. 10, we will have a regular 
schedule of quarter page ads in 
Life featuring Arrow vodka, and 
other Arrow national advertising 
in Life will also carry a plug for} 
Arrow vodka. Proofs of the first | 
ads in this campaign are enclosed. | 

Your story also mentioned that, | 
“most of the large eastern dis- 
tilleries have been testing the mar- | 
ket”...we are a midwestern oper- 
ation and our sales reflect an ac- 
ceptance for our brand, far be-/| 
yond the testing point. We fee! | 
that because of our status as pro-| 
ducer of Arrow, America’s biggest | 
selling liqueurs, we can continue | 
to capture an ever increasing share 
of the vodka business. For some) 
time now we have had a consistent 
Arrow vodka newspaper advertis- 
ing schedule in Oregon and Wash- 
ington and expect to soon start 
newspaper advertising throughout 
California. } 

THOMAS McMAsTER, 

President, Arrow Liqueurs 

Corp., Detroit. 

. + . 
No Hound Ears, Please 

To the Editor: Being a breeder 
and handler in shows of my own 
bulldogs, also wishing to see a 
good specimen portrayed, I take 
exception to the bulldog pictured 
on Page 3 in your Oct. 27 issue of 
ADVERTISING AcE. The footnote 
tells the reader that it is the most 
“photogenic bulldog” in California. 
I have seen a lot of California bull- 
dogs and know that they do not 
have hound ears or show their 
ivories like an oversize first set) 
of artificials. 

It is misleading advertising, as 
of bull- 
dogs might be misled into think- 


| ing bulldogs as pictured, are what 


they should buy. 


A. L. SEavey, 
A. L. Seavey & Associates, 
West Medford, Mass. 


J a 
‘So Much Hot News’ 

To the Editor: We have fin- 
ished reading your Oct. 20 issue 
and find therein the section cov- 
ering the western market issue. 

We are particularly interested 
in obtaining one extra copy of this 
issue. .. 

Incidentally, may we take this 
opportunity to tell you what a re- 
markably good job you are doing 
with ApverRTIsSING Ace. Frankly, 


Advertising Age, November 10, 1952 


lery 


we still wonder how you get so 
much hot news into print within 
the small space of one week and 
continue to be ahead of any other 
publication in the field in this re- 
spect week after week. 

G. M. F. Strick, 
Vice-President, F. X. Hooper 
Co., Glenarm, Md. 

. . . 


Headline Catches Voter's 
Eye in Small-Space Ad 

To the Editor: Attached is proof 
of a “get out the vote” advertise- 
ment recently prepared for our cli- 
ent, Otter Tail Power Co. This ad- 
vertisement appeared on Thurs- 
day, Oct. 30, in about 150 weekly 


-) 


{ if people were shot 
for not voting... 


& OF US 
WOULD BE 


DEAD! 


in the 1948 elections, 49% of oll eligible Amencan voters DID 
NOT VOTE! Almost five ovt of every ten of your friends would 
not give their country five minutes of their time to VOTE! 

And it's getting worse. in 1900 about 83% of eligible Amer: 
coms voted ih 1920 cbow 72% voted But m 1948 only 
SI% voted! 

Ths @ Amerco's greatest shame — and all the world knows 
Let's show the world thot we believe whot we preach Before 
@'t too late 


VOTE TUESDAY 


VOTE as you please... but please VOTE 


r Otter Tail Power Ca J 


and daily newspapers in the area 
served by Otter Tail in North and 
South Dakota and Minnesota. 

This advertisement took 


the 


|place of a regular 6” on 2 columns 


advertisement, run as a series ev- 
month. Because we _ were, 
therefore, restricted as to size, we 
felt it incumbent to devise a small- 
space approach that would get at- 
tention in local weekly papers 
when thrown into competition with 
much larger political advertise- 
ments. 

We hope we've been successful; 
at least, we think we have a 
rather startling headline which 
got attention and readership for 
the advertisement itself. 

Harovp E. F.iint, 

O’Lavin, Flint & Associates, 

Fargo, N. D. 


They are 


If you advertise to business, 


THE WALL STREET JOURNAL 


OFFICE + PLANT + RETAIL 


conditioning 


is specified and authorized by 


25,287 


Wall Street Journal 


subscribers. 
among the 234,569 sub- 


scribers you can reach more eco- 
nomically, more effectively, through 
The National Business Daily. 


DALLAS 


SAN 
911 Young St. US eas 


should head your list. 
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Advertising Age, November 10, 1952 


: \Chiet Editor Dudgeon Lea 
High Newspaper Costs a Problem for | Weatern eatin 


Small Retailers, Weis Tells Finance Execs _, Farnham F- Dudgeon, editor-in~ 
Tutsa, Nov. 4—The biggest | which will develop for the national | Western Newspaper Union, New| 
problem now facing newspapers is| advertiser’s dollar, unless the na-| York. William P. Schoentgen, 
the high advertising rates which| tional advertiser can be persuaded| managing editor of WNU Fea- 
must be charged in the future to/ to increase total appropriations, or| tures, will succeed Mr. Dudgeon. 
medium and small retail adver-|to take the needed funds from| George Bechtel, editor of Publish- 
tisers, C. Arthur Weis, v.p. and| other media. ers’ Auxiliary, will publish the 
treasurer, St. Louis Globe-Demo-| “It has been predicted that a| {iad®, Durricaton. previously han- 
crat, told members of the Institute| natienwide competitive b&w TV “ , ’ 
of Newspaper Controllers & Fi- 


| 
' 


include 


formerly assistant to the supervisor 
of sales promotion in foreign op- 
erations, International Harvester 
Co., as a features staff writer. 


AC Spark Plug Plans Drive 

AC spark plug division of Gen- 
eral Motors Corp., Detroit, will use 
36 consumer and farm publications 
to promote its spark plugs this fall. 
Consumer publications to be used 
include Collier’s, Life, Look, Pop- 
ular Mechanics, Popular Science, 


Other appointments 
nance Officers here a week ago. 

Mr. Weis, who was elected pres- 
ident of the group, said that “ad- 
vertisers are beginning to feel that 
they cannot profitably use the en- 
tire circulation of metropolitan 
daily newspapers, and are relying 
more and more on the weekly 
throwaway or neighborhood pa- 
pers. 


s “The volume of such retail ad- 
vertising can be increased,” Mr. 
Weis said, “if unit costs can be re- 
duced and if advertising rates can 
be brought in line with the smaller 
advertiser’s ability to pay. 

“Some newspapers.” he pointed 
out. “have recently started to cover 
neighborhood news, and sell ad- 
vertisers circulation representing 
only a part or section of their en- 
tire circulation. 

“Since May, newsprint and pay- 
roll costs have increased substan- 
tially, and national linage has been 
off,” he noted. “Although many 
newspapers have increased rates 
of advertising and circulation, it 
appears that newspaper profits for 
1952 will be below 1951. 


® “Loss of national revenue to tele- 
vision must be followed very 
closely by the newspaper control- 
ler,” Mr. Weis said, “and its effect 
must be forecast long before it be- 
comes serious. It appears that net- 
work TV rates per 1000 viewers 
will increase as a result of stations 
added in smaller cities 
“Newspapers cannot ignore the 


system would cost in excess of $2/ Brown Lee Yates, staff writer, to 
billion annually to operate,” Mr.| succeed Mr. Schoentgen; Ralph Ol- 
Weis said. “When this figure is| ive, state editor of Publishers’ Aux- 
compared with the total revenue| iliary, to succeed Lee Roberts, who 
of all newspapers, you can visual- | has resigned, and Don Brown, 


ize the competition that will de- 
velop for the advertising dollar and 


The Saturday Evening Post, and 
Sports Afield. Among the farm 
publications are Capper’s Farmer, 
Country Gentleman, Farm Journal 
and Successful Farming. 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


‘Home Office 14 West Lake St. 
CHICAGO 1 


for the newspaper reader’s time.” | 


8 Speaking of the future financial 


prospects of newspapers, Mr. Weis 


observed that “many newspapers 
are closely held corporations, and 
inheritance taxes have, or will, 
force sale of the capital stock of 
the present owner, while income 
taxes prevent the creation of capi- 
tal which would enable others to 
purchase the stock. 

“In the long run,” he concluded, 
“the attitude and understanding of 
newspaper employes will deter- 
mine future costs and profits and 
the success or failure of newspa- 
pers.” 


State St. Council Uses TV 


The State Street Council, repre- | 


senting major retailers in Chica- 


go’s Loop shopping area, for the, 


first time is using live station 


breaks on WNBQ, NBC TV affil-| 


iate, plus radio spots. The an- 
nouncements emphasize that shop- 
pers can get what they want at the 
price they want to pay in State St. 
stores. 


Wright Adds Campbell 

Wright & Associates, Chicago, 
has changed its name to Wright- 
Campbell Advertising. The name 
was changed to include Donald L 
Campbell, who has been an active 


DAVENPORT, [OWA 


$7,250, 


a 


Typical of 600 new homes to be erected 


| 000 — 
HOME PROJECT 


Pareto 
R! de SG are 
Ors bicu = pes 


hoe 


in Davenport, lowa's fastest growing mar- 
ket, is this 6-room, 3-bedroom dwelling. 
400 5-room units will rent for $75; 200 
6-room homes for $85 per mo. 


highly competitive conditions partner for the past 18 months. 


The ENLARGED City Zone 
of the BUFFALO MARKET 


SHADED AREA 
1S NOW PART OF 
THE BUFFALO 
ABC CITY ZONE— 


These fast growing [| 
suburbs place the 
Buffalo City Zone 
in the 
“OVER *4 MILLION” 
Class— 


MORNING 


ve 


‘op 


ae 


The Buffalo Evening News City Zone Circulation is 
204,068—95.9% Coverage of 212,597 Families 
SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET, | 
NEW YORK STATE'S 2nd LARGEST MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher Nati “~ ‘ 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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DEMOCRAT 


Pinan age ee a 


. . » AND LEADING ADVERTISERS CHOOSE 


The Davenport Newspaper 


600 new rental homes, comprising a vast $7,250,000 building proj- 


Moline and East Moline, Illinois. 


Suuday a 


DEMOCRAT & TIMES 


Seruing the Zuad-(Citles of | 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS i 
HEADQUARTERS: DAVENPORT, IOWA — fe 


Represented Uatloually by JANN & KELLEY, INC. 
ge cree Yet ey ae ae 


DBS a Oe a Tae 


DAILY TIMES 


ect, are soon to be erected by Anchor Designs of Wichita; Kansas, 
on a 148-acre tract in Davenport. This largest home building 
project in the history of eastern Iowa and western Illinois proves 
again that Davenport and the Quad-Cities are a dynamic, grow- 
ing population center. Always remember — only DAVENPORT 
NEWSPAPERS give effective, home-delivered circulation in the rich 
$451,526,000 Quad-City market — Davenport, Iowa; Rock Island, 
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Advertising Aye, November 10, 1952 


PHOTOGRAPHIC REVIEW OF THE WEEK 


LINERS—Among the publishers and agency men at a recent Thompson Co.; Art Hibbard, ad manoger, Gift & Art Buyer, 
New York Dotted Line Club meeting were (from left) Don Mc- and club president; Jerome Roscoe, Charles Rheinstrom and John 
Allister, v.p. and general monager, Geyer Publications; Arno Hosch Jr., all J. Walter Thompson execs, and Albert Hauptli, 
H. Johnson, v.p. in charge of media and research, J. Walter publisher, American Machinist and Product Engineering. 


THIS CAR 
7 CA a 


BLANKET INSPECTION—H. J. Beeby, advertising manager of Commonwealth Edison 

Co., inspects an electric blanket modeled by “Miss Electric Bedding’ at a luncheon 

MH given by the Electric Assn. of Chicago to celebrate the 40th anniversary of electric 
Mhedding and to launch the association’s third annual electric bedding promotion. 
‘ Cooperating in the ad drive in Chicago are seven manufacturers. 


Sin oe Staitg 


Wholesome Recroaten far the Extra Faruly CHRISTMAS GIFT—This year the Christmas committee of the Advertising Club of 
New York chose the New York City Cancer Committee as its charity recipient. Past- UNPLANNED TIE-IN—AA is indebted to 
President Andrew J. Haire, president, Haire Publishing Co., is shown presenting the © Oslles admen who decovered this 
car to Mrs. Henry C. Taylor, chairman of the cancer group's service committee. Look- poster arrangement on Hines Blvd. 


ing on: Mrs. Florence Levey of the transportation corps, and James Werblow, pres- 
ident, Polygraphic Co. of America, a member of the Christmas committee. 


Roller skating rink operators can have this three-color car 
rd with space for individual imprints for free from Chicago Roller Skate Co 
Dickerson & Associates, agency for the roiler skate maker, prepared it. 


We're Building 
UNDERGROUND i 
TRANSFORMER VAULT 
LORWA POWER & LIGHT COMPANY 


3) CONTRIBUTED BY YOUR OUTDOOR ADVERTISING COMPANY AS A PUBLIC SiR\ 


ANOTHER FIRST—First use of Day-Glo color on an Advertising Council poster is 
signaled by the 24-sheet Crusade for Freedom which the outdoor advertising in- 
dustry will display throughout the country during November. The poster is port of 
the annual campaign for funds. This year’s goal is $4,000,000. Hewitt, Ogilvy, Ben- 


MESS IN MIAMI BEACH—Florida Power & Light Co. manages to struction and repair work. These clever signs apologize for the 
son & Mather is the voluntary agency 


ae keep the good will of Miami Beach citizenry while doing con unsightly mess and explain what it’s for 


SIGNING PARTY—Jacob Ruppert Brewery officials made this contract-signing huddle : 
more pleasant by passing out glasses of Knickerboerker beer to celebrate the start wi 
of a Ruppert appeal to the Negro market via WHOM and three Negro newspapers. 

From left to right (seated) are Willie Bryant, Lou LuTour and Roy Carroll, all WHOM MACHINERY?—These beauties may not look like any machinery “Miss Machinery ‘52” at its third annual machinery fair and 
performers. In back, smiling over the negotiations, are Dale Halpern, Biow Co., and you've seen, but Interstate Machinery Co., Chicago, is asking open house Nov. 11-15. They are Rhonda Sherwood, Lynn Mohr, 
Joseph J. Taylor, director of marketing for the brewer 50,000 industrial companies to pick one of them to be crowned Terry Georgian, Diano Davis, Betty Thomas and Trudy Golden. 
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Sidney R. Rabb, president of 


WHEN 
YOU ARE 

PRESSED 
FOR TIME 
READ 


the very important New England 

STOP °N SHOP chain, says: 

“You are to be ommnentiiil on accumulating 
so much news as quickly as you have, and 

I feel that it is of real value to those of 


us who want to know what is going on and 


yet find ourselves so pressed for time.” 


SUPERMARKET NEWS 


Busy supermarket executives read 
SUPERMARKET NEWS because we print 
all the news—first. That is why so many of 
them write, “Your paper does the whole job, 
does it faster, gives more facts and ideas, 
and saves us a lot of valuable time.” 

When you advertise in 

SUPERMARKET NEWS you know 

it will be read by the most important 

and busiest executives in the food field. 
Advertising forms close Thursday. 

Last minute news printed and mailed 
Saturday. Your ad is always news in 


SUPERMARKET NEWS. 


The Only Real Newspaper In The Supermarket Industry 


Supermarket News 


A Fairchild Publication ¢ 7 E. 12th St., New York 3 
“Our Salvation Depends Upon Our Printing The News.” 


a 


WOMEN'S WEAR DAILY 
DAILY NEWS RECORD 
RETAILING DAILY 
FOOTWEAR NEWS 
MEN’S WEAR 
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a: MARRIED. ..to.a girl who will spend 


$40,000 of his money in the next ten years! 


es ~ ™ 


Through these habit-forming years, this young wife will read and buy 


from TODAY'S WOMAN — the only magazine edited just for her 


RB’ tHE TIME Junior is ten, our young 
wife-mother will have said farewell to 
ropaAY’s WOMAN, In the meantime, however, 
two important things will have happened. 
(1) She will have spent around $10,000 on 
products for the family and the home, and 
(2) she will have formed buying habits that 
will last a lifetime. In short, Mr. Advertiser, 
WE'LL EVENTUALLY LOSE HER BUT YOU 
won’. Let's take a good close look: 
That’s where his money goes! 

Our reader’s husband makes $4,665 per 
year* and she spends practically all of it 
on what she calls essentials. On the average, 
she spends almost $1000 on her infant chil- 


*Median family income of Today's Womaa reader. 


dren’s needs, over $1.570 each vear on food. 
about $850 for clothing. She also pays out 
healthy sums each year for home furnish- 
ings. appliances, cosmetics, toiletries and 
other necessities. 


Mink coats? Chippendale? Spode china? 


* Those are for later, after we’ve turned her 


over to the MATRONLY MAGAZINES! During 
the ten years she relies on TODAY'S WOMAN, 
it’s first things first—her family, her home. 


How do we leave her? 
Before taking leave of TODAY’s WOMAN, our 
average reader will have two children, and 
her own home (almost ¢ ompletely furnished 
and applianced). But probably the most im- 
portant thing of all to remember is this... 


the first ten years of married life are the 
YEARS OF DECISION, the years when buying 
habits are being formed when brand pref- 
erences are established! 


10 years with the right women! 


Extend the buying habits (formed over 
these 10 years) through a lifetime, and 
you'll realize what a valuable ally every 
advertiser has in TODAY'S WOMAN. Why not 
let this magazine go to work for you as it 
has for 368 other delighted advertisers. If 
you'd like further information about the 
TODAY'S WOMAN audience, call or write 
Mr. Joseph De Lone, Advertising Mer.. 
TODAY'S WOMAN, 67 West 44th Street, New 
York City. Or dial MU 2-3606. 
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Advertising 


Feature Section 


Fax Cone’s Annual Choice 


C. M. Faces a Figure Problem 


L&T Restates Its Philosophy 


Direct Approach Gets Woolf's Okay 


Fairfax Cone Makes Annual Choice of Ten Campaigns 
He Would Like to Have Created 


Twice previously Fairfax M. Cone, president of Foote, Cone & Belding, 
has reviewed a number of advertising campaigns prepared by other 
agencies whose conception and execution he liked so well that he 
“wished he had done them.” Following is the text of a discussion of a 
new selection, presented Nov. 3 before the Chicago Federated Advertising 


Club Copy Clinic. 


I should like to make it clear before 
beginning these remarks that it is not my 
purpose to pick best advertisements. This 
would be possible only in certain cate- 
gories, on the basis of returns, and I have 
none. 

What i shall try to do is point to a 
group of campaigns out of many that I 
would like to have made myself; and I 
shall try to tell you why. 

7 + * 

One of the interesting things about ad- 
vertising, when you stop to look at it 
clinically, is the remarkable flexibility of 
the rules by which one may judge its 
condition: Whether it is good advertising 
—or bad advertising—and why. 

The differences, frequently, are the 
differences between a longshoreman and 
a ballet dancer. They are the differences 
between a tiny sports car and a ten-ton 
truck—the differences between a finely 
tuned thoroughbred and a milkwagon 
horse. 

They are the differences of purpose 
and use; of weight and muscle and tone 
of voice; of appeal and the way you ap- 
proach this. And these are endless within 
the rules. 

And there is only one rule—so far as 
I know—by which to judge good adver- 
tising and bad advertising. that is in- 
flexible: This is the rule of integrity. 

* * 7» 

Integrity, I am sure, is the prime requi- 
site of character in a man. And so, I am 
equally sure, is it in advertising. And the 
advertisements that I have chosen to dis- 
cuss here have this first of all. 

They have character because they have 
integrity. The character of each is dif- 
ferent but the integrity is the same. The 
advertisements are both truthful and 
honest. And they are believable. 

I like each different promise. And I 
find each easy to believe. Indeed, I think 
the question of integrity simply doesn’t 
exist. If it had I would never have read 
the advertisements. But I did, and I will 
try to tell you why—and why, as I said, 
I would like to have made every one. 

* * * 

The differences among them, in purpose 
and in point, could hardly be much great- 
er. They range from food advertising in 
magazines and newspapers to newspaper 
promotion in trade papers, and from full 
color pages to fourteen column inches— 
unillustrated—or ten inches, with a pic- 
ture. 

The thing that each one has ih com- 
mon—in addition to its integrity—is the 
personality that it projects for its products 
or its services...and for the people who 
make these or supply them. In no case 
could any one of these advertisements be 
confused as belonging to any other prod- 
uct or service than its rightful one. 

Conversely, four of them have been 
widely copied. (The copies, I think, have 


always been failures. Personality seems 
to be something that no one can copy suc- 
cessfully. You can try to copy it, and you 
can certainly succeed in imitating it, but 
it always seems to be the imitator’s 


personality that comes out.) 
* a 7” 


I suppose the most widely copied ad- 
vertising of our times has been Macy’s. 

Actually, it was copied so much that a 
few years ago Macy abandoned its tradi- 
tional advertising that was a spiritual 
blend of Dorothy Parker and Phyllis Mc- 
Ginley and E. B. White and the U.S. 
Bureau of Standards, and set out on a 
more prosaic course. 

The result was enormous'y dreary—as 
advertising (I don’t know about the 
books). 

But I am glad to report that Macy’s is 
once again sounding like Macy's; and no 
mistake. 

The following is from the New York 
Times of Wednesday, Oct. 8. Listen: 

On Monday morning Macy's gave 2.590 custom- 
ers the bird (and they loved it) 

We didn’t exactly give them the bird, but at 
Macy’s price (1.47) the canaries we were sell 
ing were practicaliy a give-away 

Customers flocked into our new Pet Shop. They 
bought single birds, they bought pairs, they bought 
them with cages and without. One man bought 24. 

When we advertised these canaries, we said— 
in good big type—that some of them would never 
sing. Chirp, yes, but warble, no. Some will de- 
velop into concert artists. Others will lay eggs 

Every canary was a gamble. 

Did that stop the bird-lovers? No, because they 
realized that 1.47 is an unbelievable price for any 
canary, even one that may not sing 

Like all Macy customers, they were birds of a 
feather. They knew value when they saw it. 

Macy's doesn’t have a sale of canaries every 
day. But for 94 years, we've been lining up so 
many spectacular buys that more and more people 
are convinced it's smart to shop at Macy's. What 
do we mean by more’? The statisticians tell us 
twice as many people shop at Macy's as any other 
store in town 

The bargain birds have all flown the coop—but 
be sure to see scores of other birds and fish, and 
hundreds of accessories for all pets. Macy’s new 
Pet Shop, Fifth Floor 


Macy’s gave 
2500 customers 
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the bird #5 


(and they treed it) 
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Pillsbury CAKE 


NTE ASD AOCMLATE FRBGE 


No amount of other warbling could con- 
fuse that song. And no imitation that I 
have ever heard could possibly be taken 
for the original. The personality is Macy’s. 
And Macy's alone. And if advertising 
helps interpret it, it also helped to make 
it. 

It is a dish that I would love to have 
had a hand in. 


* + * 


My second exhibit is from a campaign 
that I have referred to before; another 
that has been widely copied. 

You might say that it has been the 
daddy of a whole generation of adver- 
tising campaigns, but I won't... because 
the children are ugly and dreadfully dull. 
And to call them the little bastards that 
I think they are would reflect improperly 
on Pillsbury. 

The greatness of the campaign lies in 
a dynamic personality that appears to be 
timeless and tireless. Such a campaign 
happens only rarely. And I am sure that 
it happens; that it is created whole—and 
not piecemeal. And only once in a while. 

Here is a personality that hasn't been 
equalled for power since Stirling Getchel 
and Jack Tarleton made America look at 
Plymouth along with Ford and Chevrolet. 
Its imitators have the very same power 
and the very same authenticity as the 
ring imitators of Jack Dempsey and the 
stage imitators of Will Rogers and Tallu- 
lah Bankhead 

Advertising personality lilse Pillsbury’s 
happens only once in a very long time. 
And I only wish that it had happened to 
me. 


* * * 


Another campaign in the very same 
field that has a personality all its own, 
and a highly attractive one to me, is the 
1952 campaign for Jell-O. 

If there is any single package on gro- 
cery store shelves that most people must 
think they know all they will ever need 
to know about it surely is Jell-O. And 
evidently the makers of the Jell-O ad- 
vertising decided to start their thinking 
right there. 

Perhaps one reason why I would like 
to have made this campaign is that it is a 
supremely confident campaign. There is 


Nows the time for JELLO 
a, 


. 
no argument in it. There doesn’t have 
be; and no traditional mind insisted upon 
putting it in anyway 

Now, while Pillsbury'’s is a stridemt 
personality, Jell-O’s is essentially a gentle 
one, but I think it is no less forceful. #f 
Pillsbury is a brawny champion, Jell-@ 
is lithe and speedy but its punch is no 
less effective in its own weight divisiofL 
And its personality is equally engaging. ~ 

One way to make this clear, I think, 
would be to transpose the products in the 
two campaigns. Consider the footballers 
over the caption, “Now is the time for 
cake made with Pillsbury Mixes”; im 
think of a huge dish of raspberry Jell-@ 
under the question, “You mean me?" 

The first has no bounce and the se ond 
no mystery. The personalities are fixed, 
And they can’t be changed. And this, 
creatively, comes close to per‘ection. 

One hardly need wait for the imitators 
to know that none will come close. Great 
advertising copy never is a copy-cat 


* * * 


The fourth of these campaigns that I 
would like very much to have made is for 
an automobile; and one of the hardest of 
all things—on the record—to make good 
advertising for. 

Here there is established a confidential 
basis for understanding between manu- 
facturer and prospective buyer that is 
rare in any advertising. But it is also, I 
think, present in each of the campaigns 
that we have discussed, and that we 
shall discuss here. 

There is a lot of this in Macy's adver- 
tising and a little of it in Pillsbury and 
Jell-O advertising; but it is the theme 
and the plot and the story of the current 
series of newspaper advertisements for 
Cadillac. It lies in every sentence and be- 
tween every line. And the excellence of 
the craftsmanship by which it is made 
clear is no way better attested than by 
comparing any one of the advertisements 
with any one of the advertisements of 
Cadillac’s present imitators. 

Cadillac’s is an emotional and deeply 
felt campaign: 


Cadillac Says Wonderful Things About You! 

It says, almost as plainiy as if the words were 
written out, that you are a person of achievemeni 
in your own world of affairs 

It talks of your good judgment and your splen- 
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did taste—and indicates your sense of responsi- 
bility for those who ride with you as passengers, 
or drive beside you in the traffic lanes 

It speaks of your family and your home and 
your friends and your way of life—and, in gen 
eral, paves the way for the respect of those ym 
encounter as you sit at its wheel 

This is true because those who own Cadillacs 
form a virtual “Who's Who" of America’s high 
ways. In almost every community in the country 
Cadillac is the favored car of the leading people 

The reason for this, of course, is found in the 
history of the car itself 


All this, I think, is as genuine as Cad- 
illac’s leadership. Its quality is solid qual- 
*ity—without a flaw that anyone can see 
3 Cadillac’s is an advertising personality 
that seems exactly to fit the product per- 
sonality in ways that are incontestable, 
and that everyone must feel. It is the 
fmust that I would like to have had a part 

in 

e ° * 


As | have said, the rules for good ad- 
ertising are largely flexible, and no- 
here is this more apparent than in the 
vatter of size and shape 
4 Each of the campaigns that we have 
Miscussed so far has been impressive at 
Each has commanded 
ttention. This one barely winks for it- 
in crowded newspaper pages. However, 
he wink is unmistakably sly, and if you 
top you will be amply rewarded for your 
fime...and thoroughly convinced. 

The campaign is by Wallachs, the New 
Work clothing chain, and the headline in 
Mhis two column by seven inch adver- 
Risement reads: “The Wrap-Up And The 
Mayvin.” 
= And it isn't double talk: 

A recent New York Times article described sev 
eral varieties of the clothing customer (male) as 
viewed by the salesman. The list included the 
good and the not-so-good (there is no such thing 
as a bad customer! end explained many trade 
terms not usually overheard by the public 


An ideal customer is a wrap-up, a term that is 
self explanatory. The see-you is the man who 


qe =e ” Pe 
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A recent New York Times article described 
several varieties of the clothing customer 
(male) as viewed by the salesman. The list 
included the good and the not-so-good (there 
is no auch thing as a bad customer) and ex- 
plained many trade terms not usually over- 
heard by the public 


An ideal customer is a wrap-up, a term 
that is self explanatory. The see-you is the 
man who asks to see a particular salesman. 
The double-header buys more than one suit 
at a time. 

At the other end of the scale is the larry 
who shops two or three times a week with 
never any intention of buying. The xylophone 
player runs a finger over the coat hangers 
as he walks and hums to himself. Most trying 
ia the mayvin who thinks he knows more 
about styling, fabrics, detail and fitting than 
any salesman who ever lived 

The article concluded with some sound sug- 
gestions from those who sell. Their advice to 
any man is to shop as much as possible in 
one store, put himself in the hands of one 
salesman who knows his wardvobe and leave 
ample time for shopping, fitting and alter- 
ations 

To which we cannot resist adding a brief 
commercial. There are all kinds of salesmen, 
too. If you like the kind who enjoy serving, 
who know what they are talking about and 
who would rather make a friend than a quick 
sale, come to Waillachs 
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asks to see a particu'ar salesman. The double- 
header buys more than one suit at a time. 

At the other end of the scale is the larry who 
shops two or three times a week with never any 
intention of buying. The xylophone player runs 
a finger over the coat hangers as he walks and 
hums to himself. Most trying is the mayvin who 
thinks he knows more about styling, fabrics, de 
tail and fitting than any salesman who ever lived 

The article concluded with some sound sugges- 
tions from those who sell. Their advice to any 
man is to shop as much as possible in one store, 
put himself in the hands of one salesman who 
knows his wardrobe and leave ample time for 
shopping, fitting and alterations 

To which we cannot resist adding a brief com- 
mercial. There are all kinds of salesmen, too. If 
you like the kind who enjoy serving, who know 
what they are talking about and who would 
rather make a friend than a quick sale, come to 
Wallachs 

“That, I think, is something decidedly 
more than simply an unusual piece of ad- 
vertising. For one thing it is only one 
exhibit from a series that is more than 
two years old. More important, it por- 
trays a distinct and friendly personality 
in the very plainest of terms, and it sets 
up a basis for clear understanding. 

You are a little bit brighter for having 
read it; you know a little something that 
you didn’t know before. If you knew 
Wallachs before you know they haven't 
changed; if you didn’t know Wallachs, 
then you do know them now. And you 

ought to like them—plenty. 


> * 7 


The sixth and seventh advertisements 
in this selection imprint their personality 
directly with personalities. And they do it 
in a field that is largely barren, for the 
field is newspaper promotion 

Newspaper promotion most often ap- 
pears to have been planned by a statisti- 
cian on loan from Mars and written by 
his little boy. : 

Both of these campaigns are the work 
of thoughtful professionals; if not in ad- 
vertising—at least in thinking and writ- 
ing. Both are from continuing series. The 
headline and the first few words of text 
tell you exactly what to expect from each 
one. And neither lets you down 

From the Times advertisement: 

“Smart Scot’—Mis by-line reads James Reston 
Fverybody calls him Scotty. One newspaperman 
calls him “the greatest American reporter today 
Another calls him “one of the outstanding news 
papermen of his generation.” Time Magazine, 
chary, acknowledges that this “smart Scot” is 
“rated tops in his field.” His field is the world. He 
is diplomatic correspondent of the New York 
Times 

Scotty Reston comes by his nickname honestly. 
He was born on the banks of the Clyde. But by 
the time he got his degree from the University 
of Illinois, in 1932, he was so thoroughly Ameri- 
ecanized that next year he was press agenting 
the Cincinnati Reds. That year they finished last. 

From baggy pants and spiked shoes to top hats 
and striped pants is a long jump. Scotty Reston 
made it in a series of hops. In 1934, he covered 
sports for The Associated Press in New York, did 
a New York column. In 1937, the AP sent him 
to London. There he ‘‘covered sports in the sum- 
mer, the Foreign Office in the winter.” 

Scotty Reston joined the New York Times staff 
in London in 1939 

From the Minneapolis Tribune 

What makes a newspaper great? 

How long has it been since you slid down a cei 
lar door or thawed out a pump on a zero morn- 
ing or walked barefoot through a dewy meadow’ 

Every so often waves of nostalgia for The Good 
Old Days wash over the populace of America’s 
Upper Midwest. The hankering becomes general 
for pantry pickles, molasses cookies and spring- 
house buttermilk. Whole families get the urge to 
set on the back stoop and whittle. The phenomenon 
explains itself simply: Cedric Adams has been 
back to Magnolia again 

Few newspapermen today exert a more potent 
fascination over so many people as this Mag- 
nolia, Minnesota, boy who became the nationally 
famed “In This Corner” columnist of the Min- 
neapolis Star and Tribune 

Whatever Cedric Adams 
small town memories to big town doings, the ef- 
fect can be astonishing. When Adams tells a good 
story or launches a quip, chortles will echo 
through five states and you're likeiy to find it 
next month in the Reader's Digest. When Adams 
espouses a cause, residents of 224 counties pelt 
him with currency to help an unfortunate, or give 
their time freely to promote one of Cedric’s worth- 
while endeavors. Cedric Adams, according to Time 
Magazine, can have almost anything he wants in 
the Upper Midwest just for the asking 


Here again the reader has been let in 


writes about, from 


on something as personal as the contents 
of a letter from a friend. And in each case 
he has made one 

In each case the personality of an in- 
stitution has come through. The reader 
has learned something. And a basis has 
been established for understanding 

> . > 

Another campaign that is long on per- 
sonality is the continuing magazine cam- 
paign for the John Hancock Mutual Life 
Insurance Co 

Interestingly enough, the company is 


never mentioned except in each adver- 
tisement signature. But so strong is the 
personality and so strong the accent on 
integrity in the person featured, that both 
personahty and that integrity are es- 
tablished as a bond between the com- 
pany and the reader. These are mag- 
nificent advertisements. And if the copy 
reads like poetry... 

There are many still living who remember him 
well, and the story they tell is this: 

There was a man named Teddy Roosevelt, and 
he was a manly kind of man 

He could ride hard and shoot straight, and he 
could handle troubie though he never looked for 
it. When he laughed he laughed all over, and 
when he got mad he was mad all over. But be 
was never mad at the good people who tended 
peacefully to their business in life, doing the best 
they could, sharing the work and the fun 

There was a man named Teddy Roosevelt, and 
he was a tender kind of man 

He was a friend of the weak, for he had been 
a frail boy. He was a brother to the afflicted, for 
he had known affliction. But he knew that there 
was no handicap a man could not overcome if 
he tried, and he made us know it, too and he 
made us try 

There was a man named Teddy Roosevelt, and 
he was a first-name kind of man 2 

It is poetry filled with meaning. 

I would be very proud to have written 


it 


. * a 


The Columbia Records advertisement 
from The New Yorker comes from a cam- 
paign made specifically, I presume, for 
that publication and made, it seems to me, 
with eminent success. 

Under the intriguing headline, “Mr. 
Kostelanetz plays the words” the copy 
says this: 

There’s probably not a minute of the day or 
night when an Andre Kostelanetz record isn't be- 
ing played somewhere. . . 

We cornered Mr. Kostelanetz in his Gracie 
Square penthouse last week and demanded an 
explanation of his popularity. He thought that 
pleasing sound might have something to do with 
it; also, new sound effects which he is able to get 
by regarding the microphone as a friend of the 
orchestra instead of 4 nuisance. But mostly, he 
thought, it was a matter of interpretation. ‘Whether 
we are playing Tchaikovsky's Romeo and Juliet 
or Stardust, we try to express the emotional mean 
ing of the music. If a song is about stars, the 
night, and love, we make star sounds, night 
sounds, and love sounds. We play the words.” 

Playing the words is a strenuous career. “‘Kostel 
anetz works like a fiend at a recording session,’ 
said one of Columbia's musical men. “A tactful 
fiend,” he added. “Hes considerate of his musi- 
cians, but he sweats over every note until he 
gets what he wants. When we were recording 
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Slaughter On Tenth Avenue, we needed the sound 
of a pistol shot. We fired 63 shots before he was 
satisfied. He likes to experiment with new sounds 
You hear things on a Kostelanetz record you never 
heard before.” 

Thus do both Andre Kostelanetz, the 
artist, and Columbia, as his recorder— 
the product and the producer—come off a 
printed page with living personality. I 
think I understand them both. And I 
know that I want some. 

* *« ” 

Another small space newspaper cam- 
paign that I would like very much to 
have made features “The Man from Cun- 
ningham & Walsh.” 

Out of a series where the size is only 
two columns by five inches, I have come 
definitely to the conclusion that any man 
from Cunningham & Walsh is a man to 
watch for; a man to wait for, if you 
please; and to listen to very respectfully 
No other agency advertising that I have 
seen in many a day has made me want to 
do any of these things. 

Of all the “heavy” fields this is one of 


Ra, A ae at Se Se eS ae eA Fe Cae een aes ee a = ate a ee : Baa 8S eres | ine eel gt 7 
5 cate tae jee" 2 : ss le et : : Bee a poss oa ee ia mae wee ak ay ay tT 3 reais Seas wo ae Net Se a i F 
aE 5 ; « ie % ; ee! Ger mires oe ee 
¥ 4 ‘ "4 sd Jue d a en oe a age eae 
rm, ge 2 : - vasa eR Ea, es a are ae 
Pi : mm a 
Ho age ieee 
eG = Advertising Age, November 10, 1952 ie 
ust : 
ey a Be Sie 
a" 
5 . . a lM Lt 
ba oy ea “he aap ie be 2 i 
~ . ar i aye “a eer? ; 
" 7 - Pe ea = aie pt ed 
oe. eet A : 
cnx ne To eae ges ty 
. ~ " . Bg Bee os eee i 5 eo “e 
oN « 2 38 2a ie we a 
a aseegs ore eee iz 
fg ps pi te | N u et a ‘ Pay 
Soa. bo. - sh de pa Bay tt eee - 
a a CO Se ee or > Rasa : th aie # | FS Sia 1 i 
a ; ‘<> he. AS) § ie ae 2: ; = 
5 se Pe f — le ans ae 
ipod 4 ves SAE eee se ae a B, 
ae poet ke : Se ” ., eS Gee eee or a 
Pace vee: g Bes \ ech oo oe ‘J 
ag 4 . ; ee Ae “ie, oe) 
ig 7 ‘ R ee i bie cae a3 
Soe f ——— oa a te = 
Mh 2p? ail ; = ae - MS eee : 
Bey oo 3 
_ oo : 7 = ™ : t - ‘ se 
me ‘i ee —- SS The New York Cimes. ais, ea Br ll 
aks : - = - ae ee i a 
oe “SUS r ; ' 
ras Savs Wonderful Things About You! : 
if PY : 
ei } - 
a ee =< & Pha a 
2 3 2 ~ aonee Ee : 
‘ 7 : 
ar ive-cesmeniaaae Weds 
ee 
ae es | 
“a Tce ees A ta 
Liste 9 << » oa. to 
eae } S's nescene nem be p 
a i po hen te 
comes R oor AB nla 
— = a re ee om ‘ oKants 
+ ae ; geen wae maeae 
«te . = SchaeeSied darcy fm ne be mama ammo 
ae . eae “Wheres =e ase vaving “R poke dp ce gps 
ce : Se em Set eer eet oa 
ee Sin ae ase enh pr vg ag tra Pen 
. sgstgorSawinenh Tin ciwsmmmmen asm sc'arromewarmnns os \ 
i em ee noe Say my a bed oy led ny Ler ; 
, ae my er x ot am ons sores os at Belen rect = 
4 Guides Ren ee A ~ 4 
ote Pee comets ” gad eeeted the mead oho pned tee We —< ~ | ps 
4 pap a op pa ren TT 
f. yy me ie Rete to COLUMBIA RECORDS 
Pe ae P| y 
— 
ia ; | 
- 
Rt > 
> ‘ 
. 
hy “hy ‘ 
Bal 
Pk - 
gee 
we ; 
eR » 
ye 
1 Bi: 
ek , 
By q 
we 
~~ " { 
ih | 
NP 
ing 7 a as ~— 
j « 
My Bo. ei ie a { 
4 as 3 i 
2 Oe 
ns & . ‘ . | 
ah ; b ¥ he ctw st + ¢ Mee 4 
s ; YY ie at aid “S - ; 
¥ Dd Se “” res 
ek * - rE : me, < ee ty eee Sy 
= | ioe id tee oe ae - 
aN -_ se oe Eee oot 
| y. | oo Ta “4 A 
ay ere — oa ee 
fa’ eC eo ‘ie : : _ 
a ae bs ee ok ae ‘i 
—S “ae core: =e -. E 
| Fr aR 3 ce : B. oom a: ° ws y : 
s = oo se Le 
‘ ee 5 BY. f ae : 
644 1 ae - shige ew F y tes i ve F “ J 
< a 4 ty / What mokes « sewspaper great? 
. i ee - = * : 
-”® a ; . 
f SS SS SL, Mamata | 
j . Rt ee ee. 
, Seep gteoree 3118 eh bee Sceeeseegon es: ribune 
ET ne Ste = : " 
rs » LSS SESS STS 
os 
eatey a 
Bort k Ly hae tg Fs ee é 2 ; ‘ : —— ~ 


talk 


about 
Ox 


Lops... 


Midwest Farm Families Buy 
50% More Packaged Food 
Than City Families 


i 
Talk about the packaged food businegs 
among farmers of the 8 Midwest states and 
you’ re talking about a sales potential on 
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than for any comparable consumer gro 
in the 48 states. In the Midwest: 


@Farm incomes are double the average 
the nation. 

@ Farmers are their grocers’ best customers. 
@ Rural population predominates, and i 
@ 1,276,107, or 8 out of 9 farm families depend 
upon localized Midwest Unit Farm Pa 

as their chief source of information of 
kinds. 


KILOWATTS AND GAS 
HAVE CHANGED THINGS 


The Midwest farmer's wife today is as up- 
to-date as the city housewife in her fi 

preparation habits. She cooks with elee- 
tricity, or she cooks with gas. She has all 
the modern conveniences . . . But her fam- 
ily averages larger. She serves more and 
bigger meals. Investigate the sales potential 
she represents. Buy the Unit—one order, 
one plate at a substantial saving in rates. 


MIDWEST te Topo UNIT 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Bivd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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the heaviest. And Cunningham & Walsh 
have skipped across it lightly and pleas- 
antly, but without a trace of cunning or 
coyness. 

Here again, as in all of these adver- 
tisements, is personality and confidence 
and the good strong bridge of under- 
standing between the advertiser and me: 

This man is Herbert S. Fox, a vice-president 
o¢ this advertising agency. One of his jobs is cre- 
ating ads fer The Texas Company. 

He knows he can do it better if he spends a 
week or so each year behind the pump. . .where 
he can talk informally to the people he is trying 
to sell with words the rest of the year. 

This is a fixed policy in our advertising agency 
The men behind the pencils regularly get behind 
the counters 

Cunningham & Walsh, Inc., 260 Madison Avenue, 
New York 16, N. ¥ 

7 

Meet Mark Mitchell of our advertising agency 
He creates copy for Northwest Airlines and Cook's 
Tours. That's why he’s working in a travel office 

He feels that he can't write advertising copy 
that sells unless he knows what clinches the sale 
at the point of sale. And that the only way to 
find out is to go out and talk to the customers 
yourself not as an adman but as a salesman 

It is a fixed policy in this agency that anyone 
who creates advertising must work at the retail 
level at least one full week a year 

. 


Meet Cy Biscardi, a writer in our advertising 
agency. Why is he selling Murray Kitchens? That's 
his job. He usually sells them through advertis 
ing but, at least once a year, he gets out and sells 


The man from Cunningham & Walsh 


Hert Pox, « ying with w he rest 
f thin « f the yea 
Th a fixed policy in omr ad 
réising agency The men behind 
the F ls regularly get behind 
he counters 
Cunningham & Walsh, Inc, 260 
Madison Ave. New Vork 14, N.Y 


them at the point of sale 
He knows you can't sell any product in adver- 
tising unless you know what sells it in the store 
As far as we know, we are the only agency to 
make regular retail work a fixed policy. Our 
creative men get their feet off their desks and 
stand behind a retail counter at least one fuil 
week a year 
. 


This man is Robert R. Newell, a vice-president 
and director of our advertising agency. Yes, he is 
really working in a food store. Why? It's part 
of his job as officer in charge of the Sunshine ac- 
count 

He feels, as we all do, that we can't create ad- 
vertising that sells if we don't know what sells 
the product at the point of sale 

That's why we have a fixed policy that all cre- 
ative people must work one full week a year in 
the retail field 

Their written reports from the field contain a 
wealth of selling information. Perhaps your busi- 
ness could profit by this extra service 

* « * 


Let’s sum it up this way: 

Not only is nobody trying to fool any- 
one in any of these campaigns, but some- 
one is trying to help somebody in each. 
If each one is trying also to make a sale, 
the bargain is a bargain among friends; 
a bargain that works at both ends. 

This is the way the advertising looks 
and sounds and feels. And I take it at face 
value 

. * * 

Now, if I may have a brief postscript: 

I would like to say that when televi- 
sion advertising is made according to 
these same desires and by some of these 
same rules, the world of advertising will 
be a far happier one. 

I think I have proved here that you can 
be light without being comic; that you can 
be serious without being dull; that you 
can be heard without screaming; and seen 
in a crowd without dancing a jig. 

There isn’t any more reason why the 
television audience should be treated like 
an audience composed entirely of eleven- 
year-olds, than the magazine or newspa- 
per audience. Good magazine and news- 
paper advertising treats the American 
public as an adult public. And television 
should do no less. 

To prove that this is entirely possible, 
I submit that every campaign reviewed 
here could be done into television with- 
out a single fundamental change. 

And what a change that would be! 


The Lasker Story... As He Told It 


new 


XVIII 


Lord & Thomas Restates Its Philosophy 


In this week’s instalment Mr. Lasker reads the text of eight advertise- 
ments which his agency plans to publish in the advertising trade press to 
restate its basic philosophy of advertising. The step marks a concentrated 
effort to go after new business, which Mr. Lasker feels has been neglected 
during his long absence in government service. 


Now I am going to get right down to 
this advertising we are doing and then 
I am going to do in the movie sense a 
flash-back from the advertising. Have we 
copies of the advertising here? Pass it 
around quickly. 

I don’t know, but I want to say in pass- 
ing I think Sears, Roebuck think they 
save money in commissions. They forget 
that their white them the 
same, no matter what is in it. It is the 
same as if a book publisher would want 
to get me to write his novels instead of 
Rudyard Kipling because he saves money 
by getting me as a novelist. 

I want to read these advertisements. I 
am going to try—I don’t promise that I 
will—but I am going to try to read them 
without comment and then come back 
to the comments: 

. 


space costs 


. . 

“Common Sense, about all things, scores 
uncommon results in advertising. 

“Wherever you see dramatic success in 
advertising you will find that common 
sense is its basic formula. 

“Study winning advertising and, above 
all things, that factor will impress you. 

“Circus ideas are of an unenlightened 
age. Vanities and furbelows have no place 
in salesmanship to the millions. 


“Yet how comparatively few men rec- 
ognize that simple precept. 

“Take an issue of any national maga- 
zine. See how the simply phrased, simply 
designed ads stand out above their fel- 
lows. 

“They mark the contrast between dig- 
nity and acrobatics. Between a_ well- 
dressed, coldly logical master salesman 
and a rival with pink spats.” (The differ- 
ence between Montgomery Ward's, “Mil- 


lions have saved millions through this 
book,” and Sears, Roebuck’s “Aladdin’s 
lamp.”) 


“They carry conviction in exactly the 
same measure. 


s “So when men ask us the outstanding 
secret of compelling copy we quote the 
genius of simple, common sense. We know 
that method achieves unique results, for 
we have proved it countless times. 

“Successful agency organizations are 
built of men whose religion is that for- 
mula. 

“They judge advertising for what it is. 
They do not tamper with its force; do not 
handicap it with the bizarre. 

“They recognize that to be successful, 
advertising must be sincere; must convey 
the force of conviction. 


Advertising Age, November 10, 1952 


The Creative Man’s Corner... 


Buy yourself a “new figure” 


competition? 


occasional pinch. 


The Figure Problem 


We are always intrigued by ads for women’s undergarments. Not just be- 
cause we think women look much more intriguing in their undergarments 
than men do in theirs but because, after eventually getting around to the 
copy, we are perplexed that women (according to the ads at least) are ob- 
liged to look different from how they actually look in order to attract men. 
The Lily of France ad, for example, states openly that “through the ages, 
women have always had a figure problem... but there are new and wily 
ways to improve on Mother Eve if you trust to ENHANCE.” We wonder how 
Mother Eve ever got the human race started—or is that because she had no 


Formaid urges the gals to wear a bra that “molds and holds you to a fashion 
perfect figure.” That phrase “fashion perfect” we have encountered before— 
and we wonder just what it means. Let’s be explicit. 

Lilyette is. Lilyette says that “when the day calls for action (and what day 
doesn’t) Reflexion answers the call.” The call? Why not a whistle? 

Promise, by Poirette, “rolls without a pinch or a poke”’—which seems to 
us rather negative advertising, considering the significance attached to an 


What intrigues us most is the Bias-Cup ad—entitled SHE KNOWS. Our 
one hope is that she knows just who the male is behind her who is cupping 
her eyes with his hands and apparently saying, “(Guess who?” This seems to us 
to illustrate a rather bold intrusion of a woman’s boudoir—especially the 
boudoir of a woman wearing a bra that puts her best profile forward ... molds 
her up... holds her up...and bolds up her beauty. The only concession made 
our Victorian prudery is a wedding ring we discovered on the third finger 
of the model’s left hand—which appears one-eighth inch up from the very 
bottom of the photograph. It’s just possible those are her husband’s hands. 
After all, men do dress faster than women. 

What worries us, however, is that women apparently have to be harnessed 
like a horse in order to attract a groom. Do they—or is this sheer propaganda? 
Maybe it’s the Wheaties we eat, but we like women because—well, because 
they’re women. What more can a man ask for? And still be a man? 


“Put that kind behind any business that 
could succeed without advertising, and 
sales will multiply. 

“Put any kind of advertising behind a 
business that could not succeed without 
it and little will result. 

“We hold that no business which could 
not succeed without us could gain the 
heights because of us. 

“That seems simple common sense to 
us. And upon common sense, above all 
things, profitable advertising rests. 

“The miracle of advertising is that 
when applied in a common-sense way, it 
brings magical results.” 

>. * 7 

“Common-Sense Copy—has the uncom- 
mon quality of attracting immediate re- 
sponse. 

“When a big department store runs an 
advertisement in the morning papers a 
crowd is looked for that same day. 

“Copy in the evening papers is ex- 
pected to prove its case the next morning 
If not, the ad is wrong, or the merchandise 
unwanted. 

“That applies equally to Wanamaker 
or Gimbel in New York, to the Emporium 
in San Francisco; to Smith’s in Topeka, 
Kansas. 

“Advertisements that are sound, that 
carry conviction and sell, have a habit 
of doing business NOW. They wait neither 


for men nor ‘conditions’. 

“Unfortunately, those uninitiated in the 
science of advertising often miss that 
point. They believe there is a difference 
in this respect, between their own na- 
tional advertising and a retail merchant’s 
‘local’. 

“Thus weak ads often are repeated at 
great loss; expenditures continued in the 
false belief that results are banking up 
for the future. 

“Men seasoned in successful advertising 
realize the shallowness of that theory. 


s “‘Long haul’ advertising is twin to that 
most deceiving of all commercial types, 
the fine appearing, fine talking salesman 
who sells himself better than his line. At 
one time or another, every business head 
has yielded to his lure. 

“The experienced advertising agency 
who builds campaigns based on winning 
strategy knows that the function of ad- 
vertising is to sell goods now, to convert 
the money spent for it into dollar profit. 

“None more that it believes in the cum- 
ulative value of advertising—but it de- 
mands that the proofs of victory be not 
too long deferred. 

“That seems simple, common sense to 
us. And upon common sense, above all 
things, profitable advertising rests. 

“The miracle of advertising is that when 
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applied in a common-sense way, it brings 
magical results.” 
* > . 

“Why We Claim No Major Part—in the 
success pointed to as ours. 

“Many noted successes in advertising 
are pointed to as of Lord & Thomas— 
mastery of markets in many lines. 

“Yet in truth we claim no major part 
in even one. 

“We hold that no business which could 
not succeed without us could gain the 
pinnacle because of us. 

“The only role we play in the drama of 
success is as an able helper. A lieutenant 
whose only genius is that of common 
sense. 

“To us that seems the only attainment 
men in our work can justly claim—to 
recognize things for what they are, to 
follow the precepts of common sense. 

“That is a simple formula. Anyone can 
apply it. Build merchandising plans 
around it, on a wanted product, and they 
will win. Thread copy with it, and it will 
sell the millions. 

“Study the strategy of successful ad- 
vertising pilots, and you will find it 
founded on those principles. A strategy 
fabricated in knowledge that the end must 
justify the means; that expenditures must 
be planned with profit sheets in mind. 

“Thus, at times, advertising pressure 
is cautiously applied. And frequently, en- 
trenchment advocated when immunity 
from competitive attack admits it. 

“Contrariwise, there come times when 
great aggressiveness, the straining of all 
muscles becomes the course of multiply- 
ing profits, of gaining oustanding leader- 
ship, when selling effort and advertising 
pressure must be exercised to their ut- 
most. 

“Hence the province of an advertising 
agent is to gain two points for a client; 
entrenched leadership and _ consistent 
earnings. 

“He must sacrifice neither to the other. 

“He must fearlessly advocate, when and 
as necessary, either added pressure or 
passing retrenchment. 

“But above all things, his judgment 
must be based on true experience, on the 
unique analysis that’s born of caution— 
the end must justify the means. His abil- 


ities we must always measure in terms 
of dollar profits. 

“To us that marks but simple common 
sense—and common sense so far has 
proved the one open road to uncommon 
results in advertising. 

“The miracle of advertising is that when 
applied in a common-sense way, it brings 
magical results.” 

* * . 

“Dignity—it is dynamic. 

“Real achievement is never noisy. Edi- 
son does not indulge in conjurors’ hokum. 
The discoverer of insulin is less known 
than Coue. 

“The blare of trumpets dies with its 
echoes. 

“Only a few years ago advertising was 
considered most effective if its sponsors 
followed Barnum’s ways. 

“Stunts were considered essential. 

“Nowadays, the experienced advertis- 
ing agent knows that it is advertising 
itself that is the miracle, not its accoutre- 
ments. 

“Such men know advertising’s tremen- 
dous power and use it rightly. 

“They know its limitations and no 
longer claim it as a cure-all. 

“Today’s leading advertising counselors 
are no less keen than yesterday’s. In their 
wisdom they have learned that drama- 
tic results are counted around the cash 
drawer. 

“No noisy jubilee is needed in calculat- 
ing final figures. 

“The ‘advertising game’, outsiders used 
to call it. 

“Too much chance was associated with 
it. Pioneer days meant primitive practices. 


s “Like the old sea captain, who used 
to rush from one end of his ship to the 
other shouting directions, so the old-time 
advertising man used to impress largely 
by noise. 

“Today, the captain of the largest ves- 
sel stays on the bridge and silently presses 
buttons. 

“So with today’s advertising counse- 
lor—he quietly commands a score of sell- 
ing forces, calmly sure of their power. 

“Facing facts coldly and analytically 
has replaced the old-time frenzy. 

“Men schooled in experience need not 
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Common Sense 
above all things 


scores uncommon results in advertising 


IEREVER you see dramatic success 
in advertising, you will find that com- 
mon sense is its basic formula. 


Study Lord & Thomas advertising and, 
above all things, that factor will impress you. 
Circus ideas are of an unenlightened age 
Vanities and furbelows have no place in 
salesmanship to the millions. 
Yet how comparatively few men recog: 
nize that simple precept. 
Pe mt ov of any national magazine. 
simply phrased, simply designed 
ads stand out above their fellows. - 
They mark the contrast between dignity 
and acrobatics. Between a well-dressed, 
coldly logical master salesman and a rival 
with pink spats. They carry conviction in 
exactly the same measure. 
an men ask us the outstanding secret 
Thomas copy, we quote the genius 
of simple, common sense. 


Feb 12. 1925 PRINTERS INK ». 


W'e know that method achieves unique re- 
sults. For we have proved it countless times. 


Our organization is built of men whose 
religion 1s that formula. 


They judge advertising for what it is. 
They do not tamper with its force; do not 
handicap it with the bizarre. 


They recognize that to be successful, ad- 
vertising must be sincere; must convey the 
force of conviction. 


Put that kind behind any business that 
could succeed without advertising, and sales 
will multiply. 


Put any kind of advertising behind a busi- 
ness that could not succeed without it and 
little will result. We hold that no business 
which could not succeed without us could 
gain the heights because of us. 


If those principles appeal to your good 
judgment, why not arrange an interview? 
For 25 years, under present ownership, they 


have maintained for us outstanding leadership 
in our field. 
os 
LORD &« THOMAS 
nitabomenm Advertising = OEISR, 
SAN FRANCISCO cum aco LONDON, ENGLAND 
229 Bush Sucet dou Norih Ma ugee Avenue Vetus Embenkaens 


indulge in theoretic surmises. 

“What may appear a new and puzzling 
problem to a client may be no problem 
at all to one who has been through many 
a campaign. The chief difference between 
a General and a Cadet is experience. 

“The advertising man with a treasure 
house of experience knows how to save 
time and money. No ‘surveys’ need delay 
decisive action. Priceless answers can be 
obtained quickly. 

“There are more good advertising 
agents than ever before, more good writ- 
ers, more good artists. 

“The wisest of them all are the quietest. 
Extra motions they eliminate. Not because 
the advertising profession is less virile, 
but because the wise business men no 


longer want mere gyrations and hectic 
fervor. 

“Calm recommendations are the result 
of experience. Agents with broad experi- 
ences have inherited a dynamic dignity. 

“They analyze problems without d 
tracting gymnastics. They make investi- 
gations in a proved way, without a parade. 
They get results, without speculation. 

“All this seems simple common sense 
to us. 

“The miracle of advertising is that when 

applied in a common-sense way, it brings 
magical results.” 
(Mr. Lasker read the text of eight ad- 
vertisements. Those quoted here give @ 
good idea of the content and the ap- 
proach of all.] 


Next week: Mr. Lasker expounds the principles behind the L&T house 
ads, tells how difficult it was to write them, and again discusses, at some 
length, his conception of the role of art in advertising. 


Mail Order and Direct Mail Clinic... 


Let the Staff in on Scheduled 
Mail Order Promotions 


By Whitt Northmore Shultz 

Are you planning for the total impact 
generated by your direct mail? 

If you’re handling direct mail promo- 
tions for a store, for example, is there 
coordination among your advertising, pro- 
motion, public relations staffs, floor man- 
agers and clerks? 

Are they briefed on what your direct 
mail promotions are spotlighting? 

Do they know when the flyer or letter 
or catalog is to be mailed? And the total 
number to be mailed? 

If one of Chicago’s leading department 
stores is an example of how direct mail 
departments work with sales clerks, I be- 
lieve store heads had better take another 
look at their planning for direct mail re- 
sults. 


®@ The best direct mail piece will fall flat, 
in my opinion, if sales clerks—those un- 
predictable store ambassadors—aren’t 
told specifically what is being promoted 
by mail by their store. 

Pat, my wife, received a hard-hitting 
direct mail piece from this Chicago de- 
partment store the other day. The piece 
highlighted a new and unusual silver 
cleaner. So persuasive was the copy that 
Pat (along with many other women) was 


at the store’s main door before it was 
opened the following day. 

She went immediately, as did the other 
women, to the housewares department 
where the cleaner was supposed to be. 
Well, it wasn’t there. And the two clerks 
Pat asked hadn’t even heard of the prod- 
uct! 

Pat went to the floor manager. He 
wasn’t any help, either, because he hadn’t 
been briefed. So the sale was lost. Later 
Pat learned the silver cleaner was still 
in the warehouse and that the buyer was 
completely unaware of the promotion. 

Well, what does this prove? It points 
up to me that direct mail promotions de- 
serve the same kind of attention granted 
TV, radio and newspaper ads. Rarely will 
a promotion department overlook men- 
tioning to department managers that such 
and such item will be featured on TV. Yet 
these same promotion people will forget 
to educate the store’s staff about a direct 
mail effort. 


ws When a store sends out a direct mail 
piece, I believe everybody directly and 
indirectly connected with the sale of that 
merchandise should be told about it at 
a sales meeting. The mail order items 
should be shown to clerks; they should 


be demonstrated and the products’ rea- 
son-why-to-buy and consumer benefits 
stressed. 

In addition, telephone order takers 
should be briefed explicitly about the 
promotion. And, by all means, buyers, de- 
partment heads, floor and shipping de- 


Tips for the Production Man... 


partment managers should know completé 
details about the planned promotion. — 
That Chicago store lost over $1,000 in 
sales during the first hour when it failed 
to prepare for direct mail results. 
In your business, are you planning for 
total direct mail impact? 


How Wide a Line of Type? 


By Kenneth B. Butler 

“What is the maximum width for prop- 
er readability that a line of type may be 
set?” is the question most frequently 
asked at typography round tables. 

Those asking it are usually aware of 
the copy-book precept that an alphabet- 
and-a-half is a proper guide for gauging 
maximum line width. The fact that the 
question is brought up so frequently may 
mean that those handling layout and type 
markup question this flat, inflexible rule. 


@ If current widespread practice is any 
answer to this question, then it’s certain 
that the rule is obsolete. Newspaper col- 
umns certainly follow the rule, being 
somewhat less than an alphabet-and-a- 
half. On feature pages and editorial pages, 
however, newspapers are prone to stretch 
line-length to nearly two alphabets. 
Kiplinger Letter style, set in typewriter 
type, comes closer to three alphabets in 
length and, it seems to me, to be extreme- 


ly legible. 

A group of multiple-column advertise- 
ments studied averaged two alphabets 
in line width, but were generously leaded. 
Likewise, a group of best-seller books 
averaged line-lengths slightly in excess of 
two alphabets. All were leaded two to 
three points. 

In catalogs, legibility is certainly im- 
portant, due to the necessity of conserving 
space and telling a lot in relatively small 
type. In the current Sears Christmas Book 
the choice of line widths seems to have 
been dictated by size of illustrations rath- 
er than by an attempt at observance of 
an arbitrary rule. Line widths varied from 
one alphabet to three-plus alphabets. 

Mechanical considerations, such as page 
width, often determine width of type col- 
umns. Short pages, such as books, can 
carry longer lines, because any appearance 
of heaviness is relieved by short takes. 

Pinched margins require narrower line 
measure; generous margins automatically 
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permit wider lines 

Extremely black 
body copy requires shorter lines (probab- 
ly an alphabet-and-a-half) or should be 
relieved by generous line-keading. Medi- 
um weight type is definitely easier to read 
in longer lines than either bold type or 
light-face type 

Line length of two to three alphabets 


type when used as 


Salesense in Advertising... 


legible, apparently, when 
leaded generously. The amount of leading 
required increases sharply with the in- 
crease in type size: two-point leading for 


ippears quite 


ten point type, four-point leading for 12- 
point type, ten-point leading for 14-point 
type, etc 

In summary, it looks as if the old rule 


can be answered with a “yes, but...” 


C Stands for Cat-Unless You Prefer Obfuscation 


By James D. Woolf 

Advertising Consultant 
Sornetimes it seems to me that we copy- 
writers deliberately take pains to fog up 
a simple idea with obfuscating approaches 
to the reader or listener. We appear to 
feel we haven't exercised our ingenuity 
when we content our- 
selves with a clear and 
unadorned statement of 

our concept. 

Frequently I dip in- 
to the kindergarten 
books that are forever 
strewn around = our 
house. Their clarity 
and stark simplicity 
“are wonderful: ~— 
The cat 


. James D. Woolf 
ands for Cat 
as two eyes. The cat has four legs. The 


gat catches mice. The cat loves milk.” 
After a studious session with one of these 
little books, I sometimes take a critical 
fook at a few specimens of my recent 
Writings. I find that I have been guilty, 
fiow and then, of befuddling my readers. 


I am not thinking now of simple words 
nd short sentences. I am thinking of the 
Botency of the direct approach. The chil- 
ae books reveal as speedily and clear- 
y as possible what it is that the story is 
4 about. As against this. there are many 
Gopywriters, as the pages of any publica- 
fion will prove, who shrink from writing 
@nything so direct and simple as “C 
Stands for Cat.” Sure. their product, the 
thing they are trying to sell, is cats, but 
they feel it needful to intrigue the reader 
rith a bit of artifice. How about “C stands 
* Cherub, or Canary, or Cheetah, or 
Coyote”? Or maybe it would be better to 
Bay that “A stands for Alice in Wonder- 
land,” which will lead us naturally into 
the story of the grinning Cheshire cat 
It is astonishing to me to observe how 
advertisers have no confidence in 
the “C stands for Cat” approach in their 
advertising. Take the campaign of Havo- 
Motor Oil, for 
a selling point in the 
a vir- 


many 


line instance. It appears 
that Havoline has 
fact that its oil is “Custem-Made,” 
tue apparently so meritorious that “Havo- 
line is the best motor oil your money can 
buy.” But I gather that Havoline has no 
confidence in this concept as an interest- 
capturing approach. In its current page, 
does “O stand for Oil,” “C for Custom- 
Made,” in the headline? Not at all! The ad 
goes at the reader in this fashion: 
It's a matter of Opinion 
Which is the tougher customer for 


a shooting man—a big rhino or a 


giant water buffalo coming at you 

like a carload of dynamite? Take 

your choice—it’s a matter of opin- 
ion. 

In the current color page of Republic 
Steel we are not told that “S stands for 
Steel.” It appears the copywriter believes 
that, as a topic lead, steel is taboo, so he 
seeks to intrigue the reader with a picture 
of Grandpa ejaculating to Grandma, “Say 
Peg. ..We’ve got a date!” Before me, too, is 
an advertisement for Atlantic Bond bugi- 
ness paper headed thus: “The Unusual 
Fishing Records of Zane Grey.” The idea 
seems to be that Zane’s terrific record as 
a fisherman compares favorably with the 
record-breaking popularity of Atlantic 


Bond business paper. 
Then 


there’s the Century Long Life 


=. M4 
2 ye ae nrse we 


but Gi a Fact thot Hovoline is the best 


motor o'! your money can buy 


Tires ad, a two-color half-page, which 
leads off with, “They braved the Great Di- 
vide to build a mountain empire!” Says 
the text: “You gaze in awe at the majesty 
of the mountains. But, to the early traders, 
the Rockics were a challenge to be over- 
come.” What the copy fails utterly to make 
clear is why “you can have longer wear- 
ing Century or Mansfield tires—no mat- 
ter where you travel.” 

In this populous nation of ours there is 
a multitude of people who are interested 
in cats. There is also a multitude of pros- 
motor oil, steel, 
business paper, and tires. It is astonishing 
to me, as I say, that so many copywriters 
camouflage their products behind a smoke 
screen of obfuscation. 


pective purchasers of 


The Eye and Ear Department... 


Buick Premiere 


The Show 
Now that Milton Berle and Texas Co. 


have decided that three weeks out of 
four are enough for them on TV this vear, 
Kudner Agency has brought in another 
client to fill the breach. The fourth Tues- 
day 8 p.m. time spot on NBC has been 
taken over by the “Buick Circus Hour,” 
which mixes Broadway musical with a 
dash of the Latin Quarter and modern 
Ringling Bros. 


If Uncle Miltie’s 
waited up late hoping to see high jinks 
of the “Super Circus” or “Big Top” va- 
riety, they were sorely disappointed. But 
maybe the sponsor won't mind. It’s papa 
who buys a car and there were plenty 
of scantily clad, show girls to 
soothe his tired old eves 

The “Buick Circus” revolves around 
John Raitt. who plays a singing John 
Ringling North—Bill Southern, they call 


nieces and nephews 


stately 


BUICK CiRCUS—John 
and Joe E. Brown in “The Buick Circus 
Hour,” NBC-TV. 


Raitt, Dolores Gray 


him; Joe E. Brown, cast as Joey, the 
clown, and Dolores Gray, in the role of 
a nightclub singer dead set on being a 
circus phrenologist. (At the end of the 
premier telecast, she succeeded in getting 
the job, thus setting up the plot line for 
four weeks hence.)- 

The show opened with a parade in big 
top setting as Mr. Raitt sang a rousing 
invitation to “Come to the Circus.” There 
were jugglers, an occasional clown,’ an 
elephant, a strong man, giant, fat lady and 
midgets. But soon these sawdust char- 
acters were outnumbered by long- 
stemmed beauties more properly dressed 


for a cabaret chorus line than a circus 
center ring. 
Individual honors on the first show 


vent to Miss Gray, who did a much bet- 
ter job of projecting than her male co- 
stars. The only real circus act on the pro- 
gram was a corker—seven teeterboard 
acrobats who flew through the air into 
a chair with incredible ease. Ben Blue, 
one of the funniest men around when the 
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script is in his favor, was wasted in a 
dreary devil vs. angel skit with Joe E 
Brown 

Perhaps as a gentle acknowledgement 
to the Texaco time spot, Mr. Brown sang 
a parody on the Texacomen’s curtain rais- 
ing theme as he lathered a dog in a be- 
hind-the-scenes number. When the soap 
disappeared, he saluted another adver- 
tiser when he cracked: “Duz does every- 
thing.” But his principal scene, a clown 
bit which had the redeeming feature, from 
the advertiser’s point of view, of display- 
ing a sleek Buick sedan, was particularly 
ineffectual. 

Fact is, what the show needed most to 
give it a lift was some good comedy. A 
couple of clown routines of the caliber 
the “greatest show on earth” presents, for 
example. 


The Sell 


As usually happens with a Kudner- 
produced package, the commercial was 
well integrated though it was mainly on 
film. A circus audience watched the ’52 
Buick go through a rough indoor road 
test. Lean, cadaverous, deep-voiced Frank 
Gallup described its engineering features 
that give a “million dollar ride.” Just a 
word of caution: The commercial empha- 
sized so many of the Buick features that 
three minutes later it was impossible to 
remember any of them. An understand- 
able oversight, since big-hearted Buick 
interrupts the 60 minutes of entertain- 
ment only once for a sales pitch—and a 
brief one, at that—but it would be better 
salesmanship not to confuse the potential 
buyer by giving him too much informa- 
tion in one dose. 

One more thing. The program ended on 
a smart sales note—an invitation to visit 
your Buick dealer for the “best deal in 
town” and a reminder that show business 
and the automobile business have a lot 
in common; both try to bring you fun. 


Looking at the Retail Ads 


By Clyde Bedell 

Retail advertising, in my opinion, is at 
the lowest level of effectiveness I have 
ever seen it. This is natural, for retail 
stores have been on a gravy train ride for 
about 12 years—making money whether 
they sold well, indifferently, or poorly in 
white space. 

There has been no reason for retail 
managements to dig into and to improve 
their advertising, for it has been the least 
of their problems. Thanks to benevolent 
newspaper publishers, most stores today 
buy advertising at a cost per inch for 
each 1,000 of circulation (or per milline) 
at an increase of only about 10 to 30% 
over 1940. So retail managements have 
paid attention to more pressing problems 
and expenses. 

Moreover, each ad has reached more 
people with more money, year after year 

-for circulations and expendable incomes 
have increased. 

This has made the job of selling adver- 
tising relatively easy. Papers have pre- 
ferred to keep rates low enough so linage 
is apt to be “a good buy” even if results 
are poor. Stores are spending a smaller 
percentage of their volume for white 
space, but newspapers are carrying record 
linage. With retail volume easy to get, 
more stores can afford advertising wheth- 
er it produces much or not 

All of this is by way of saying pub- 
lishers and merchants are building up 
some tough problems to lick in the future. 
For weak advertising fades out of papers 
fast when economic frosts arrive 

Look at this ad—48 inches, 672 lines— 
from a small Tennessee city. No copy, no 
descriptions, no prices, no assortment 
story, no whetting of desire, no effort to 
get business, no invitation to readers, no 
agreeably interrupting benefit or service 
story. No signature that can be read 
without a magnifying glass. Thousands of 
ads this bad appear every day. 

When a newspaper accepts copy like 
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this, (1) it either doesn’t know anything 
about advertising from which it derives 
most of its income, (2) it shamelessly 
takes the merchant’s money, knowing he 
is wasting almost all of it or (3) it is so 
weak in its presentation of its product 
that it cannot sell the merchant on the 
simplest elementary advertising princi- 
ples 

Publishers who are indifferent to 
whether white space is used well or not, 
are not very different from the mai} 
order man who advertised a method to 
“MAKE YOUR PANTS WEAR TWICE 
AS LONG.” When he received the reader's 
quarter he sent the formula “Stay in bed 
every other day.” In either case, the man 
who pays the bill is being “taken” without 
knowing it at the time. When he finds 
out the truth, he’s bound to be resentful. 
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$15,000,000 Gas 
Industry Ad Plan 
for 1953 Described 


ATLANTIC City, N. J., Nov. 4— 
The gas industry of the U. S. will 
participate in a combined $15,000,- 
000 advertising campaign during 
1953, it was reported at the 34th 
annual convention of the Ameri- 
can Gas Assn. here by Charles W. 
Person, New York, director of ad- 
vertising for the association. 

Mr. Person revealed that the 
AGA will again spend $1,000,000— 
the amount of its 1952 advertising 
budget—in conjunction with ap- 
proximately $12,000,000 by several 
hundred local utility companies 
and $2,000,000 by appliance manu- 
facturers. 

Of the $1,000,000 fund set up by 
the association for 1953 advertis- 
ing, Mr. Person said that about 
$780,000 will be used to buy space 
in consumer magazines. Another 
$145,000 will be spent for adver- 
tising in business periodicals. 

Supplementing this program will 
be the circulation of reprints of 
industry advertisements by manu- 
facturers whose ranges will be 
featured in the copy. 


@ Theme of the 1953 advertising 
campaign will be the “Only Gas 
Gives You—” line, with seasonal 
switches emphasizing auto heaters, 
for example, or that water is 
heated three times faster by gas. 

“For the first time in 16 years 
we have an over-all residential 
sales and advertising theme to be 


used by everybody,” the adver-' 


tising director said. “It will be 
supported by special campaign 
material, such as mats and window 
displays. A series of regional meet- 
ings is planned for early 1953, 
seeking cooperation from all parts 
of the country.” 

The industrial and commercial 
side of the industry will continue 
to emphasize institutional cooking, 
Mr. Person said. 


Melrose Promotes Old Quaker 

Melrose Distillers Inc., New 
York, is sponsoring a national pro- 
motion for Old Quaker straight 
bourbon whisky. The ads, many in 
full color and ranging in size from 
230 to 1,006 lines, are appearing in 
120 leading newspapers in key 
markets. Copy depicts a cafe scene 
during the '90s when “fine, mild 
whisky was the vogue.”’ Peck Ad- 
vertising, New York, is the agen- 
cy. 


THE 
ONE TIE 


For Modern 
SALES 
PROMOTION 


GOOD WILL is so 
easily expressed when 
your Product, Trade 
Slogan is 
faithfully reproduced 
on “ADVER-TIES”, the 
Individually Designed 
Quality Neckwear. 


TRADE Mann, 


. At Conventions, 
Sales Meetings, An- 
niversaries; or for 
Dealer Assistance, 
“ADVER-TIES” have 
always been Front 
Ranking Your 
Choice of Colors, 
Fabrics and Designs 
at Most Moderate 
ost. 


.. . Also—BEAUTI- 
FUL “GIFT” TIES, 
Plain or Decora- 
tive, individually 
boxed, with or 
without label on 
reverse side. 


- ’ 
1 SEND “AD” SAMPLES and state 4 
§ approximate quantity. This will § 
1 “Speed-up’’ complete details and 4 
: prices. r 


eee 


AMERICAN 
Neckwear Mfg. Co. 


(Original ** ddver-ties Makers) 
320 S. Franklin St. Dept. AA 
Chicago 6, Ill. 
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Joins Ketchum, MacLeod 


Edgar J. Donaldson, for the past 
six years announcer, producer and 
television production supervisor 
for WSYR and WSYR-TV, Syra- 
cuse, has been named assistant to 
Lansing B. Lindquist, director of 
the radio and television depart- 
ment of Ketchum, MacLeod & 
Grove, Pittsburgh agency. 


Names Henry A. Loudon 

Electric Companies of New Eng- 
land has named Henry A. Loudon 
Advertising, Boston, to handle its 
rural electrification institutional 
advertising. The campaign will 
stress the uses and importance of 
electricity on the modern farm and 
rural home. 


Winter Joins Schmidt Co. 

Gerald G. Winter, formerly 
service promotion manager of the 
Pontiac Motor Division of Gen- 
eral Motors Corp., has been named 
market analyst for E. F. Schmidt 
Co., Milwaukee acvertising print- 
er and lithozrapher. 
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in the patm of your hand! 


Green Bay is a compact, self-sufficient metropolitan market— 
Wisconsin's 3rd largest — free from disturbing outside influ- 
ence . . . perfect for product testing! Stable, 
diversified employment, industry and agriculture 
enable a wide cross-section of economic, social 
and nationality groups to absorb nearly 265 million 
dollars annually in wholesale-retail sales! 


The Green Bay Press-Gazette blankets this inde- 
pendent metropolitan market with a 99% coverage 
of City Zone Homes, 95% of homes in the Metropolitan 
Zone — the 35,000-plus circulation assures you of adequate 
spread with positive control! Grocery Store Panel Weekly 
Audit for Brand Tests and full merchandising assistance offer 
a winning combination — your product in The Press-Gazette! 


Write, wire or phone collect for com- 


plete information! Phil McClosky, 
Monager, General Advertising, 


GREEN BAY wisconsin’ PRess-GAZETTE 


| ree GSES 
PAMMERMIL 7 | EE ene 
MIMEO-BOND | 


= } 


HAMMERMILL MIMEOGRAPH PAPER 


LOOK FOR THE WATERMARK .. . IT IS 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


aE seen 


Your price lists, bulletins and other mimeographed mailings will be 
sharp and easy to read when you put them on Hammermill Mimeo- 
Bond. This outstanding paper comes in white and seven distinctive 
colors, on each of which you can produce 5,000 or more clean, legible 
copies from a single stencil. 

Send the coupon for an up-to-date sample book. We’ll include the 
helpful Hammermill idea book, ‘Better Stencil Copies.”” They’re free! 


You can obtain business printing on 
Hammermill papers wherever you see this 
shield on a printer's window. Let the Guild 
sign be your guide to printing satisfaction. 


. - ee ee ee ee ee ee oe oe ee ee ee ee 


Please send me—FREE—the sample book of Hammermill 
Mimeo-Bond and a copy of “Better Stencil Copies” to help me get 
the best out of my stencil duplicating equipment 


Name. 


Position 


(Please attach to, or write on, your business letterhead.) 4,4) 1-10) 


—— 
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DREAM MAN 


We all dream about getting that 
copywriter whose stuff has the 
clang of rock against the chisel- 
blade, that production man who 
carries messages to Garcia, that 
gal-Friday who works on Satur- 
day ... And a good way to turn 
the dream into reality is to run a 
classified ad in Advertising Age. 
As one agency owner reports: 
“Replies to our little ad for an 
account executive have been very 
gratifying, coming from worth 
while applicants worthy of con- 
sideration.” The fact of the matter 
is, he had a hard time deciding 
among them . which is logical 
enough when you remember that 
Advertising Age is specifically 
edited for that very type of alert 
person you are seeking. 


Information for Advertisers 


Analysis of Wall Street 
Journal Readers 

* In its new “Index to Subscriber 

Buying Power,” The Wall Street 

Journal studies both the personal 

and business buying-power of its 


subscribers. The survey covers oc- 
cupation or position, pass-along 
Teadership, service on boards of 


directors, home versus office read- 
ership, buying authority, business 
ntertaining, pension plans, per- 
er charge accounts, holdings of 
mtocks and bonds, mortgage hold- 
Aings, cash position, savings, real 
estate holdings, home and summer 
some ownership, income, etc 


No 4493. How to Sell to the Hard- 
Goods Manufacturing Indus- 

® tries. 

“How to Sell Materials, Parts 
and Finishes to the Hard-Goods 
Manufacturing Industries,” just is- 
Sued by Materials & Methods, de- 
fines the basic markets for engi- 
neering materials, parts, finishes 
and materials-processing equip- 
m™ment. The study also identifies the 
men responsible for the materials 
problems of product design and 
manufacture, and lists the types 
of technical and economic facts 
they need before selecting and 
specifying materials and processing 
methods. 

No. 4494 Sell 
Railway 
“Railway Market and Media 

Data” is a new study offered by 

Simmons-Boardman Publishing 


How to the 1953 


Market 


Corp., summarizing trends in the 
various branches of the railway 
market, and giving figures on rail- 


way buying. It includes data on the 
four Simmons-Boardman railway 
publications, including circulation, 
editorial, services to advertisers, 
etc. Information is also given on 
the company’s catalog services and 
direct mail services 


Note: Inquiries for the items listed above will not be serviced beyond Dec. 22. 


USE COUPON TO OBTAIN INFORMATION : 


Readers Service Dept., ADVERTISING AcE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


—please print or type) 


No. 4495. Easy New Method 
Attaching Tags to Merchandise 
Irl McJilton of Rochester, N. Y., 
announces that licenses are now 
available under his U.S. Patent 
2,605,566 covering a novel type of 
identification tags or price tags for 
merchandise. By means of a punch 
and scoring operation, the tag is 
made easily self-attaching—with- 
out use of wires, pins, staples, 
strings or ribbons. Many ingenious 
combinations of tag, booklet, and 
return-card are possible. The in- 
vention should be of interest to all 
large users of tags, as well as to 
printers seeking licenses to manu- 
facture the tags for their custom- 
ers. Samples will be furnished 


of 


4496. La Patrie’s Circulation 
Studied. 

“Largest Circulation of Any 
French Publication in Canada” is 
the title of a new brochure offered 
by La Patrie, telling how weekend 
circulation is now well over 300,- 
000 and 99.6% newsstand. Of con- 


No. 


siderable interest are the break- 
downs of total homes vs. French 
homes—39,000 out of 42,000 homes 
in Quebec, for example, being 
French 

No. 4499. New View of Lumber 


and Building Products Dealers. 

How the modern building prod- 
ucts merchant operates, and how 
his business has expanded, are de- 
scribed in American Lumberman 
& Building Products Merchandis- 
er's new market data brochure, “A 
Close-Up of the $8 Billion Lumber 
and Building Products Dealer Mar- 
ket.”’ The latest figures on the new 
construction, maintenance and im- 
provement markets, and data 
showing how the market has 
grown since 1945 are presented, to- 
gether with statistics and photos 
which make for quick comprehen- 
sion. 


esse 


| have applicable exper 


| bonus 


Rates: 


THE ADVERTISING MARKET PLACE 


$1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
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lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


Deadline Wednesday noon 12 days 


HELP WANTED 


HELP WANTED 


OPPORTUNITY IN SOUTH 
FOR ADVERTISING MANAGER 
Our company is a leading manufacturer 
in cooling and ventilating field, with 
new products and expansion plans. Na- 
tion-wide sales organization is backed by 
aggressive program of national consumer 
and trade advertising. To qualify for 
job vs our Advertising Manager, you must 
ience in advertising, 
write effectively, 


be able to create ideas, 
and work well with sales organization 
and advertising agency. Good salary and 
arrangement with excellent future 
Send brief summary of qual- 
experience to 


opportunity 
ifications and 


| ROBBINS & MYERS FAN Division 


387 S. Front St Memphis 2, Tennesee 
PUBLIC RELATIONS WRITER 
START $8,000 to $11,000 
Top drawer 16 man public relations de- 
partment is expanding and offers a splen- 
did career opportunity in the Philadelphia 
area. If you have 5 or more years of 
recent experience in the publicity writ- 
ing field, plus experience in public rela- 
tions, our client will be interested. Please 
send us for client consideration a com- 
plete typewritten resume of your educa- 
tion and business history plus a recent 
photograph & salary desired. All informa- 
tion will be held in strictest confidence 
& of course our client's employees know 


of this ad. 

JACK LEWIS 
ACCREDITED PERSONNEL SERVICE 
12 So. 12th St Phila. 7, Pa 


FRED J. MASTERSON 
ADVERTISING—PU BLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 


ground in home economics. One of Mil- 
waukee’s top agencies has immediate 
opening for imaginative young woman 


with actual advertising experience, proved 
writing ability and a great desire to make 
the most of this opportunity. Salary com- 
mensurate with qualifications. Write de- 
tails of education, experience, salary re- 
quirements. Write 


| trial 


ADVERTISING COPYWRITER with back- | 


I am 26, 


EDITOR 
Competent to handle all phases of editing, 
including writing, make-up, engravings, 
etc., to work on own initiative and with 
other editors on two trade journals each 
over half a century old. Send complete 
personal and business background, with 
salary requirements, etc. 
BOX 5404, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADV ERTISING & PUBLISHING 


GFEORGE ME? 
209 S. State St. Ha 7-2063 rol 
ADVERTISING ASSISTANT. Strong on 
industrial copy, facile writer, full time 
creative work with established firm doing 
world-wide business. Fox River Valley 
location. Opportunity is knocking for 
right man 

BOX 5393, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
NEED AN INDUSTRIAL PUBLICIST? 
Business paper editor, 29, field of indus- 
marketing, with PR and copy ex- 
perience, wants to join publicity dept. 
of industrial company or agency. $6000. 
BOX 5407, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
NEED KEEN LIBRARY RESEARCH? 
detail 


Ph.D. can analyze or abridge, or 
digest. $3 per report page. Lee Bradley 
333 N. Michigan, Chicago 1, Illinois 


ATTENTION: AGENCIES 
WITH FOOD ACCOUNTS 
married, college, with 6 
grocery products 
sales, sales promotion. Have 
histories successful campaigns. Can 
he important asset copy, plans & mdsg 
BOX 5403, ADVERTISING AGE 

801 Second Ave.. New York 17, N. Y. 
TRADE PAPER SALESMAN. Unusually 
qualified experience. Excellent ref. and 
success proof. Agency background. College 
| grad., mariied, age 32. 1951 earnings over 
$10,000 plus bonus. Desire change for in- 
creased incentive and opportunity by Jan 
Ist 


years 
top experience adver- 
nn mdsg., 


n the fields of advertising 
ing. Office and professional 
Central 6-3178 176 W. Adams Street 
DIRECT MAIL ASSISTANT 

man experienced in Direct Mail 
letters, pamphlets, etc., by leading insti- 
tution, located in delightful small town 
surrounded by mountains, lakes, and| 
rivers. Please send complete information, 
salary, experience, etc 

BOX 5398, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 

ADVERTISING PROMOTION MAN 
Aggressive promotion department of large 
metropolitan newspaper on Eastern sea- 
board needs man for advertising promo- 
tion copy, presentations, research. Won- 
derful opportunity for young man with 
experience who wants to get ahead. 

BOX 5402, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 

SALES REPRESENTATIVES wanted in 
Detroit St. Louis 


and publish- 


Young 


Minneapolis Kansas City Areas 
Leading manufacturer of nationally ad- 
vertised sales tools will add agent in 


territories listed to handle expanding bus- 


iness. Men will contact sales executives 
from leads furnished on commission basis 
Can develop into full time basis, but 
other lines not objectionable at start. 
Write fully. BOX 5396, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill 
PUBLIC RELATIONS MAN with type- 
writer charm, should be young enough to 
hustle, mature enough to meet the press 


news in sound, in- 
information 


and present 
manner for Public 


Prepare 
teresting 


Service of nationally known midwestern 
firm. Prefer 25-30 age bracket for this 
spot; college background with a couple 


advertising or for 
Give vital person- 


writing in 
middilesize newspaper 
al statistics first letter 
Box 5397, ADVERTISING AGE 
200 E. Illinois St., Chieago 11, Ill 


BOX 5390, ADVERTISING AGE | BOX 5405, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. | 200 E. Illinois St., Chicago 11, Ill. 
BARNARD TOP NOTCH ADVERTISING ARTIST 
A service for employers and applicants | with background of successful experience 


and creative ability seeks permanent posi- 
tion with a future as artist, art director 
or associate with a reputable manufac 
|turer, advertising agency or \lithogra- 
pher. Will relocate for promising posi- 
tion. Fresh creative ideas. fast, sparkling 
visuals, comps and finished art, for con- 
sumer advertising, rae -of-purchase and 
| outdoor posters. Addre 
| BOX 5399, ADV ERTISING AGE 
| 801 Second Ave., New York 17, N. ¥ 
| NEW YORK COPY WRITER wants eve 
ning work. Space, radio & TV. Assign- 
ments by mail invited. Promotion material 
created. BOX 5400, ADVERTISING AGE 

801 Second Ave., New York 17, N. ¥ 
Copy AND Contact—or Nothing! Sea- 
soned copy man is ALSO a seasoned con 
tact man. Large agency now using m) 
CREATIVE ability. Do you need a toy 
copy AND contact man? Experienced ir 
foods, deverages, appliances, public rela 
tions 

BOX 5392, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lll 

AVAILABLE! ADVERTISING AND 

SALES PROMOTION EXECUTIVE 
Now heading staff of one of country’s 
largest retail stores. Has “know-how” to 


Lord Joins Screen Televideo 


Robert Lord, veteran film pro- 
ducer and writer, has joined Screen 
Televideo Productions, Los Ange- 
les, as a producer. Mr. Lord will 
produce television films for Ham- 
ilton Watch Co. and the Interna- 
tional Silver Co. He has recently 
completed a special assignment for 
the Air Force pictorial and carto- 
graphic service. 


Named WSYR President 


E. R. Vadeboncoeur has been 
elected president of the Central 
New York Broadcasting Corp., 
Syracuse. Mr. Vadeboncoeur, who 
has been acting chief executive of 
WSYR and WSYR-TV, Syracuse, 
since Col. Harry C. Wilder’s resig- 
nation, Sept. 30, will continue in 
his post as general manager. 


Stearns Magnetic Names Barta 

Stearns Magnetic inc., Milwau- 
kee manufacturer of magnetic 
separators, clutches and brakes, 
has appointed William E. Barta 
advertising manager. Mr. Barta 
formerly was assistant advertising 
manager of Blackhawk Mfg. 
Milwaukee. 


DeGrace Named WFOX Head 


George A. DeGrace, formerly 
public service director of WISN, 
Milwaukee, has been appointed 
station manager of WFOX, Mil- 
waukee. 


UNUSUAL OPPORTUNITY... 


...for young man with the right expe- 
rience and ability. Assistant to adver- 
tising and sales promotion manager 
of leading power tool manufacturer. 
This is a tailor-made chance for you 
if you have had several years’ ex- 
perience in the advertising depart- 
ment of a consumer hard goods 
manufacturer—or if you are experi- 
enced in retail advertising. Copy- 
writing ability and knowledge of 
graphic arts essential. 
Box 302, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, II 


Advertising Agency 
ART 


DIRECTOR 


Growing agency on the way up 
seeks man headed in same direction. 
Present art director moving up. Sal- 
ary open. Ail replies held in strictest 


put “sell” into your ad dollars in news- “ ~ 
paper, tv, mail publicity. College grad confidence. Contact Harvey Brown, 
Young. Interested only in substantial of- Vice President, Krupnick & Associ- 
_ . ates, Inc., 520 North Grand Blvd. 

BOX 5394, ADVERTISING AGE St ae 3. Mo ‘ ‘ B ° 

200 E. Illinois St., Chicago 11, Ill . » EO. 

BUSINESS OPPORTUNITIES 
SEE i WW FSS Ser Gan Senn Pere ror 
FOR SALE fHIS GUN FOR HIRE 

Two trade publications, publishing suc- 


cessfully for over 10 years - annual gross 
income over $125,000. Machinery & equip- 
ment valued at $25,000. Cash required 
$35,000. Balance on acceptable terms 
BOX 5401, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y 


Not a Cap Pistol 
Here are 18 years of Agency experi- 
ence—large and small—from pro- 
duction department to president. 7 
years ae head of own agency. Copy 
and ing background that sep- 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


SPECIALISTS 
IN 
GOOD JUDGEMENT .......-s 


Adverti ing, promotional, editorial and 
kindred fields. = MQLENE PERSONNEL 


Bankers Bidg., 
Chicago 3, Ill. 


TO: A WORK-SWAMPED ADVERTISING EXECUTIVE 
FROM: A HARD WORKER WITH VERSATILE ABILITY 


Turn your surplus work over to me, sure that it will be done well, 


arates the men from the boys on 
both industrial and consumer ac- 
counts. A five figure man that can 
plug that weak spot in your agency. 
A good bet to talk to where the need 
is for a thoroughly seasoned Account 
Executive or Copy-Contact man. Lo- 
cation secondary to opportunity. 

Box No. 303, ADVERTISING AGE, 
801 2nd Ave., New York 17, N. Y. 


OPPORTUNITY FOR A 
PRINTER WHO WANTS 


promptly, exactly as you would do it in an extra 8 hours to the day. 


$8,000 will buy 18 years’ experience as advertising and sales promo- 
tion manager and account executive. Previous employers commend 
reliability, initiative, creative copy, planning and expediting. 


Single woman who's been doing a man’s job, who works for her 
living and wants stimulating work, not a title, after sabbatical in 
Europe and free lance writing. College graduate. Phone her at 
Plaza 5-5462, New York City, or write Box 304, Advertising Age, 


801 Second Ave., New York 17, N. Y. 


TO EARN MORE! 


| Old. well-established Chicago area publisher now 


extending combined cash and credit 
| in return for 
publications. Addres: 

00 E. Iilinois 


. » Adverti 
» Chicago 11, ti. we 


IDEAS FOR SALE 


To: Advertising Agencies, POP Suppliers 
Pt Advertisers we offer IDEAS “That 


- =. DISPLAYS AND ADVERTISING 

CIALTIES. (Over 31 years expe- 

for detail at ae fe “ 

or details o 8 Uniqu - 

dividual Service watson 
GUSTAV JENSSEN and STAFF 
P. O. Box 8006, Tampa, Florida 
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ROY ROGERS, DALE EVANS 
Trigges, Bullet, Pat Brady & Nellybelie 
end ce: Badee dV ipomsers 


ROY’'S MERCHANDISE—This color spread 


Weekly Nov. 30 is part of a $100,000 co-op Christmas promo- 
tion planned by The Bogerts Inc., agency for Roy Rogers Enter- 


in Puck-The prises. Sixty-six licensees now sell products under the cowboy 
ector’s monicker. Many large retaiiers will join in the holiday 


promotion. 


Comic 


N. Y. Adman Attacks 
Outdoor Ads Around 
His Own Home Town 


DANBURY, CONN., Nov. 4—A 
sweeping indictment of existing 


outdoor advertising in this summer 
resort area was voiced here by a 
New York adman. 

Speaking at the local Rotary 
Club, A. W. Lewin, president of 
Lewin, Williams & Saylor, said 
posters in this area are badly 
placed, badly executed, valueless as 
advertising media and mar the 
countryside. As a remedy, he urged 
that local government controls 
over sign locations be instituted. 

Mr. Lewin, who has a home here 
on East Lake Rd., said he is not 
against outdoor advertising as 
such. He is opposed, he said, ‘“‘only 
to signs so made and so placed 
that they deface the countryside 
in disregard of public opinion.” 


® “Outdoor signs can be an attrac- 


| Mr. Lewin termed it in all actual- 


He illustrated his talk with pho- 
tographs showing poster panels 
strung in rows, overlapping, poorly 
made and half-hidden by trees. 

According to Mr. Lewin, “signs 
of this type have little impact and 
fail to get their message across to} 
the traveling public. Worse than 
that, they ray so offend part of 
the public that they actually in- 
jure the advertiser’s business.” | 

He added that other major me- | 
dia, including newspapers, maga- 
zines, radio and television, impose | 
limitations on their advertising to} 

Mr. Lewin urged that the local protect their own interests and the 
city and town administrations form public’s. 
a committee, law permitting, to } 
pass on proposed sign locations. Photo-Engravers Research 


Even locations on private property, Issues Booklet, Elects Heads } 
he said, should be subject to some ““)) 45 Engrs aes atti tee. | 
Reais ail nambeel oto-Engravers Research Inc., 


tive and integrated part of the 
landscape,” he said, “but the place 
for them is not on side roads but 
on main highways and in com- 
mercial neighborhoods.” 

Pointing out that outdoor ad- 
vertising has been called demo- 
cratic on the ground that it enables 
small advertisers to compete on 
equal terms with large operators, 


ity just a “trap for the little busi- 
ness man who doesn’t understand 
its principles and only wastes his 
money on it.” 


Columbus, O., at its recent Chicago 
meeting, announced the availabil- | 
ity of a new booklet, “Controlled | 
Etching of Copper with Ferric 
Chloride,” which may be _ pur- 
chased by non-members’ by writ- 
ing the organization at 505 King 
Ave., Columbus. 

Officers elected for the year are 


8 Mr. Lewin said he believes sum- 
mer visitors to this area, from 
which Danbury derives much in- 
come, are disturbed by the deteri- 
oration of local roads, caused by 
unattractive signs. 


E. Bartlett Brooks, Wayne Color- 
plate Co., Dayton, president; C | 


If you advertise to business, 


A BIG MARKET FOR 


building 
materials! 


* Up-to-date information reveals 
that 48,274 of The Wall Street 
Journal's 234,569 subscribers 
specify or authorize the buying 
of building materials for their 
companies. 


This wide, big-volume market 
can be reached every working 
day through the national busi- 
ness daily. 


Watson Cheney, Watson Cheney | 
Photo-Engraving Co., Wethers-| 
field, Conn., 1st v.p.; Charles! 
Powers, Powers Photo-Engraving | 
Co., New York, 2nd v.p., and 
George F. Hoffman, Dixie Engrav- 
ing Co., Savannah,  secretary-} 
treasurer. 
} 
Klepper Heads Luick Dairy 
Carl J. Klepper has been ap- 
pointed president of Luick Dairy 
Co., Milwaukee, a division of Na- 
tional Dairy Products Corp. Mr. 
Klepper, who also is president of 
Luick Ice Cream Co., Milwaukee, 
succeeds R. Newman Slawson. Mr. 
Slawson has become v.p. of Shef- 
field Farms Co., New York, an- 
other National Dairy Products di- 
vision. 


Rawlins Heads KDKA 
Les Rawlins, formerly general 
manager of KYW, Philadelphia 
Westinghouse radio station, has 
been appointed general manager of 
KDKA, Pittsburgh. He is succeeded 
at KYW by Franklin Tooke, previ- 
| ously general manager of WOWO, 
Ft. Wayne, Ind., and prior to that 
program director for KYW. 


A. Harris & Co. Boosts Smith 

A. Harris & Co., Dallas depart- | 
ment store, has promoted Frank 
Smith to the post of advertising 
manager. Mr. Smith formerly was | 
advertising production manager. 
He succeeds Harry Silverglat to 
the advertising directorship. Mr. 
|Silverglat becomes sales promo- 
tion director. 


should head your list. 


| ing the new program said: 


;retail window displays and in- 
store displays have played in in- 


Popai Will Expand 
Its ‘Fact Reports’ as sales volume of many 


New York, Nov. 5—An expand- | Reservations will be opened 
ed program of marketing research' Nov. 19 for booths at the 1953 
has been announced by the Point- | annual POPAI exhibit to be held 
of-Purchase Advertising Institute. | March 31 through April 2 at the 

Guy X. Witz, recently with An-| Palmer House, Chicago. 
drews Surveys, New York, and be- | 
fore that with Ford Motor Co., has 
joined the national headquarters | 
staff of POPAI as research asso- | 
ciate. He will work under direc- 
tion of J. K. Gould, executive di- 
rector of POPAI. 

Howard M. Cowee, chairman of 
the organization’s research and 
educational committee, in outlin- 


\ Superb quality 


“Because so many national ad- 
vertisers have shown an increas- 


f Speedy service 
ing interest in the series of ‘Fact Solid savings 
Reports’ now being issued by | 


POPAI, we have agreed to expand | enc PEarn amsoy 4-37 311 (and reverse chorges) 
this service for advertisers. These | “$TAW’ Witt 8€ GLAD TO SUBMIT FREE ESTIMATES 
‘Fact Reports’ are authentic case AMERICAN SCREENING CO. 314 fim St, Perth Amboy,W.J. © 
histories of the successful part that | 


Sales figures 
climb like 


YAK 


and the 
Beanstalk ... 


... when you 
go after the 
$7,500,000,000 
Packaging 
market with... 


THE NEWS MAGAZINE OF PACKAGING 
More display space per $ on Super-Size page... f 
More attentive readership with news-and-picture j 
features, thru-the-book format ...Stronger selling 
impact on MORE important buyers of Packages t 


and Packaging Machines—Supplies—Services . . . ' 
15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 &. HURON ST., CHICAGO I, lil. 
NEW YORK 17—101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 


AMERICA’S 
FIRST 
ENGRAVER 


DAY-NIGHT 


=_—~ 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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United Air Lines Finds Nut & Bolt 
Copy Helps Sell Winter Air Travel 


Cuicaco, Nov. 4—United Air- 
lines’ three-year-old “dependabil- 
ity” campaign is ample proof that 
it pays to shatter taboos in adver- 
tising 

A chronic headache for commer- 
cial air lines has always been pub- 
lic distrust of flying machines, 
particularly during the winter 
months. In fact, United was staring 
glumly at books which showed 
winter revenues sagging as much 
as 50% under summer returns 

Even confirmed air travelers 
were sticking close to Mother 
Earth all during the year's incle- 
ment months largely because late 
arrivals and departures, cancelled 
flights and tedious waits at closed- 
in airports had dampened their 
enthusiasm for air travel 


s To compensate in part for its 


ees] 


“Tacoma Coverage 
is a ‘Must’ for 
Successful Promotion” 


says Frank E. Eaton, 
Seattle District Manager 
Sunshine Biscuits, Inc. 


Sunshine Ciscuits, Inc. produces and 
fells a quality line of specialty foods 
Sunshine Krispy Crackers, Cheez-it, 
Hi Ho, Hydrox Cookies, candies, and 
Austin's Dog Food. The firm maintains 
a distributing warehouse in Tacoma 


“Tacoma represents a substan- 
tial portion of the total Puget 
Sound market,” Mr. Eaton says. 
“We have learned from exper- 
ience that successful overall 
promotion in the Puget Sound 
area demands local, on-the-spot 
coverage of Tacoma. Seattle and 
Tacoma, together, represent the 
state's major market—but sep- 
arate coverage is essential.” 


Think twice about Tacomal It's 
@ seporate, distinct, important 
market. it's covered ONLY by the 
dominant News Tribune. That's 
why-—on Puget Sound—you need 
BOTH Seattle and Tacoma cover- 
oge every time. Ask Sawyer, 
Ferguson, Walker Co 


The 
: A 


News Tribune 


Over82,000 Circulation, ABC 


end KINT 
Transit Radio 


dwindling passenger lists during 
the winter, United was riding out 
the seasonal slump by cutting its 
regular service and shifting sur- 
plus planes and personnel to south- 
ern operators, extra busy with 
winter vacation travel to sunshiny 
areas of the country. 

But, United reasoned, mechan- 
ical and electronic developments 
were making it possible to stand- 
ardize winter service and reduce 


Here's whet they deep treat’ betere © United Air Unes take-off 


NUTS & BOLTS—This ad, stressing “nuts 
and bolts” end of running an airline, will 


run for United in the Saturday Evening 


Post, Nov. 15 


the number of missed schedules 
Why not tell the public about its 
radar equipment, “winterized” 
cabins, Instrument Landing Sys- 
tem (ILS) and other ways of cir- 
cumventing bad weather dangers? 

A traditional taboo among air- 
line advertisers was spotlighting 
operational problems. Apparently, 
the philosophy called instead for 
heavy emphasis on the novelty of 


flying, pretty stev ardesses and the 
time saving features of air travel. 


® Seldom if ever did airline copy 
suggest that operational problems 
might exist or that it wasn’t a 
simple matter to run a commercial 
airline in all kinds of weather. 

United’s ad manager, R. E. John- 
son, decided to break the law. In 
1949 the air line launched its “de- 
pendability” campaign to tell the 
public about its progress in solving 
winter operational problems (AA, 
Oct. 3, 49). 

And United’s story was backed 
by strong evidence. For instance, 
at LaGuardia Airport only 19% 
of the flights operating under in- 
strument conditions arrived on 
time during the winter of 1946- 
47; the following winter, 79% of 
such flights were in on schedule 
because of radar and ILS. 

In November of 1949 the cam- 
paign started with the headline: 
“United’s DC-6 Mainliner 300s 
now offer greater year round de- 
pendability.” Copy bluntly ex- 
plained how modern flight aids 
work and described alternate 
routing systems whereby the fast 
Mainliners skirted bad weather 
areas and still made their sched- 
ules by increasing their speed. 


8 Direct mail, TV spots, window 
displays and an extensive mer- 
chandising program backed up the 
opener, and press feature writers 
were happy to get explanatory 
articles on the always fascinating 
business of flying. 


Mr. Johnson and the United 
agency, N. W. Ayer & Son, 


watched the returns come in the 
following spring. United’s revenue 
during the period covered by the 
first campaign (November, ‘49, 
through March, °50) showed an 
average monthly decline of only 
33.5%. 

The campaign was repeated the 
following year. This time, aver- 


reached by Le Droit 


over 


Ottawa's French-speaking population . . . as 


French-speaking market in Canada.” 


0 of the Ottawa AB.C. 
city zone speak French 


LE DROIT 


Daily Circulation over 26,000 


Head Office and Plont — 368 Dalhousie St., Ottawa 
U. S. Representatives — 


SHANNON AND ASSOCIATES 


is the third largest 


“UNITED 6534”—One of the scenes from United’s popular 30-minute color film, 
explaining the intricacies behind a coast-to-coast Mainliner flight in winter weather. 
All other scenes were filmed while the plane was actually in flight. 


|} age monthly revenue through the 

winter of ‘50-51 declined only 
12.7% from the spring and summer 
peaks. United’s “dependability” 
campaign had won its wings, and 
ad manager Johnson was elected 
a v.p. in April of last year 


@ Last winter, the campaign was 
again used but with an expanded 
schedule. The results? United's 
monthly average winter revenue 


was only 7.5% under the summer 
peaks. 
This figure, United says, is a 


little too good to be true—summer 
revenues were cut by a 10-day 
pilot strike during the summer of 
1951. Even so, nobody doubts that 
winter revenues are on the way to 
being even matches for summer 
returns. 

This month, United Air Lines 
launches its ‘52-53 campaign with 
the same kind of “nuts and bolts” 
copy for the fourth consecutive 
year. The opening ad, running in 
The Saturday Evening Post for 
Nov. 15, is laid out Life-style and 
headlined: “Here's what they do 
‘up front’ before a United Air 
Lines take-off.” 


8 Illustrations show contented pas- 
semgers, instrument panels and a 
flight crew running through its 
last-minute pre-take-off checks. 
A small slug at the bottom says: 


“Compare the fare and you'll go 
by air.” 

The color page will also run 
in Time, Nov. 24; U. S. News & 
World Report, Nov. 28, and News- 
week, Dec. 8. Similar ads in b&w 
are scheduled for trade publica- 
tions. In addition, United will mail 
out approximately 500,000 copies 
of a 36-page booklet incorporating 
its dependability story to travel 
agents, etc., and is booking hun- 
dreds of showings for its color 
documentary film, “United 6534.” 

United now feels sure it is win- 
ning the public confidence it needs 
to maintain standard operating 
schedules the year around. This 
winter, for the first time in its 26- 
year history, the company will 
maintain service at summer levels. 
Employment will remain at its 
peacetime level of 13,000, new 
Mainliner Convairs will supple- 
ment the winter fleet, and United 
planes will fly an average of 225,- 
000 miles daily, regardless of “op- 
erational problems.” 


Hirshon-Gartield Gets Hoppe’s 

Hirshon-Garfield, New York, has 
been appointed agency for Hoppe’s 
Genever gin and liqueurs, distrib- 
uted in this country by Van 
Munching & Co. This is the first 
time that the product, in Europe 
since 1780, is being promoted in 
the U.S. Opening campaign will 


‘be aimed at the Christmas trade. 


white. 


aa 


W. do only one thing 


but that one thing we 
do superlatively well. 

We make engravings... 
color and black-and- 
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NBBB Examines New Misleading Ad 
Charges Lodged Against Huber Hoge 


(Continued from Page 1) 

ter Business Bureau as well as 
with representative organizations 
in any field we enter.” Hoge said it 
failed to understand why objec- 
tions which it had thought re- 
solved had been raised again and 
castigated the bulb growers for 
doing a “great disservice to their 
own industry as well as to garden 
advertising in America.” 


8 Finally, the agency said, “in an 
effort to reconcile all viewpoints, 
we have at this point developed 
an ad to be published in the next | 
few days which we feel all parties 
concerned will find acceptable.” 
The upshot was a hearing at the 
New York City department of 
markets, followed by a _ release 
from the Better Business Bureau 
of New York which said that Hol- 
land Winter Garden advertising 
“was misleading and deceptive in 
that the bulbs were neither new 
offerings to the public nor bulbs 
that would bloom on snow-covered 


ground.” 
The department of markets 
warned that “any repetition of 


misleading and deceptive claims 
and such advertising in New York 
would result in criminal prosecu- 
tion under the state advertising 
law.” 


® Cecil Hoge, president of Huber 
Hoge 


& Sons, agreed with the 
statement, ac- 
cording to the bu- 
reau, and _ said 
that any future 
advertising of! 
these bulbs 
[whose quality 
has not been 
questioned] 
“would be in 
strict conformity 
with the facts.” 


Cecil Hoge Not yet con- 
tent, President} 
Hoge dispatched another letter, | 


pointing out among other things 
that a spot check of packages found 
both late winter and early spring 
blooming bulbs. 

An agency executive told AA 
that Hoge had been planning to 
inaugurate a system of pre-clear- 
ance of copy with the National 
Better Business Bureau, rather 
than post-clearance, so that mis- 
understandings might not occur 
in the future. 


@ Under the plan, which is going 
into immediate effect, according 
to the agency, all copy must get 
an okay from Dr. John Asch (the 
agency’s horticultural adviser) be- 
fore it runs, and Dr. Asch will 
pre-clear everything with NBBB. 

The agency wants it made com- 
pletely clear that this plan is its 
suggestion and not the business 
bureau’s. 

At the NBBB’s request, how- 
ever, Hoge is withholding all fur- 


ther advertising for Super-Moly, 
another account, until it can prove | 
certain claims made for the prod-| 
uct. Super-Moly is one of the 
numerous “Molys” that have re- 
cently blossomed forth in the ad 
columns. Made from molybdenum 
disulphide, they are used as oil} 
additives and are supposed to give | 
car owners better lubrication. 


e® As with the bulbs, the — 
again points out that there is no| 
black mark against the product, | 
but says its merit must first be 
proved before advertising will be 
acceptable to NBBB. The bureau 
has written to other “moly” ad- 
vertisers asking them to do the 
same thing. 

But over at the Better Business 
Bureau of New York City Inc., 
which has a file several inches, 


thick on Huber Hoge, it doesn’t 
look as if pre-clearance will hold 
any water. This group says that 
it has no wish to act as a “pre- 
censoring” body and is not in- 
terested in helping the agency 
write its copy. 

An executive at the local out- 
fit told AA that it has “never had 
so much trouble with any one ad- 


| vertising agency in so short a pe- 


riod of time.” 


}@ Just yesterday, the bureau made 


its latest addition to the volumi- 
nous Hoge file. This is a record- 
ing made from a spot radio an- 
nouncement over Station WMGM 
for a TV wave trap. The bureau 
has been concerned with this item 
for nearly two years. 

In December, 1950, the bureau 
became interested in the Teleron 
TV Wave Trap, which was adver- 
tised to “stop TV interference and 
stop it at once.” It had complaints 
from buyers of the $2.98 item and 
reports that the wave trap was 
nothing more than a high-pass fil- 
ter, which can filter out some types 
of interference at some frequencies. 

In March, 1951, the bureau 
wrote to Hoge asking for a fur- 
ther explanation of an ad in TV 
Guide which offered a “new elec- 
tronic interference absorber” for 
$2.98. At the same time, according 
to the bureau, ads were running 
in the New York Post and else- 
where for a TV wave trap selling 
for $4.98. Subsequent ads, includ- 
ing the radio commercial over 
WMGM yesterday, say that “now 
for only $2.98, $2 less than the na- 
tionally advertised price, you can 
get movie-clear reception 365 days 
a year.” 


@ Last May the local group asked 


| it is checking into the promotion 


the agency to back up its claims} 


that the TV wave trap would stop 
TV interference at once and stop 
it for good, and the claim that 350,- 


000 TV owners were using the 
trap. 
The agency replied that it was} 


going to make tests on the items, 
which it did. The report showed 
that using the trap “effectively 
minimized” interference in some 


instances, but did not stop it as} 


the ads claimed. 


The agency later changed its 


claim of 350,000 users to 50,000) 
users, or “thousands of users,” ac- | 


cording to the bureau. Yesterday's 
taped commercial, which is for a 
“seven-way wave trap,” says there 
are “over 50,000” buyers. 

Recent ads for the wave trap, 
according to the bureau, have 
shown “little or no improvement.” 


s In May of this year, the bureau 
took action on another Hoge pro- 
motion, the “Speed & Power Man- 
ual,” offered by Newhouse Auto- 
motive Industries, Los Angeles. 


reau, 
get 42 to 47 miles per gallon from 
his car by following the manual’s 
suggestions. 

The suggestion, the bureau says, 
was for the motorist to attach a 
gadget to his car which would per- 
mit water injection into the fuel 
system. According to authorities 
consulted by the bureau, water 
injection only works on super- 
charged engines and will not pret 
vent rust, as claimed. 

Last spring, the bureau became 
interested in the Mortron vapor- 
izer, advertised through Hoge by 
Bedford Co., which is also pub- 
lisher of the “TV Owner’s Guide 
to Operation and Repair.” 


® Vaporizer advertising, says the 
bureau, offered “continuous pro- 
tection” against mosquitoes, flies, 
cockroaches, beetles, chiggers, 


|consider doubtful. 


| week. 


| 
PLEA FOR UNITY—Pepperell Mfg. Co. ran | 
this page ad in the Daily News Record 
Nov. 5 as a plea for unity during the next 
four years. Benton & Bowles is the agency. 


scorpions and assorted other insect | 
pests. 

The principal ingredient in this 
$6.95 seller, according to the bu- 
reau, is Lindane, a poison which 
government bureaus say should not 
be use<l in homes or sleeping quar- 
ters 

The national bureau also has a 
lengthy dossier on the Hoge agency. 

Besides some of the products al- 
ready mentioned, the bureau has 
had conversations with Hoge on 
“Lurr,” an insecticide which the | 
agency agreed to drop at the bu-| 
reau’s request, and Queen Helene} 
skin treatment. 

On numerous occasions, the bu- 
reau reports, it has requested “ex- 
tensive corrections” on advertising | 
copy run by the agency. At present 


a Hawaiian “miracle flower” 
advertised here last 


of 
which was 


® NBBB says that since the con- 
troversy over Holland Winter Gar- 
den, Hoge has gone out of its way 
to be completely cooperative, and 
it is now waiting to see what the 
new copy for the questioned prod- 
ucts will look like. 

In the past, AA was told by 
others, the agency had agreed to 
make changes which turned out to 
be minor ones. The agency then 
claimed that its copy had been ap- 
proved. 

Today Dr. Asch met with the 
local bureau and offered to let that 
group pre-clear all future Hoge 
copy. The bureau pointed out that 
its physical load made it impossible 
to pre-censor ads, but that it would 
certainly talk with the agency on 
any future statements they may 


Yesterday, Dr. Asch met with 
the NBBB, and the agency now 
says that all advertising for bulbs, 
storm windows, Teleron TV wave} 
traps and Queen Helene cosmetics | 


ee , | has been pre-cleared with the bu-| 
Advertising, according to the bu-| P 


told the motorist he could | 


| Darr Heads Reynolds Tobacco 


reau. 


‘Oregon Journal’ Alters Colu 
Oregon Journal, Portland, has 
changed the width of its news col-! 
umns from 12 picas to 11% picas, 
in accordance with the recom- 
mendations of the American Assn. 
of Advertising Agencies committee, 
and the American Newspaper Pub- 
lishers Assn. Three-point column 
rules will be used. The change will 

be effective Dec. 29. 


E. A. Darr, v.p. and sales man- 
ager, has been elected president of 
R. J. Reynolds Tobacco Co., Win- 
ston-Salem. He succeeds John C. 
Whitaker, who has been advanced 
to board chairman. 


Form Matlock-Wilson 

Dennis Matlock and Fred Wilson 
have formed their own agency, 
Matlock-Wilson, at 2603 Fairmount 
St., Dallas. 


Duane Jones Case 
Has Parallel in 
1911 Piracy Suit 


PHILADELPHIA, Nov. 6—The Du- 
ane Jones case has brought up 
memories of an analogous case 
which took place here in 1911. 

Old timers who remember the 
case of Howard I, Ireland vs. Ire- 
land Advertising Agency claim it 
set a precedent in the business long 
before Duane Jones ever thought 
of entering the advertising field. 

The basic facts in the case are 
that Howard I. Ireland in 1911 be- 
came ill and took a trip around 
the world to rest. His wife, Bertha 
D. Ireland, who was a secretary 
in the agency at the time, was 
given a bill of sale by her husband. 
She was then to incorporate the 
business while he was away and 
run it temporarily. 

She then joined 


member of another agency here, 
took 1,840 shares of the 2,000 which 


represented the capital stock and | 
named herself president and treas- | 


urer. 


8 According to records of the trial 
in common pleas court and of the 
appeal before the Pennsylvania 
state supreme court, Mrs. Ireland 
claimed her husband gave her the 
agency. She and Mr. Donovan 
operated the agency under the Ire- 
land name and allegedly tied up 
all accounts. Upon the husband's 
return to Philadelphia, he found 
he had no business, and started 
suit. 

Following is a finding 
supreme court decision: 


“A decree in equity declaring a trust in 
favor of the plaintiff with respect to cer- 
tain shares of stock held in his wife's 


of the 


}name and annulling a contract entered 
| into between the latter and another de 
fendant by which the latter was to re- 


ceive a certain amount of capital stock in 
addition to salary for services to be 
rendered the corporation, will be sustained 
where the Court has found on sufficient 
evidence that the plaintiff, on account of 
ill health, was indisposed to give personal 
attention to the business he had estab- 
lished; that contemplating a period of rest 
in travel, he executed a bill of sale of 
the business to his wife to invest her with 
legal title, for the sole purpose of enabling 
her, in his absence, to transfer it to a 
corporation thereafter to be created; that 
such corporation was formed with a capi- 
tal stock of 2,000 shares which represented 
nothing of value but the property in- 


cluded in the bill of sale, of which shares | 


the wife received 1,840; that later she be- 
came president 


serting her individual ownership of the 


stock, entered into the contract with the | 


other defendant in pursuance of a scheme 
to exclude the plaintiff from all control 
over his property, in which scheme both 
were active participants; there being noth- 
ing in the evidence from which an in- 
tention to make a gift to the wife could 
be derived.” 


® The corporation and the name 
of the agency were returned to Mr. 
Ireland under the decision, but old 


timers here claim very few, if any, | 


forces with | 
Howard M. Donovan, who was a} 


and treasurer, displacing | 
the husband and that then the wife, as- | 
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Jones, Scheideler 
Speak Guardedly of 
Some New Prospects 


(Continued from Page 1) 

for the advancement of business 
ethics. The agency said that while 
the intention was there, the whole 
thing was “speculation” because 
(1) there’s been no final decision 
by the courts on the award, (2) 
attorneys’ fees and other costs will 
considerably reduce any award 
and, consequently, Mr. Jones “may 
not be able to afford” a fellow- 
ship. 

Neil Cullom, attorney for Schei- 
deler, Beck & Werner, said he was 
still working today on the brief he 
will present to Justice Denis 
O'Leary Cohalan of New York 
County supreme court on Nov. 10. 
He said the brief would likely run 

| to about 55 pages. 


|# Mr. Cullom said the brief would 
| point out: 

That the jury cleared the Man- 
hattan Soap Co., and there is no 
ground for finding Frank G. Burke 
Jr. responsible, since the Jones 
complaint alleges that Mr. Burke 
acted solely as an officer and di- 
rector and employe of Manhattan. 

That the Jones complaint alleged 
that Manhattan and Mr. Burke 
“masterminded” the conspiracy 
“for their own financial” gain, 
and that Mr. Jones’ trial testimony 
was that neither Manhattan nor 
Mr. Burke got any financial gain 
out of the situation. i 

Mr. Cullom also feels that the 
jury gave no attention to a $98,000 
figure for damages, which the at 
torney said Justice Cohalan cited 
in his charge to the jurors. 


8 Milton Poliack, trial attorney far 
the Duane Jones Co., will file hig 
counter-bricf on Nov. 12, two dayBp 
after Mr. Cullom’s brief reaches 
Justice Cohalan. Then Mr. Cullom 
has until Nov. 14 to file his re 
buttal to the Pollack reply. f 

Mr. Pollack, when questioned 
about points Mr. Cullom is ex» 
pected to cover in his brief, ré 
plied: 

“Unquestionably, the defendants 
had a full hearing and a fair trial, 
Their disappointment with the 
verdict does not indicate any errar 
in the jury verdict. Every indicas 
| tion has it that the jury considered 
the case fully, fairly and followed 
| the instructions of the judge, which 
protected every right of the de- 
fendants. 

“And it was the defendants who 
insisted upon and demanded a jury 
trial,” he added. 

Mr. Pollack declined to take up 
Mr. Cullom’s expected brief point 
by point, saying he “would prefer 
to see the statements in the frame- 
work in which they are couched 
in the brief.” 


of his accounts returned to him im-| 


| mediately because his wife and Mr. 
| Donovan had tied up a number of 


them under contract. 

Morton J. Simon, who is a rec- 
ognized expert on the legal end of 
the advertising business, said i 


mn his opinion the Ireland ruling was} 


a sound decision. 

“It is an example of how an ad- 
vertising agency can be lost by its 
owner,” he told ADVERTISING AGE. 
“It represents an effort quite early 
in the advertising agency business 
where an employe inside the agen- 
cy takes steps to steal it from the 
rightful owner.” 


|Eversharp Backs Pen Ads 


Eversharp International Inc., 
Toronto, is running a schedule of 
daily newspaper advertisements 
across Canada to introduce its new 
Star Reporter pen. The campaign 
is breaking in smaller centers, fol- 
lowed by copy in metropolitan 
dailies. Included are dealer radio 
spots and street car cards in Tor- 
onto, tying in with the Independent 
Druggists Assn. chain. Baker Ad- 
vertising, Toronto, is the agency. 


Lever Bros. Opening New Lab 
| Lever Bros. Co. will open a new 
| research center, laboratory and pi- 
}lot plant in Edgewater, N. J., on 
| Nov. 18. Ail of the company’s re- 
|search and development activities 
| will be centered there. The entire 
| program will be directed toward 
|enabling consumers to do a better 
|job of washing clothes, brushing 
| teeth, fixing hair, baking a pie and 
| cooking better meals. 
| Agency Changes Name, Moves 
Calvert & Perry, Los Angeles 
agency, has changed its name to 
J. Russell Calvert & Associates. J. 
| Russell Calvert, formerly partner 
|of the agency, is president of the 
| new corporation. Norma Perry, the 
other partner, becomes v.p. under 
the new arrangement. The agency 
also has moved to 11638 Barring- 
ton Ct. 


KELO Forms New Department 
KELO, Sioux Falls, S.D., has 

formed a new merchandising de- 

partment headed by Dave Dedrick. 


Mr. Dedrick has been with the 
Station as an account executive 
since May. 
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Puerto Rico Tourist Bureau Makes 
a Discovery: It Pays to Advertise 


(Continued from Page 2) 
resort issues and regular editions, 
it would appear wise to concentrate 
our newspaper effort in the special 
issues, using the saving for addi- 
tional magazine effort. 

“Considering the fact that a 690- 
line ad in the New York Times 
produced only 50% more inquiries 
than a 300-line ad, it would ap- 
pear prudent to use no more than 
300 lines.” 

The following analysis of coupon 
returns, as prepared by the agency, 
does not include the month of 
January. The total return (cover- 
ing all four months) is actually 
about three times greater than in- 
dicated below and, thus, the cost 
per inquiry was about one-third of 
the figures shown: 

Magazine and newspaper adver- 


tising during October, November 
and December cost a total of $27,- 
365 and produced 3,455 inquiries, 
with the cost per inquiry at $7.92. 


® A total of $15,800 was spent in 
Holiday, the New York Times 
Magazine and The New Yorker. 
Five four-color page insertions in 
these magazines produced 1,892 in- 
quiries—with an average cost per 
inquiry of $8.35. 

Each magazine insertion aver- 
aged 474 returns. (A December in- 
sertion in Holiday was high with 
747 returns and an ad in The New 
Yorker, Dec. 1, was low with 118.) 

Newspaper space (21 insertions 
in the Boston Globe, Chicago Trib- 
une, New York Herald-Tribune, 
News and Times) costing $11,565 
drew 1,562 inquiries—an average 


clean, hand-finished Congress 


DETROIT 
CHICAGO 


SHARP repropuctions 


from your mats 
mats give better reproduction because only deep, sharp, 
from your original — are used for your mat patterns. 


CONGRESS ELECTROTYPE CO. 


1326 Eost Congress Street * Woodward 3.3974 
919 North Michigan Avenue * Superior 7-8056 


CONGRESS 


electrotypes — made directly 


How to 


If you advertise to business, 


‘Wrap It Up”! 


packaging 


are the responsibility of 


27,351 of 


The Wall Street Journal’s 
234,569 subscribers 


They specify or authorize 
buying of these materials 
for companies all over the 
country. 


should head your list. 
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National Nielsen-Ratings of Top Radio Shows Standard Names Theee 


Week of Sept. 21-27, 1952 
All figures copyright by A. C. Nielsen Co. 


Current Rating 
Current Homes Home: 
Rank Program (000) (%) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,280) (5.2) 
1 Jack Benny (American Tobacco, CBS) ........ 4,210 9.6 
2 Lux Radio Theater (Lever Bros., CBS) 4,210 9.6 
3 Nixon Speech (Republican National Committee, CBS) 3,859 8.8 
a You Bet Your Life (DeSoto-Plymouth, ic) 3,376 7.7 
5 Great Gildersleeve (Kraft, NBC) ‘ 3,333 7.6 
6 Big Story (American Cigar & Ciparet, NBC) . 3,201 7.3 
7 Godfrey's Talent Scouts (Lever-Lipton, CBS) . 3,201 7.3 
8 Dr. Christian (Chesebrough, CBS) 3,157 7.2 
9 Nixon Speech (Republican National Committee, —_ 3,157 7.2 
10 Life with Luigi (Wrigley, CBS) ; 3,113 71 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,272) (2.9) 
1 News of the World (Miles Labs, NBC) ............. 2,543 5.8 
2 One Man's Family (Miles Labs, NBC) ..... eakteceaacaadean 2,543 5.8 
3 Lone Ranger (General Mills, ABC) .........-..066 cccucee «. 1,886 4.3) 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,754) (4.0) | 
1 Ma Perkins (P&G, CBS) bai 3,420 7.8 | 
2 Romance of Helen Trent (Whitehall, Bs) ivmes se occceane 7.1) 
3 Arthur Godfrey (Liggett & Myers, CBS) .... .. Saaen we 7.0 | 
a Our Gal, Sunday (Whitehall, hand ceenes i 3,026 6.9 | 
5 Guiding Light, (P&G. CBS) 3,026 6.9| 
6 Big Sister (P&G, C 3,026 6.9 
7 Arthur Godfrey <Wationed Biscuit, ces) pA 2,938 6.7 | 
8 Right to Happiness (P&G. essenee 2.938 6.7 
9 Pepper Young's Family (pae, eyoc) mae 2.762 6.3 
10 Aunt Jenny (Lever Bros., CBS) ....... 2,631 6.0 | 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 965) (2.2) 
1 True Detective Mysteries (Williamson Candy, MBS) ... 1,973 45} 
2 Martin Kane (U. Tobacco, Perare 1,929 4.4) 
3 Hollywood Star Playhouse (American Bakers) ...............40. 842 42) 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,228) (2.8) 
1 Fun For All (Toni Co., CBS) ........... 2,543 5.8 | 
2 Theater of Today (Armstrong, CBS) ...... 2,546 5.6 
3 Stars Over Hollywood (Carnation, CBS) . . 2,324 5.3 


cost of $7.40 each. 

Each newspaper ad averaged 74 
returns. (The New York News of 
Dec. 3 was high with 354 and the 
Times of Oct. 7 was low with 9.) 

In the month of October—when 
newspaper advertising only was 
used—a total of nine insertions 
produced 336 inquiries, an aver- 
age of 37 inquiries per insertion. 

In November, when the first 
magazine ad ran in the Times 
Magazine, inquiries from newspa- 
per advertising increased 52.3%- 
to a total of 512 inquiries. 

“It is interesting to note,” says 
the analysis, “that the two news- 
paper ads which appeared before 
the New York Times Magazine 
insertion (on Nev. 11) pulled an 
average of 44 returns, while the 
two ads which appeared after this 
date pulled an average of 97.” 


® December saw three magazine 
ads appear, and inquiries from 
newspaper advertising jumped 
more than 39% over November, for 
a total of 712 inquiries. 

The average return per newspa- 
per ad for the three months was: 


October, 37; November, 85; De- 
cember, 117. 
“Undoubtedly,” the analysis 


comments, “three factors are re- 
sponsible for the increase of No- 
vember over October and the in- 
crease of December over Novem- 
ber. First, the seasonal factor; sec- 
ond, the factor of accumulated ad- 
vertising impact, and third, the 
factor of magazine advertising. 

“The seasonal factor cannot be 
too important, however, for the 
New York Times produced more 
inquiries from its issue of Oct. 28 
(188) than from any 
issue, and the Times Magazine pro- 
duced more inquiries (688) from 
its Nov. 11 issue than from its 
Dec. 9 issue (340).” 


® The analysis also covers newspa- 
paper advertising in special resort | 
issues vs. regular issues. “In all! 
cases,” it was found, “the special | 
resort issues produced returns at 
a lower cost than did the regular 
editions. Also, eight ads in special 
resort issues produced almost dou- 
ble the number of inquiries pro- 
duced by 13 ads in regular edi- 
tions.” 

Here’s the cost per return com- 
paring special resort and regular 
issues: In October, $7.66 vs. $32.80; 
in November, $5.76 vs. $6.46; in 
December, $3.35 vs. $7.16. (Twelve 
of the 13 newspaper ads were 300 
lines and one was 600 lines.) 

In a discussion of the size of the 
newspaper ads, the report says that 
the lone 600-line ad, appearing in 


succeeding | 


|} at Bothwell; 


a special resort issue, produced 188 
returns—as compared with 127 re- 
turns won by a 300-line ad in a 
regular issue of the same paper. 


8 Both newspaper and magazine 
advertisernents carried standard- 
ized layouts and headlines and they 
did not vary by publication or 
season. Five illustrations were 
used: Borinquen Country Club, 
Martha Sleeper’s shop, Condado 
pool, Caribe pool and Luquillo 
beach. 

Here’s how the illustrations in 
newspapers look under analysis: 


Illustration No. of Ads Returns Average 
Borinquen 2 458 229 
Sleeper 5 484 97 
Condado a 238 60 
Caribe 5 119 24 
Luquillo a 75 19 


Two magazine ads (using Car- 
ibe and Borinquen) produced 876 
returns, an average of 438 an ad. 
Three magazine ads (Luquillo and 
Sleeper) produced 1,205 returns, 
an average of 402 for each ad. 

“From the standpoint of illustra- 
tion, the first two ads contained the 
highest producing newspaper il- 
lustration (Borinquen) together 
with the second poorest (Caribe), 
while the other magazine ads con- 
tained the second highest produc-| 
ing newspaper illustration (Sleep- 
er) together with the poorest (Lu- 
quillo). Significantly, the first two | 
magazine ads averaged 9% higher | 
than the other group.” | 


Three Become V.P.sat Geyer | 

Donald G. Gill, former Duane! 
Jones Co. executive who was 
cleared in Mr. Jones’ recent con- 
spiracy suit (AA, 
Nov. 3), has been 
named a v.p. of 
Geyer Advertis- 
ing. After leav- 
ing the Jones 
agency, Mr. Gill 
was v.p. and ac- 
count supervisor 
with W. Earl 
Bothwell Inc., 
which merged 
with Geyer, 
Newell & Ganger 
and which now 
retains only the| 
Geyer name (AA, Sept. 8). 

Geyer also named Frank A.| 
Kearney and James J. Tennyson | 
v.p.s. Mr. Kearney and Mr. Gill 
are account supervisors, and Mr. | 


Donald G. Gill 


| Tennyson is copy chief. Mr. Kear- 


ney was formerly executive v.p. 
Mr. Tennyson was a| 
v.p. and copy chief at Bothwell 
and before that was copy chief at) 


the Jones Co. | 


Norton Co. Promotes Park | 

George A. Park, sales manager | 
for the eastern region, has been 
promoted to distributor sales man- | 
ager of Norton Co., Worcester, | 
Mass. \ 


arold Palmer has been named 
me... advertising manager of 
Real; H. Charles Riker has been 
appointed eastern advertising man- 
ager of See, and Russell Buckhout 
has been named eastern advertis- 
ing manager of the Thrilling Fic- 
tion Group and Standard Comics 
Group. The magazines are pub- 
lished by Siandard Magazines and 
Better Publications, New York. 
Mr. Palmer and Mr. Riker were 
formerly on the sales staff of 
Standard Magazines, and Mr. 
Buckhout was western advertising 
manager of Popular Science. 


Heileman Promotes McCall 

C. L. McCall, formerly advertis- 
ing manager, has been promoted 
|}to general sales and advertising 
manager of G. Heileman Brewing 
Co., La Crosse, Wis., brewer of Old 
Style Lager beer. 


To Wilson, Haight & Welch 

Penn Metal Co., Boston and New 
York, manufacturer of metal lath 
and expanded metal, has appoint- 
ed Wilson, Haight & Welch, Hart- 
ford, to handle its advertising, ef- 
fective Jan. 1. 


SPECIALIZED PUBLICATION 
FOR BAR-RESTAURANTS 
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Theodore Baun, Joseph Amendola, 
Chef Steward ™ = Pastry Chef ~*~ 
\ al 
os} 
) 3 
Gi CO lm 
Harry K. Herman, Arthur Jones, 
Food Director Chef Steward 


Four faculty members of the Cutinary 
Insiitute. The Culinary Institute sup- 
plies Bar & Foop with proved res- 
taurant recipes and techniques for the 
pre paration of meals in quantity. This 
is the kind of authoritative information 
the readers of Ban & Foop need and 
want. 


Better food brings in the customers. And 
that means more liquor profits. Success- 
ful bar-restaurants have found that 
good food, good service, good equip- 
ment, and pleasant surroundings can 
bring crowded tables and a packed bar. 
You've seen it happen in your own 
neighborhood! 


A busy bar-restaurant with 
on dinner and —— business can 


emphasis 


increase profits from both bar and food 

-can build up a large, steady clien- 
tele. These success formulas are spelled 
out for the trade ‘n each issue of BaR 
& Foon, 


Pa = 
' —— 
ae | 

@ y a 

a | 

: : 
_ 
im 
C—ClUawe 
Ri 

— 

“te es 

ck Fi ‘ 
_ mm 
i a a pe 
| Reececonenecesonamccnaeannneaes pee 

& a t= 
i +4 s 
. Te containers 

he FA es 
: a Waifs vee 
ae v« Bh 7.55 - ? <i 4 
o is Pa 
Sao: a! ee ww 
“ : . LC® | 
ms po Bia, as | 
x THE WALL STREET JOURNAL ae La § 
® oe 

es yore Page socmnyh : Dey caced” gr } 
. Fevc-abatnveg we Gren, ve. | 
| ae | 
pe 


Advertising Age, November 10, 1952 


Munsingwear Hikes 4 to V.P. 


Munsingwear Inc., Minneapolis, 
has promoted Horner E. Jones to 
v.p. and general merchandise man- 
ager. Mr. Jones was assistant gen- 
eral merchandise manager. Thomas 
W. Hillyard, general sales manager, 
has been advanced to v.p. and gen- 
eral sales manager. Laurens D. 
Dawes, secretary-treasurer, has 
been promoted to v.p. in charge 
of all merchandise marketed under 
the Munsingwear brand. C. W. | 
Johnson, Eastern sales manager, 
New York, has been promoted to; 
v-p. in charge of eastern business. 


Weeks Tells How 
to Space Letters in 
Engraving Banknotes 


New York, Nov. 5—Those who} 
might have occasion to do hand 
lettering of the type and styles 
|}used by engravers on banknotes 
|}and similar items will find what 
is called a “simple system” for so 
doing in a new book published by 
Exposition Press Inc. 

The book, “Letters Analyzed and 
Spaced” ($5), has been written 
by Edward M. Weeks, designer of 
the back of the current $1 bill. 

Mr. Weeks describes his system 
“as a tool or means whereby it is 

| possible to draw, with certainty, 
lettering properly spaced, with the 
letters in balanced relation to one 
another.” 


Newspaper Controllers Elect 

C. Arthur Weis, v.p. and treas-| 
urer of St. Louis Globe-Democrat, | 
has been elected president of Insti- 
tute of Newspaper Controllers & 
Finance Officers. Other new of- 
ficers include Richard H. Wills, 
treasurer, Roanoke Times & World 
News, 1st v.p.; Herbert E. Hetu, 
business manager, Sharon Herald, | 
2nd v.p.; Robert M. Sherwood, sec- Toma Named Art Director | Anheuser-Busch Hikes Aid ‘Th t 1 PR 
retary, Detroit Evening News, Peter A. Toma has been ap- Anheuser-Busch Inc., St. Louis, | ade system utilizes = “specing 
treasurer, and Frank T. Hodgdon pointed art director of Fabricon has promoted Tate M. Robertson tables developed by Mr. Weeks 
Jr., controller, Cleveland Plain Products Inc., Detroit. He succeeds Jr., assistant to the president, to |i" his more than 50 years in the 
Dealer and News, was re-elected Frank Edler, who has resigned sales manager of the corn products | €ngtaving field. The tables show 
secretary. for reasons of health. department. ithe proper amount of space to be 


magazine taps rich, hidden food and liquor market 


BAR & FOOD gives you almost exclusive coverage of the 


COCKTAILS FOR THREE—A cocktail party for the third anniversary of Guenther, 
Brown & Berne, Cincinnati and Dayton agency, brought these smiling gentlemen 
together on Oct. 15. They are (left to right) Neil Greiser, sales representative, Car- 
thage Mills Inc.; Albert Berne Jr., v.p. and treasurer of the agency; George R. Smith, 
ad manager, Pease Woodwork Co., and Melvin Greiser, president, Carthage Mills. 


3.6 billion dollar bar-restaurant business... reaches 
over 40,000 individual establishments —the top third 


of the total eat-out, drink-out market. 


“show-how” help for bar-restaurant operator 


Bar & Foon is edited specifically to serve the bar-restau- 
rant owner-operator. It's the only book so designed. 
Similar in format to the great weekly picture magazines, 
Bar & Foon contains one-fourth copy...three-fourths 
photography... 


Here's important news for every manufacturer in Amer- 
ica of foods, liquors, kitchen appliances, bar-restaurant 
equipment and supplies, and all related products... also 
for every advertising agency servicing these accounts. 


a hitherto neglected market 


You are not now reaching the rich, hidden bar-restau- 
rant market. None of the hotel or restaurant publications 
reaches it. 120,190 bar-restaurants, doing 4.8 billion 
dollars a year of total business, have till now been 
served by’ not one book on your media list! 


... with picture sequences that solve problems 
just like his 
... with picture-captions that talk his language. 


for you, the advertiser 


Bar & Foon will help bar-restaurant operators improve 
their business. This is your aim, too. 


Now—Bar & Foop makes it possible for you to reach the 
most important of these bar-restaurants—40,000 places 
doing three-quarters of the nation’s bar-restaurant busi- 
ness...3.6 billion dollars a year. 


controlled circulation—bought and paid for 


Bar & Foon’s circulation is controlled at the local level 
by major distributors of food and liquor. They pay us 
for the subscriptions they send their best customers... 
because Bar & Foon will help their business grow. And 
their business is your business! 


Bar s Kood 


Bar & Foon enables you to reach the cream of a market 
you have not been able to reach at all till now. It’s a new 
equipment market. It’s a repeat-sale market. And it's 
a market with tremendous growth potential. 


Let us hear from you. We'll be happy to tell you more 
about Bar & Foon, 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street 
New York 17, N. Y. 


Total Ne. Total Bus. 


Commercial Restovrants 194,123 | Drinking Places 152,433 | 346,556 | $10.6 billion 


No. Serving Liquor 35,661 | No. Serving Complete 
Meals 


84,529 | 120,190 | 4.8 billion 


No. grossing $50,000 No. grossing $50,000 


Bar & Foon is edited and published by the ilies 32,148 Ss 19,108 51,256 

same people who, for 17 years, made Liquor = Sircumie, . -iaainniet aati. 2 - - 
Store & Dispenser the leading magazine in BAR & BAR & 

its field—in editorial service, circulation, BAR & FOOD FooD FOOD 


draws its circulation from these twe groups 


and advertising. Bar & Foon is king-size in pete thes be nant “ 


format —to facilitate pictorial treatment and 
to give greater display of various products 
and new equipment helpful to the reader. 


circulation| market 
40,000 | $3.6billien 


Based om 1948 U.S. Census of Business 


jused between any combination of 
| two letters in seven different en- 
| ravers’ alphabets. 

| These alphabets include such let- 
|ter styles as Blackface Roman, 
|Modern Gothic, Uncial and Old 
English. More than 60 iilustra- 
| tions demonstrate Mr. Weeks’ sys- 
tem in the beok’s 109 pages. 


CLYDE BEDELL REVISES 
BOOK ON COPYWRITING 

New York, Nov. 4—A revised 
edition of “How to Write Adver- 
tising that Sells” ($6) by Clyde 
Bedell, advertising consultant, has 
been published by McGraw-Hill 
Book Co. 

According to the author, the 513- 
page book is devoied solely to the 
creation of copy that sells. It com- 
bines the basic principles of copy- 
writing with a “methodical ap- 
proach to their effective, consistent 
use.” 

Stressing again and again the 
importance of full understanding 
of principles in the creation of suc- 
cessful copy, Mr. Bedell says it 
applies to all fields—national, re- 
tail, mail order, radio and televi- 
sion—and is designed for use by 
the complete novice and student 
as well as by the hardened profes- 
sional or “old head.” 

In the main, Mr. Bedell says his 
book presents three things: (1) 
a systematic method of approach to 
sell, (2) the magic of words, and 
(3) unending checkup. It has been 
further written, he says, in 
hope that it “could be the boo 
on copywriting. 


BOOK ON veamadeeall 
TECHNIQUE PUBLISHED 

Lonpon, Nov. 5—A general in- 
troduction for experienced artists 
to the technique of scraper-board 
or scratchboard drawing has been 
published here by Sir Isaac Pit 
man & Sons Ltd. 

The book’s author, Edward Ss. 
Billin, describes various ape 
proaches to the methods and the 
tools used. Numerous examples 
the type of work produced by 
— are illustrated in the 


Carrier Elects Two V.P.s i 
John M. Bickel and Charles ¥. 
Fenn have been elected v.p.s of 
Carrier Corp., Syracuse manufaé- 
turer of air conditioning and in- 
dustrial heating equipment. Mf. 
Fenn wil! continue in charge of 
the direct sales division and . 
Bickel of the dealer sales division, 
which they managed previously. 


Hillman Leaves Weintraub 


Henry Hillman, director of pub- 
lic relations for William H. Wein- 
traub & Co., has resigned, effec- 
tive Nov. 21. He will open his own 
office as a public relations consult- 
ant on Dec. 1. 


& XK ID 
GENUINE 
GLOSSY. 
PHOTOS. 


ta Quantities 
SELL BETTER! 


PHOTOMATIC co. 


53-59 E. Illinois St. Chicago 11, MMlinois 
Phone. WH itehall 4.2930 
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Repeat Orders From 
* CAMEL CIGARETTES 

* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 

* U.S. RUBBER 

ond Hundreds of Others 


y PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING— YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Declers say “Yes” ot first 
glance. It's a new type of plostic decal that is revolu- 
ionizing point of purchase merchandising. Soves its 
own cost on “put-up time” clone. For samples and 
details write 


the AD-STIK Company 


5850 Center Ave. + Pittsburgh 6, Pa. 
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Reorientation Faces 
Business, Government 


(Continued from Page 1) 
through his widespread contacts 
with business leaders. 

The Republicans actually have 
said very little about their do- 
mestic program, other than the 
fact that it is to be “middle of 
the road.” During the campaign, 
Gen . Eisenhower insisted the basic 
New Deal reforms would remain, 


but that Republicans would stop 
waste, provide new leadership and 
do awzy with the tendency to in- 
crease federal authority over state 
and local programs. 


8 The new administration will be 
working to reduce spending and 
taxes. st will try to develop new 
local-state-federal partnerships in 


> B= 
ge. 


a ee 


Bell Aircraft's version of the transport heli- 
copter of the future will be able to ferry more 
than 100 passengers to and from airline ter- 
minals. This is only one indication of the con- 
tinued steady growth of the air transport 
industry. Another—United States aircraft man- 
ufacturers now have a backlog of orders for 
456 commercial transports . . . over “3 as many 


as are now in operation on United States air lines. 


Where is the aviation market going? 


Aviation Age publishes a bimonthly aviation Market 


If you are interested in selling the multibillion-dollar 
aviation market, Aviation Age offers you its help. 


In order to pinpoint the market for your product in this 
vast, complex and shifting field, you need the answers 
to some or all of these questions: 

What are the short-term and long-term prospects 
of each of the many divisions and subdivisions of the 
aviation market ? 

What is the best market for your product —the mili- 
tary, the air lines, the manufacturer, corporate aircraft 
owners, airports, service firms? Is there a market you 
have not yet explored” 

Who are the key men responsible for buying your 
product or approving its use? How do you identify 
them? How do vou reach them? 

How do you get your product engineered into to- 
morrow’s aircraft? If your product meets performance 
specifications, what is your best medium for reaching 
aviation engineers and designers? 


Ariation Age may be able to help you answer these and 
many other similar questions. We have grown up with 


the aviation 


industry. Complete information on the 


latest developments in aviation is in our files. We know 
who the key men are, and where they can be reached. 


As part of our responsibility to the industry we serve, 
we will be glad to place our intimate knowledge of the 
aviation market at your disposal. 


Let us help you keep informed on the 


country's leading market! 


To help you keep abreast of the current market, and to 
help you anticipate market trends and changes, 


Intelligence Letter. We will be glad to add your name 


to our list. 


Also available is Ariation Age's valuable Market Data 
File, containing extensive, detailed information about 
the aviation market. A copy will be sent you free of 


charge, upon request. 


Our marketing representatives will be glad to sit down 
with you and discuss your problems. They may be able 
to supply exactly the answers you are looking for. 


To take advantage of any or all of these services, mail 
the coupon below. We ask only that your interest in 
selling the aviation market be genuine. 


Aviation Age 


Market Data File os 


— 


Tit le —— 


AVIATION AGE “‘Aviation’s technical magazine” 
A Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 


(AAI11) 


Please send Market Data File 
Please send Market Intelligence Letter. 


Please have representative call 


Company 


Address 


CRP cm 


Zone — State 


the fields of power, conservation, 
reclamation and education, with 
less federai domination. Eisen- 
hower is pledged to broader so- 
cial security coverage and a farm 
program similar to—and perhaps 
more generous than—existing 
ones. The tidelands oil dispute will 
be resolved in favor of the states. 
In the labor field, there will be 
legislation to outlaw  industry- 
wide bargaining. 

There will be points of conflict. 
Almost certainly Republicans will 
have an intra-party squabble over 
renewal of the reciprocal trade 
agreements program. Sen. Robert 
| A. Taft, who will be Senate major- 
| ity leader, has already let it be 

| known he differs “in degree” on 
| Gen. Eisenhower’s foreign policy 
| views. 


|@ In the coming weeks, the new 
President’s skill as a conciliator 
will be badly needed. Extremists 
among his supporters will be push- 
ing for quick action in fields 
where the White House may pre- 
fer to move slowly. 

Some of the Republican old 
guard seem to visualize Roosevelt's 
first 100 days, in reverse—in that 
100 days in 1933 saw virtually the 
entire New Deal put onto the 
statute books. The pressure is par- 
ticularly strong for quick action 
on taxes. 

Business organizations have been 
lining up congressional support for 
a “quickie” bill to go through soon 
after Congress reassembles. This 
may prove to be in line with the 
new administration’s plans, but it 
is hardly possible for the Presi- 
dent-elect to know at this time. 


@ Representatives of the new ad- 
ministration have yet to see pre- 
liminary budget figures for the 
1954 federal budget. If Republi- 
cans are to make good on their 
promise of a balanced budget, no 
tax program can be adopted until 
the final budget shapes up. 

As it stands now, the excess 
profits tax adopted after the in- 
vasion of Korea expires on June 
30. There is no likelihood it will 
be continued. Personal income 
taxes drop to pre-Korea levels 
Jan. 1, 1954, unless Congress ad- 
vances the date. Excise taxes on 
appliances and liquor remain at 
present rates until April 1, 1954, 
unless Congress intervenes. Here. 
too, there is mounting pressure for 
early action. The groups pressur- 
ing for a tax bill look at the 10% 
“quickie” as a first step. They say 
it will be followed by other cuts, 
after Congress has a chance to 
examine the possibilities. 


® The legisiative outlook is com- 
plicated by the fact that Repub- 
licans have only a slim majority 
in Congress. 

In the long run, this slim major- 
ity may be a blessing to the new 
administration. By drawing on 
Democratic support, the White 
House will pass “middle of the 
road” programs. On the other 
hand, no faction will have suffi- 
cient congressional strength to put 
through legislation inconsistent 
with White House objectives. 

By taking control of Congress, 
Republicans have changed the 
whole directory of congressional 
committee chairmen. Sen. Taft and 
Rep. Joseph Martin (R., Mass.), 
emerge as leaders of the two 
houses. Rep. Leo Allen (R., Ill.) 
gets control over the powerful 
House rules committee. Sen Homer 
Capehart (R., Ind.) is chairman 
of the banking and currency com- 
mittee—handling metals, price and 
rent controls. Sen. William Langer 
(R., N. D.) tops judiciary. Dan 
Reed (R., N. Y.) leads the tax- 
writing House ways and means 
committee. 


® Like his Democratic predeces- 
sors, the new President might as 
well prepare for a rough time with 
appropriations. Rep. John Taber 
(R.. N. Y.) will be as eager to cut 
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Advertising Age, November 10, 
a Republican budget as a Demo- 
cratic budget. On the Senate side, 
the appropriations post goes to 
Sen. Styles Bridges (R., N. H.). 

Here are some notes on pro- 
grams and agencies of special im- 
portance to media and selling: 

Federal Trade Commission: Re- 
publicans can’t get control until 
a year from now. John Carson, a 
nominal Republican, is currently 
serving an interim appointment, 
and will be replaced with a “regu- 
lar’’ Republican soon. But the line- 
up will stand at three Democrats 
and two Republicans until Sep- 
tember, 1953, when the President 
has a chance to replace Stephan 
Springarn (Democrat). Meanwhile, 
the President could designate a 
Republican member—possibly|} 
Commissioner Lowell Mason—to 
take over the chairmanship cur- 
rently held by Jim Mead (Demo- 
crat). 


s Federal Communications Com- 
mission: The GOP can get control 
by md-1953. Commissioner Eu- 
gene Hyde Merrill (Democrat), 
serving an interim appointment, 
can be replaced immediately, and 
a Republican can also be named 
to replace Chairman Paul Walker 
(Democrat), who retires June 30, 
1953. 

Commerce Department: Likely 
to take on added importance. Dur- 
ing the mid-’20s, the Commerce De- 
partment, under Herbert Hoover, 
was a potent spokesman for bus- 
iness, but it withered during the 
new deal, when Franklin Roose- 
velt appointed a series of secre- 
taries who used the post merely 
as a device for getting a cabinet 
seat, and were largely indifferent 
to the agency itself. The major ex- 
ception in recent years has been 
Secretary Charles Sawyer, who 
frequently speaks up for business 
against other administration mem- 
bers. Top business men like Paul 
Hoffman and Charles Wilson are 
being mentioned for Commerce. In 
any event, the job is sure to go to 
a man who agrees that the Com- 
merce Department is the “busi- 
ness man’s representative in gov- 
ernment.” 


® Postal: Republicans have a rare 
opportunity to make a mark for 
themselves in this field by over- 
coming the spiraling deficit (now 
$670,000,000). Republicans have 
asserted efficient business manage- 
ment could overcome much of this 
deficit. There is no mad scramble 
for the postmaster generalship. Na- | 
tional Committee Chairman Ar-| 
thur Summerfield could have it, 
but seems to prefer the automobile 
business. 

Republicans will certainly hold 
the line on postal rates for the 
present. Unless he decides to take 


a cabinet post, the Senate postal 
chairman will be Sen. Frank Carl- 
son (R., Kan.), sponsor of a plan 
for a thorough study of postal rate | 
making procedures. The House} 
postal committee is chaired by | 
Rep. Ed Rees (R., Kan.), who} 
sparked the drive tor higher postal 
rates during the 80th congress. 

Controls: Price controls and) 
materials allocations end April 1, | 
unless Congress acts. Price control | 
is likely to end, except for a stand- 
by organization. Materials alloca- | 
tions will continue, at least for al- 
loying materials used in jet en- 
gines. Materials allocations ma- 
chinery will continue on a standby 
basis so that full control can be) 
resumed overnight in the event of 
an emergency. 

Anti-Trust: New appointees can 
be named to top posts where the 
Justice Department’s anti-trust, 
policies are determined. Republi- 
cans are pledged to effective anti- 
trust enforcement but could steer 
career workers out of controver- 
sial areas. Of special interest: 
Pending investigations of adver- 
tising rates and contracts of big 
metropolitan newspapers. Several 
such investigations have been un- 
der way since the department won 


1952 


FIRST NATIONAL—The November issue of 

Ladies’ Home Journal carries this color 

page for Red & White Food Stores. It is 

the first national ad the 7,700-store food 
chain hos ever placed. 


a preliminary victory in its fight 
with the New Orleans Times- 
Picayune over tie-in rates be- 
tween morning and evening edi- 
tions. Sen. Carlson, an influential 
member of the Eisenhower inner 
circle, has denounced these in- 
vestigations as an effort to intimi- 
date the press. The new attorney 
general must decide whether to 
continue them or suspend them. 


® Selling Prices: The Republican- 
controlled 80th Congress tried un- 
successfully to write legislation 
legalizing the basing point price 
system. Legislation along these 
lines may be revived. The new 
Congress may also attempt to mod- 
ify the Robinson-Patman Act, to 
liberalize restrictions on special 
prices which are given in the face 
of competition. 

Political Broadcasts and Adver- 
tising: High expenses of 1952 
political campaigns and problems 
involved under libel and equal 
time rules of the Communications 
Act are fresh in the minds of many 
congressmen. Congressional com- 
mittees may look for more realistic 
ways of limiting the amounts that | 
may be spent in behalf of Presi-| 
dentia! and congressional candi- 
dates. There may also be efforts to | 
clarify the responsibility of broad- | 
casters to provide balanced discus- 
sions of controversial issues. 


® Legislation along these lines goes | 
to interstate commerce committees. | 
In the House, Rep. Charles Wolver- | 
ton (R., N. J.), resumes interstate | 
chairmanship. In the Senate, the) 
new chairman is Sen. Charles 
Tobey (R., N. H.). | 

It may be a bit early to raise 
the point, but one of the ques-| 
tions that is always discussed at | 
a time like this is: How long will | 
the honeymoon last? 

So far as Eisenhower and Con- | 
gress are concerned, it will almost | 
certainly last through 1953, since 
the White House has a tremendous 
amount of patronage to dispense | 
at this time. | 


|/@ But what about the honeymoon 


between the Republican admin- 
istration and the press? At the 
Press Club this noon, a staff mem- 
ber of a prominent trade paper 
serving a federally regulated field 
was asked whom his paper would 
attack now that the Republicans 
will be controlling the regulatory 
agency. 

“Oh, don’t worry about us,” he 
said. “We don’t think they ought 
to be doing anything in our in- 
dustry except directing traffic. 

“Give us a few months, and 
those Republican administrators 
woi't look a bit less bureaucratic 
to us than the Democrats.” 


Tayleur Named British Agent | 

W. H. T. Tayleur (Publicists) | 
Ltd., London, England, has been, 
named sole British agent for Vaz 
Dias Agency International, Am- 
sterdam, Holland, publicity con- 
sultant, which operates in 67 coun- 
tries. 


Last Minute News Flashes 


Paul Resigns Coffee Time; Other Late News 
e Harry Paul & Associates, Boston, has resigned the account of Cof- 
fee Time Products of America, Boston soft drink maker. 


e In the first step toward development of new laws to limit election 
expenditures, the Senate election expenditures committee has asked 
all radio and TV stations and networks to report time purchased by 
political groups supporting Presidential and congressional candidates. 


e Joseph S. Sample, who has been handling the media department of 
the Chicago office of Dancer-Fitzgerald-Sample, has been named me- 
dia director there. Mr. Sample, a son of John Glen Sample, founder 
of the agency, who retired five vears ago, also has served as a space 
buyer. 


e Falstaff Brewing Corp., St. Louis, has bought the 250,000-bbl. Wei- 

land’s brewery of Pacific Brewing & Malting Co., San Jose, Cal. Fal- 

staff owns five St. Louis breweries, one in Omaha and one in New 
| Orleans. 


e Jacob Ruppert Brewery, New York, will launch a campaign in mid- 
November for Ruppiner dark beer, the “largest ever put behind a dark 
beer.” It will employ newspapers and TV, plus point of purchase ma- 
terial. Ruppiner was withdrawn in both world wars, and has been on 
the market only in a limited way. Biow Co. is Ruppert’s agency. 


| e H. Sumner Sternberg has joined Erwin, Wasey & Co. as an account 
| executive. He was previously with Geyer Advertising and W. Earl 
' Bothwell Inc. 


e Bernard M. Kliman has joined the executive staff of Hirshon-Gar- 
field, New York. He formerly headed his own sales promotion and 
merchandising agency. 


e Peter M. Soutter, formerly with J. Walter Thompson Co., has joined 
Foote, Cone & Belding, New York, as an account executive. 


le Innis, Speiden & Co., industrial chemical manufacturer, has ap- 
| pointed Sterling Advertising, New York, 2s its agency, effective Jan. 
| 1. The company was purchased from International Minerals & Chemical 
| Corp. by Berkshire Chemicals Inc., a Sterling client, this month. 


| e The Federal Communications Commission this week authorized six 
more TV stations, bringing to 98 the number of post-thaw video 
| grants. Construction permits were approved for six non-video cities— 
Gadsden, Ala.; San Bernardino, Cal.; Elmira, N. Y.; Warren, O.; Lynch- 
| burg, Va., and Wichita Falls, Tex. 


e “Today,” NBC's early morning telecast, continues to be a lively sales 
| vehicle with 76 five-minute segments having been bought in the last 
|two weeks for pre-Christmas campaigns. Added this week to the 
| sponsor list for the Dave Garroway show: Parker Pen Co. (J. Walter 
| Thompson Co.); Ladies’ Home Journal (Batten, Barton, Durstine & 
| Osborn); Eastco (Ruthrauff & Ryan); Murine (BBDO); Dictagraph 
| Products (Buchanan); Ponds Extract Co. (JWT), and Sawyer’s Inc. 
(Carvel, Weston & Powell). 


e@ Duane Jones, president of Duane Jones Co., has accepted an invita- 
tion to speak before the Assn. of Advertising Men, New York, on Nov. 
18. His subject is expected to be the recent “conspiracy” trial. 


Videodex Network TV Ratings 
Week of Oct. 1-7, 1952 
Copyright by Videodex Inc. 


Program Popularity Total — Reached 


Rank Program (%) Rank rogram (000) 
1 I Love Lucy (Philip Morris, CBS, 1 I Love Lucy (Philip Morris, CBS, 

GE GUUOED  5..05.6.03:060 060008052 54.3 61 cities) ... LEP ES 9,993 

Godfrey's Talent Scouts (Lever- | 2 Groucho Marx (DeSoto-Piymouth, 

Lipton, CBS, 22 cities) os 47.4 MOND inpcnccevensens ses 6,946 
3 Godfrey & Friends (Liggett & Myers, 3 Godfrey & Friends (Liggett & Myers 

Oe PO era 41.5 Sb Ut DEE vcbeccotcesoseess 922 
4 Groucho Marx (DeSoto-Plymouth, | 4 our Show of Shows (Reynolds 

NBC, 60 cities) ......... oer 38.1 Tobacco, NBC, 52 cities) ..... 6.278 
5 Toast of the Town (Lincoln-Mercury | 5 Toast of the Town (Lincoin- 

a rere 37.8 | Mercury, CBS, 42 cities) . 5,928 

Buick Circus Hour (Buick Motors, | 6 Buick Circus Hour (Buick Motors 

NBC. 46 cities) ........ P veer NBC, 46 cities) ...... ae 5,713 
6 Ganghusters (Chesterfield, NBC. 7 Jack Benny (Lucky Strike, CBS, 

TP GD 6ic055 605505 vse neces vias 37.5) cities) ess seeceseese 5,712 

Jack Benny (Lucky Strike, CBS. | 8 Godfrey's Talent Scouts, Lever- 

38 cities) bsebs Caen ene 37.3 Lipton, CBS, 61 cities) pee 5,534 
8 Your Show of Shows (Reynolds | 9 Gangbusters (Chesterfield, NBC. 

Tobacco, NBC, 52 cities) ..... . 4) 39 cities) . ‘ 5,442 
9 Life with Luigi (General Foods, | 10 Red Skelton (Procter & Gamble, 

ENED .93.s.0r80 cre andserse 30.3 NBC, 32 cities) . 5,140 
10 My Friend Irma (Reynolds Tobacco 

CBS, 31 cities) Vika khoewnewina 30.2 

SPECIAL EVENT—WORLD SERIES 
(Gillette Co., NBC, Mutual) 
Telecast Day Popularity and Total Homes Reached 

Rank Day (%) (000) Rank  —- Day (%) (000) 
1 Sunday (59 cities) 42.0 7,705 5 Friday (61 cities) 24.0 4,492 
2 Saturday (58 cities) 37.9 6.961 6 Thursday (61 cities) 23.2 4,340 
3 Tuesday (60 cities) 31.5 5.848 | 7 Wednesday (61 cities) 21.5 4,016 
a Monday (61 cities) 27.7 5,184 | 


Fashion Hall of Fame Formed Ad Council Names Barnett 
Fashion Hall of Fame Inc. has The Advertisin ° il, } 
been formed with headquarters at york, has pedrmer yamine 
6 E. 39th St., New York. Mrs. nett as volunteer coordinator of 
Herbert Bayard Swope Jr., for-|/the campaign for the 1953 Red 
merly assistant fashion editor for| Cross Fund drive. Mr. Barnett is 
Life, is executive director. One of | consumer relations v.p. and a di- 
the group’s basic aims is fashion! rector of Lever Bros. Co. Adver- 
education to keep Americans up On tising materials for the forthcom- 
U.S. designed and manufactured ing campaign will be prepared by 

merchandise. Exclusive franchises|N w. Aver & Son. 


will be given to companies which 
McEnroe Named Copy Chief 


qualify on a fashion basis and a 
“Seal of High Fashion Approval” 
John J. McEnroe, previously a 
copywriter for Ruthrauff & Ryan, 


will be issued. 


Joins Canadian Admiral | Chicago, has been appointed copy 
Canadian Admiral Corp. To-| chief of Lauesen Salomon, Chi- 
ronto, has elected Stanley Lundy |.cag0. He also has done copy work 
v.p. in charge of sales for Canada. | for Tatham-Laird in Chicago and 
Mr. Lundy formerly was in the! for 10 years was mail order copy 
appliance business in Canada. ‘ chief of Sears, Roebuck & Co. 
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Co-op League Execs 
List Gains; Volume 
Exceeds $2 Billion 


Cuicaco, Nov. 7—Strides made 
by the cooperative movement were 
recounted here this week at the 
18th biennial congress of the Co- 
operative League of the U.S.A. The 
league is a promotional organiza- 
tion for farm, urban and_ service 
co-ops. 

In his report to the congress, 
Jerry Voorhis, executive director, 
said “more than 10,000,000 U.S 
families own cooperative busi- 
| nesses which now do an annual re- 
| tail business of well over $2 bil- 
| lion.” 

Mr. Voorhis added that 19 whole- 
sale co-ops handled a volume of 
$805,000,000 in 1951, compared to 
a combined wholesale and retail 
volume of $640,000,000 in 1941. 


® Other gains cited by Mr. Voor- 
his: 

1, Co-ops now own more than 
200 mills, factories and other pro- 
ductive facilities. 

2. Co-ops own 20 oil refineries 
and 1,800 oil wells. Farm co-ops * 
distribute 16% of the petroleum 
products used on the nation’s 
farms. 

3. Co-ops make almost 90% of 
the mixed feed and mixed ferti- 
lizer which they distribute. 

Mr. Voorhis said these gaing 
were achieved despite the popular 
current of the times. He explained? 

“These are difficult days if 
which to advance ideals for which 
this organization stands. Peace 
sometimes seems almost unattaine 
able. Tides of hatred and prejudice 
Sweep across the world and over 
our land. Attempts of people to 
meet their own problems in tradi« 
tional American fashion by their 
own voluntary efforts are attacked 
as ‘un-American.’ The faint 
hearted flee to the refuge of silence 
and dead conservatism.” 


® The single thread that ran 
through the talks at the congresg 
was: “Our economic system must 
revolve around the standard of 
what is socially desirabie for the 
consumer, not what brings the most 
profit to the produce..” These 
were the words of Murray D. Lins 
coln, one of the nation’s top co-op 
leaders, who termed any talk about 
over-production a “mockery ig 
these days when two-thirds of the 
world is hungry.” 

A highlight of the congress was 
an address by Prof. Theodore J. 
Kreps of Stanford University, who 
also is president of the Consumers’ 
Cooperative Society of Palo Alto, 
Cal. He told about the growth of 
the Palo Alto consumer co-op from 
35 members and $1,000 worth of 
business in 1935 to 2,700 members 
and a $2,300,000 volume in 1951. 


® Prof. Kreps said co-op stores can 
give better service to consumers 
than the chain stores because 
“owner-buyers have no temptation 
to practice ‘tricks of the trade’ that 
cost customers money. The co- 
operative managers are expert 
buying agents for their patrons, 
zealous to secure guaranteed quali- 
ty and superior products at low 
cost.” 


‘Better Living’ Names Two 


Evan M. Rutherford, for 12 
years western manager for Ideal 
Publishing Corp., New York, has 
joined the Chicago advertising 
staff of Better Living. M. J. Kelly 
has been transferred from Chicago 
to New York as a member of the 
eastern sales staff of Better Living 


Radio, TV Help Save Forests 


Radio and television stations are 
broadcasting special messages in 
many parts of the country to help 
| prevent additional forest fires. The 
support is in response to a wire 
|from the U. S. Forest Service to 
the Advertising Council. 
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Link-Belt Sales, Protits Rise 

Link-Beit Co., Chicago manu- 
facturer of chains and mechanical 
power transmission machinery, has | 
3 reported that for the nine months | 
Bh ae ending Sept. 30 net sales totaled | 
$95,791,490 and net income was | 
$5,859,766, or $3.53 a share on out- | 
standing common stock. A year} 
ago, net sales totaled $86,605,118 
and net income was $5,731,055, for | 
$3.47 a share. 


Pollsters Do It 
Again—Misjudge 
Election Outcome 


(Continued from Page 2) 
y | voter turnout, was exactly the op- 
: posite from 1948 when the Demo- 


; crats got out the vote and the 
4 ONE RED Republicans sat home. According 


to Mr. Crossley, the Citizens for 
Eisenhower committees and other 
Republican’ get-out-the-vote 
groups were the decisive factor in 
winning the election. 
Crossley’s last polls 
states were as follows: 


in four 


California 


Ohio 
PIPPIN RED, that is—America’s (late Sept.) (late Sept.) | 
most exciting lipstick color — a es 32% 
by Lenthéric. At your favorite Undecided 14.4% 9.6% 
cosmetic counter New York MW | 
E (mid-Oct.) (mid-Oct.) | 
i Eisenhower . 46.1% 43.3 
’. 5 41.3% 42.4%, | 


J 


) NET PAID ABC CIRCULATION 


arr ceeded 
| FIELD! 


. 353 FOURTH AVE. - 
NEW YORK 10, N.Y. 
BOSTON CHICAGO 


CLEVELAND - DETROIT 
A-LOS 


SCIENCE 


Monthly 


The Fabulous Southwest 


The Nation's Largest Trade Territory 


EL PASO'S Wholesale Trade 
Territory is larger than all of 
the six New England States, 
{. plus New Jersey and part of 
New York. 


Two Separate Newspapers — One Low Rate Buys Both 


Che El Paso Times El Paso Herald-Post 


An Independent Newspaper A Scrippe-Howard Newspaper 
Morning and Sunde Evening 


gee 


The advertising dit 
Equipment Pa 


|} ground on Gen. Eisenhower be- 


|}@ Today Mr. 


Others 14% 0.4% 
Undecided - 11.2% 13.9% 
@ George Galluy. on the other 


hand, showed in 
Stevenson and 
close, with 13% 
that allocated o: 


is final poll that 
Fisenhower were 
undecided, and 
a 3-to-1 basis, 


they would be even-steven in 
vetes. Here’s the summary: 
Candicate Preference 

Eisenhower - 47%, 

Stevenson ... 40%, 

Undecided 13% 

With “undecided” split 2-to-1 


Democratic, the GOP candidate 
got 51% to 49% for Stevenson. On 
a 3-to-1 split for the Democrats, 


the candidates were 50%. On par- 
ties, Gallup showed: 
Party Preference 
Republican ... 45% 
Democratic . 44%, 
Undecided 1% 


either the 2-to-1 or 3-to-1 
of dividing the “undecided” 
bloc, the Democrats would have 
been a shoo-in. On ten pivotal 
states, Gallup figured Stevenson to 


8s On 
basis 


%*| carry Massachusetts and Missouri, 
| with New York 50-50. He showed 
California and Illinois as 51% 


for 
Eisenhower. 

Yesterday Eisenhower carried 
them all. 

Elmo Roper, who picked up his | 


| interviewers and went home early | 


in 1948, concentrated in 1952 on} 
specific segments of the popula-| 
tion. In his last published report | 
he remarked, “The big city vate! 
appears to be shifting to Gov. 
Stevenson: our figures show that 
Gov. Stevenson continued to gain 


tween Oct. 15 and Oct. 31...” 

He concluded that “there are 
enough people still undecided to 
throw this election either way: 
About one out of every ten voters 
potential was still uncertain how 
he would vote as late as Friday 
(Oct. 31) night.” 


Roper pointed out| 
to AA that he announced 'way back 
in February that he would make 
no prediction this year. 

“We tried to analyze what was 
going on and we think we did a 
fine job,” he said. 

Mr. Roper said his last pub- 
lished report, on Oct. 30, indicated 
Eisenhower with 49% of the pop- 
ular vote, Stevenson with 37%, 
and the remaining 14% in doubt. 

He said that if one wished to 
pro-rate the doubtful 14% accord- 
ing to the 49% for Ike and the 37% 
for Adlai, the result would be 57% 
for the general and 43% for the 
governor. 

If the allocation of the doubtful 
vote was made in the ratio of 
2-to-1 in favor of Stevenson, the 
result would then be 54% for 
Eisenhower and 46% for Steven- 
son. 

Mr. Roper said that as of 11 a.m. 
today, it appeared that Eisenhower 
was getting 55% of the popular 
vote to 45% for his opponent. 


® Along with the triumvirate was 
the Princeton Research Service, 
which figured that Eisenhower 
would cop 50.8%, Stevenson 48.8% 
and “others” 0.4% of the popular 
vote. 

The PRS found that Eisenhower 
was showing more strength in ma- 
jor cities, and that the general was 
leading in Illinois—both borne out 


in the election. PRS’ final count, | 


however, showed Ike leading in 23 
states, with 278 electoral votes. At 
this point, it looks as if he might 


ROLLING ROLLS—Polk Bros., 
using these rolling display racks in its stores 


Chicago, is 


to sell its rugs. The easy-to-handle racks 

do away with the need for warehouse 

storage space because rugs are so compact 

and mobile and require fewer sales per- 

sonnel. The customer can choose from a 

complete line of rug designs which are 
always on hand. 


be able to turn up some 54% to 
56% of the votes, whereas all he 
needed to win the Electoral Col- 
lege was about 52%. 


|@ Local polls had their problems, 
but among them the New York 
Daily News could point with pride 
to the results of its straw vote 
On its last report, Eisenhower 
figured to get 52.1% of the votes 
in New York State, with Steven-- 
son carrying 46.9%, and 1% for 
Hallinan. Because of the heavy 
registration upstate, the News fig- 
ured privately that Eisenhower's 
figure should be 52.5% 

On the basis of today’s returns, 

still incomplete. it looks as if the 
News was 3% under on Eisen- 
hower (who got 55%) and 3% 
over on Stevenson, who got about 
43.5%, and almost on the button 
for Hallinan (.9%). 
@In Adlai E. Stevenson’s home 
the Republican side this election, 
the Chicago Sun-Times claims its 
straw poll of 62,000 voters 
the most accurate of the nation’s 
polls.” 

With 9,602 of the 9,680 Illinois 
precincts recorded, the Sun-Times 
poll was correct in its prediction of 
the Eisenhower vote with a 1.5‘ 
error and on the Stevenson vote 
with a 1.34% error. 

The poll had predicted Eisen- 
hower would get 53.68% of the 
state vote. The latest returns give 
him 55.18% of the vote. The poll 


indicated Stevenson would get 
44.16% of the state vote. So far he 
has actually received 44.82% of 


the vote. 
The paper says “ 
to assume the 


It is reasonable 


state counties are completed.” 


® The poll was most accurate in its 


election for the Democrats. 

This time Eisenhower carried the 
county with 50.35°% of the vote. 
The Sun-Times had come close to 
this with a figure which was 0.3% 
less than the actual vote. The Stev- 
enson count had been predicted 
with an error of 0.08% more than 
the actual 49.64% recorded. 


have carried 39 states, and racked 
up 442 electoral votes. 
Much was made in 1948 of the | 


success of Louis H. Bean, the De- | 


partment of Agriculture's statisti- 
cal wizard, who believes in predict- 
ing elections without interviewing 
prospective voters. For the record, 
Mr. Bean missed the boat in 1952. 
Writing in the June Harper’s, he 


| indicated Democratic gains in both 


House and Senate, and—although 
cautiously worded—appeared to be 
of the opinion that a Democratic 
candidate for President ought to 


The paper also had guessed cor- 
rectly on the local elections, and 
had accurately forecast that John 
Gutknecht, Democratic candidate 
for the Cook County state’s attor- 
ney office, would escape the Re- 
vublican landslide and win the 
election. 


@ Ait the office of the American 
Institute of Public Opinion, which 
conducts the Gallup poll, AA was 
given the following statement: 
“The Gallup poll underestimated the 
Republican vote for the first time. In 
four previous Presidential elections, it 
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state of Illinois, which switched to} 


“was | 


| product news reporting service that 


margin of error will | 
be reduced for the state as down-| 


forecast on the Eisenhower vote 
in Cook County, ordinarily a} 
Democratic stronghold, with the 


Chicago vote usually carrying the} 
| 


was charged that our findings always 
favored the Republicans. This eiectuoo 
answers that charge 

“On Nov. 3, we reported on candidate 
popularity as follows: Eisenhower. 47%; 
Stevenson, 40%; undecided, 13%. We re- 
ported undecided and non-committai 
groups had gone 2-to-1 Democratic in the 
past two Presidential elections. Evidently 
this year they went with the winner m 
about the same ratio as the decided 
voters. Decided voters in the poll were 
54% ior Eisenhower to 46% for Stevenson. 

“Latest tabulation of the popular vote 
shows Eisenhower polling about 55%. The 
President-elect demonstrated great per- 
sonal popularity by running well ahead 
of Republican congressional candidates, 
and this was shown by polls throughout 
the campaign 

“The women’s vote counted heavily in 
Eisenhower's victory. Women were 3° 
more for Ike than men at the end of 
the campaign 

“It is worth noting that the Gallup 
poll showed Ike leading since last Jan- 
uary.” 


Lakes Assn. Names Secretary 
Tres Goetting, public relations 
director for Campbell-Mithun, 
Minneapolis, has been named sec- 
retary of the Ten Thousand Lakes 
Assn., Minnesota travel and resort 
promotion organization. 


It’s amazing how IEN helps you 
to sell by helping so many others to 
buy and produce. 

Here’s why your sales curve will 
climb as your advertising dollars 
work overtime in IEN: 

Each issue contains more than 
1,000 product ideas which add up to 
the most comprehensive and accurate 


exists, 

Every news item, every ad sparks 
sales and sales leads in volume. 

IEN is good for selling because 
used for buying... requested in writ- 
ing by 95% of 62,000 plant officials 
of known buying power in all the best 
rated plants in the U.S. 

In IEN alone can you buy this 
monthly national, industry-wide cov- 
erage using standard space units for 
$1,800 a year .. . only $150 per 
month. 


TO HELP YOU SELL, ASK FOR: 
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‘Trade Excitement’ 


Ad Technique 


Is Used to Stimulate Retailers 


New York, Nov. 5—One big test 
of a consumer advertising cam- 
paign is what the trade does to 
help the manufacturer put the 
campaign over. If the trade doesn’t 
cooperate, a lot of the effectiveness 
of the advertising is wasted. That’s | 
why many big-time consumer ad-} 
vertisers are taking a new hard 
look at their business paper ad- 
vertising. 

They are also developing a new 
technique for business paper ad- 
vertising, Leo Williams, advertis- 
ing manager of Retailing Daily, 
one of the Fairchild publications, 
believes. 

This new technique, Mr. Wil- 
liams says, is known as a “trade 
excitement campaign.” Strictly de- 
fined, this is “a series of business, 
paper advertisements employing 
dominant space and maximum fre- 
quency for a specific time and pur- 
pose.” 


® In everyday lingo, Mr. Williams 
explains, “that means trade ads 


that hit ‘em hard and hit ’em 
often. 
“Theres really nothing new 


about the idea,” he says. “Retailers 
have been using daily newspaper 
advertising to create excitement 
for years. Retail stores, which are 
the most consistent year-round ad- 
vertisers, supplement their regu- 
lar advertismg at certain times 
when they want to create more- 
than-usual excitement and action. 
It might be for an anniversary 
sale, a fashion show, a new brand 
or price policy, a special promo- 
tion. 

“At such times, they really go 
to town in their advertising, us- 
ing smash after smash, full pages, 
spreads, muitiple-page units, to 
hammer away at a sales idea day 
after day. Sometimes they’ve found 
it necessary to close their doors 
and to call out the police to hold 
customers in line. 

“With these promotion methods, 
they’ve moved mountains—not 
carloads, but mountains of mer- 
chandise. 


® “Recently,” Mr. Williams says, 
“certain manufacturers have taken 
a page from the retailer’s mer- 
chandising book, and are using the 
same advertising technique in sell- 
ing to the retailer. 

“When some particular phase of 
these manufacturers’ operations 
develop that seem to warrant real 
trade excitement, they’ve been 
supplementing their regular, year- 
round trade advertising with high- 
powered, big-space, hell-raising 
campaigns, with ads usually ap- 
pearing at very close intervals, 
sometimes even daily, during a 
pre-selected and carefully timed 
period.” 

Concrete evidence of this, in 


SOMEBODY'S SECRETARY 


VeROM THE BOSS RAVES YNATCH! COMICS \ 

| THIS SALES-PROMOTIONAL / ARE TOPS FOR | | 

| COMIC BOOK MUST READERSHIP... | 
AND THIS BOOK WAS | 

THE RIGHT PLACES S 

THAN A TWO-WAY 

STRETCH 4 


| 
TOP CREATORS OF | 


Fe full informatien and free sample | 
booklets, write to the leading pro- 
ducers of special-purpose comics: 


HALL ASSOCIATES 


17 East 42nd at Madisen, New York 11 | 


| vacuum cleaners, 


connection with Retailing Daily, is 
abundantly illustrated in a special 
booklet which that publication re- 
cently prepared for promotion pur- 
poses. A few specific instances 
may be worth noting. 


@ Masland Duraleather Co., for 
example, used daily ads for one 
month in RD to create trade ex- 
citement for its Fashion-Quality- 
Value story. It used a series of 19 
big-space ads and two full pages 
two weeks before the midwestern 
markets opened and continued the 
campaign every day of the mar- 
kets. This was in addition to its 
regular schedule of 104 ads a year. 
Fox & Mackenzie is the agency. 

Norge division of Borg-Warner 
used 12 pages in three days, using 
multiple-page units during the 
midwestern home furnishing mar- 
ket to give the complete story of 
the Norge line of appliances. Its 
regular schedule calls for a front- 
page box daily plus 24 full pages 
a year. J. Walter Thompson Co. is 
the agency. 


@ Sponge Rubber Products Co. 
used 29 pages in 24% months to in- 
troduce its rug cushion, Spongex 
Ripple. Its annual schedule is 156 
half pages and nine full pages. | 
Conklin Mann & Sons is the agen- | 
cy. 

Other notable instances include: | 
U. S. Rubber Co., eight pages in| 
one week, through Fletcher D.| 
Richards Inc.; Firestone Tire & 
Rubber Co., 15 pages in one month, 
through Grey Advertising Agency, 
and Lewyt Corp., which averaged 
an ad every other day last Spring, 
handled by Hicks & Greist, to give 
retailers details about its seasonal 
sales drive. 

“It seems evident,” Mr. Williams 
points out, “that manufacturers are 
recognizing that we're in a period 
that calls for harder selling than 
has been the case over the last ten 
years. They have also come to rec- 
ognize more and more that they 
need maximum active cooperation 
from their retailers and whole- 
salers to make the most of their 
promotional and merchandising 
efforts. 


@ “Moreover, these trade excite- 
ment campaigns seem to be doing 
the trick for them. They are using 
the technique to launch new pro- 
motion and advertising programs, 
new merchandising ideas, new 
products, new television programs, 
and new distribution setups. 

“Whether a trade excitement 
campaign will fit a particular 
manufacturer’s particular needs 
depends on a number of factors. 
We frankly tell inquirers that we 
can’t honestly say. Every prob- 
lem is different and has to be an- 
alyzed separately. A trade excite- 
ment program is just one of sev- 
eral proven ad techniques, de- 
signed to do just one phase of a 
complete trade advertising job. 
But we have positive proof that 
the technique is a powerhouse, a 
million-volt sales-sparker, when 
it’s used right. 


s “Let me give you just one case 


| to clinch the point. This is what | 
| Walter J. Daily, v.p. and manager 


of the vacuum cleaner division of 


| Lewyt Corp., wrote last August: 


“From the birth of the vacuum cleaner 
industry, one of the great problems was 
to franchise dealers. It was drummed in- 
to the dealer for years that he couldn't | 
sell cleaners, that & was a house-to-house 
proposition. 

“In 1947 Lewyt entered the vacuum 
cleaner picture. We had a program that 
would assure the dealer he could sell 
and in volume. 

“*An important part of our program 
to tell him about it was an aggressive 
advertising campaign in Retailing Daily. 

“ “Today, with a solid organization of 
75 distributors and 10,000 dealers behind 
us, we are the largest major appliance 
advertiser in the paper. We use more 


Ay. 


CHRISTMAS GIFT—Given Mfg. Co., Los 

Angeles, will emphasize its Waste King Pul- 

verator garbage disposer as the new “‘fam- 

ily gift’ idea for Christmas in its December 

ad, running in House Beautiful and Sunset. 

H. M. Gardner & Associates, Los Angeles, 
is the agency. 


%- 
etwas < 


space than ever to keep our dealers and 
distributors interested, excited and in- 
formed.’ 


| 
8 “That’s proof enough for you, 
isn’t it?” Mr. Wiliams asked. “It’s | 


factual evidence even though it is 
a plug. And it proves something 
very important that needs to be 


stressed: Business paper advertis- | 
ing today is more vital and indis- | 


pensable than ever because it is 


being used more intelligently, ef- | 


fectively and profitably by leading 
advertisers in all fields.” 


Hickerson Gets Book Account 
Meredith Publishing Co., Des 
Moines (Better Homes & Gardens 
and Successful Farming), has 
named J. M. Hickerson Inc., New 
York, to handle advertising for its 
Better Homes & Gardens’ cook 
book, story book, second story 
book, handyman’s book and gar- 
den book. No previous agency is 
listed as handling this account. 
Last year, sales on five of the titles 
totalled 1,114,000 copies. The sixth 
title, second story book, was to ap- 
pear in October. Consumer and 
trade publications will be used. 


Sylvania Promotes Three 

Bernard O. Holsinger, assistant 
general sales manager, has been 
promoted to general sales manager 
of the radio and television division 
of Sylvania Electric Products Inc., 
Buffalo. Arthur A. Currie has been 
advanced from field sales manager 
to succeed Mr. Holsinger and Jo- 
seph J. Sullivan succeeds Mr. Cur- 
rie. 


Appoints New Agency 

Nappe-Smith Inc., Farmingdale, 
N. J., has appointed Halsted & Van 
Vechten, Red Bank, N. J., to 
handle national advertising for 
Thermo-Keep insulated bags. Mor- 
ton Freund Advertising is the pre- 
vious agency. 


Fullerton Named Joyce A.M. 


Mrs. Eileen Fullerton has been 
appointed advertising director for 
Joyce Inc., Pasadena manufactur- 
er of men’s and women’s casual 
shoes. Mrs. Fullerton formerly was 
publicity director for Bullock’s, 
Pasadena department store. 


Westinghouse Boosts McCusker 
R. J. McCusker, who has been 
engaged in defense contract nego- 


| tiations for the division, has been 


promoted to assistant sales mana- 
ger of the television-radio division 
of Westinghouse Electric Corp., 
Sunbury, Pa. 


Appoints Alfred Lamers 

The Grocer’s Digest, St. Louis, 
has appointed Alfred C. Lamers 
consulting art director. Mr. Lamers 
has been placed in charge also of 
the publication’s weekly Retail 
Advertising Service, which is sold 


nationally to both retail and 
wholesale grocers. 
Nelson Heads KNBH Programs 


Harmon O. Nelson has been ap- 
pointed manager of the program 
department of KNBH, Los Ange- 
les. Mr. Nelson formerly was as- 
sociated with Young & Rubicam 
and Kenyon & Eckhardt in writing, 
producing and directing capacities. 


| Ernest Turchette Moves 
Ernest B. Turchette Inc. has 
moved to new offices at 349 Frank- 
| lin Ave., Nutley 10, N. J. 


Gilbert Research Expands 

Eugene Gilbert & Co., New York, 
has expanded its office and inaug- 
urated a youth merchandising di- 
vision. R. Jefferson Hand, v.p., 
heads the new division. 


Pi4 | NATIONAL 
Yess DISTRIBUTION 


Fast, Easy, Low in Cost! 


Teday’s soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has bulls 48- 
state distribution qiicKly and at 


Orms 

personal demonstration, we invite you te secure 

@ frank, experienced appraisal of your possi- 

bilities and future in the direct-to-congumer 

selling field. There is no cost or obligation te 
Write today in detail 


you. 5 
OPPORTUNITY MAGAZINE 
Dept. A-144, 28 E. Jackson Bivd., Chicago 4, Ill. 


...Where quality 


_is always the first consideration 


| COMPLETE 

| photoengraving 
and offset 

reproduction 


facilities 


of reproduction 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD. 
CHICAGO 7, ILLINOIS 


MOnroe 6-7080 


WHICH DO 
STATISTICS ov 
Population ............ 150,580,584 
Children under 20...... 66,200,000 
RG si.ivns ote nes 6n08 84,389,584 
1953 birth expectancy... 3,801,000 


@ These are just the high-lights a | 


TODAY'S HEALTH—the Health mago- 
zine of the American Medical Asso- 


ciation. Get all the facts before pe. 


set up your 1953 schedules. 


YOU WANT 


Average NET PAID....... 256,559 


Incomes over $3,000...... 674% 
Own their homes ........ 78.5% 
Have 2 or more children... 55.8% 
High School or College.... 78.3% 


Clerical, business or 


Prat, . 1 *: 
P 


occupation ... 41.0% 


AVERAGE NUMBER OF 
READERS PER MONTH 4,896,015 


535 North Dearborn Street 
Phone: WHitehell 4-1500, Chicege 10, Ill. 
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New CROSSLEY Study of the Rural South 
Reveals Basic Reasons Why 


The Progressive Farmer 


is the No. 1 Farm Magazine 
in Advertising Linage 


Do you want to know why advertisers and 
advertising agencies have made The Progressive Farmer 
The Nation’s No. 1 Farm Magazine in Advertising Linage? 

Take a look at the 1952 Report of the Crossley Continu- 
ing Study of the Rural South! This 1952 report based on a 
personal interview survey of Southern farm families re- 
veals some amazing facts about The Progressive Farmer 
and its big, prosperous 16-state rural market. 


Dominant Readership and Preference 


From this report, you'll quickly discover that The Pro- 
gressive Farmer dominates the rural South as no other 
magazine dominates a market of similar size. 


Among Southern farm families, The Progressive Farmer 
has a larger audience of regular readers than the combined 
audience of Life, The Saturday Evening Post, Woman’s 
Home Companion, McCall’s, Better Homes and Gardens, 
Good Housekeeping, American Home,Time and Newsweek. 


In the rural South, The Progressive Farmer has more 
regular readers than Country Gentleman, Farm Journal, 
Capper’s Farmer and Successful Farming combined. 


The Progressive Farmer leads the next Southwide farm 
magazine by 30°; in number of regular readers, and by 
125°%, in readers who name it their favorite magazine. 

Nine out of every ten Progressive Farmer subscribers read 
it regularly and 77°, of these readers prefer it over all other 
farm magazines! 


The SOUTH Subscribes to 


The Progressive Farmer 


Published in FIVE Separate Highly-Localized Editions to Serve the FIVE Distinctive Farming Regions of the SOUTH 


High Average Subscriber Income 


The average annual income of The Progressive Farmer’s 
1,206,000 subscriber-families is $5,118.00 which is well 
above the average income of subscribers to mass circula- 
tion urban magazines. 


And the Crossley Continuing Studies show that Pro- 
gressive Farmer subscribers are using their huge buying 
power to purchase large quantities of all kinds of consumer 
goods. 

For example, during the last three years, The Progressive 
Farmer families bought 453,700 electric refrigerators, 
367,000 washing machines, 314,400 electric ranges, 344,900 
electric irons, 216,000 vacuum cleaners... . . 

It will pay you to put the powerful sales influence of 
The Progressive Farmer to work for you! You add the rural 
South to your market when you add The Progressive Farmer 
to your advertising list! 


Send for Your Free Copy ¢ 


There are many more new facts in THE 
Rurat SoutH Topay, a_ booklet review- 
ing Crossley’s latest Continuing Study of 
the rural South. Here you have an exhaus- 
tive study of readership, preference and 
duplication of farm magazines and general 
magazines, family compositions, shopping 
habits, tenure and family possessions. For 


a 
m Rurat South i 


Today 


the first time measurements are reported 19 52 

on degrees of interest in leading farm mag- a | 
azines. Your copy of THE RuRAL SoutH is } 
Tovay is available from any office of The wa j 
Progressive Farmer. '-. i 
a 

Preweid & | 

op sh be 
Progressive Farmer 
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